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Abstract  

Global commodity production has a significant and ever-increasing social, economic, and 

environmental impact on the globe and those inhabiting it. To mitigate the industry’s negative effects, 

much attention has been given to private initiatives, such as certification. However, with those initiatives 

struggling to deliver a sustainable commodity industry, both in terms of scale and breadth of impact, 

interest is now growing in landscape and jurisdictional approaches (JAs). Those initiatives are built on 

untested market assumptions that consumers will value and demand JA-sourced products and will thus 

reward companies for engaging in JA-sourcing. This thesis aims to test this key assumption of JAs. 

Specifically, it aims to investigate consumers’ valuation of products containing commodities sourced 

from a new type of JA called Verified Sourcing Areas (VSAs), as well as the drivers of this valuation 

to derive recommendations for marketing VSAs in a way that maximizes its chances of 

institutionalization. Using the theory of planned behavior and the concept of willingness-to-pay (WTP), 

and by accounting for the plan to indicate the VSA-of-origin on product packaging, hypotheses were 

formed regarding drivers of WTP for VSA-sourcing. These hypotheses were tested on data from an 

online choice-based conjoint analysis survey that was sent to a representative, quota-based sample of 

the population of the United Kingdom consisting of 585 respondents. By analyzing response 

distributions, it is found that consumers value VSA-sourcing similarly to certified products, thus 

indicating that consumers will value and demand VSA-sourced products when they hit the market. 

Thus, this assumption of JAs is tested and confirmed. Furthermore, using logit modeling, it is found 

that consumers are very price sensitive, but that subjective norms (i.e., social pressures) significantly 

affect consumers’ WTP for VSA sourcing positively and thus decrease price sensitivity. On the other 

hand, perceived behavioral control is found to significantly affect this WTP negatively, and consumer 

attitudes are not found to be significant drivers. Finally, differences in VSAs-of-origin do not 

significantly affect peoples’ WTP for VSA-sourcing. Implications, of these drivers as well as 

consumers’ general valuation of VSA sourcing, for the institutionalization of the VSA initiative and the 

JA in general, are discussed. Moreover, recommendations for marketing the VSA initiative are given.  
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1. Introduction 

 

“Human beings and the natural world are on a collision course.” (Kendall, 1992). 

 

With this sentence, roughly 1700 field-leading researchers started their 1992 World Scientists’ Warning 

to Humanity. It stated that “a great change in our stewardship of the Earth and the life on it is required, 

if vast human misery is to be avoided” (Kendall, 1992: 1). They stated that “humanity was pushing 

Earth’s ecosystems beyond their capacities to support the web of life” (Kendall, 1992; Ripple et al., 

2017: 1026). The document focused on six ways in which the environment was in grave distress, namely 

“ozone depletion, freshwater availability, marine life depletion, ocean dead zones, forest loss, 

biodiversity destruction, climate change, and continued human population growth” (Ripple et al., 2017: 

1026). Twenty-five years later, more than 15,000 scientists signed the second warning to humanity 

(Ripple et al., 2017). They point out that “with the exception of stabilizing the stratospheric ozone layer, 

humanity has failed to make sufficient progress in generally solving these foreseen environmental 

challenges, and alarmingly, most of them are getting far worse” (Ripple et al., 2017: 1026). They state 

that, with regards to greenhouse gas emissions, deforestation, agricultural production, and biodiversity 

protection, humanity is failing. To sustain the way we currently live, produce and consume, we would 

need 1.6 planet Earths (Edwards, 2019). Sir David Attenborough stressed in his address to the United 

Nations Security Council, that “if we continue on our current path, we will face the collapse of 

everything that gives us our security: food production, access to freshwater, habitable ambient 

temperature and ocean food chains” (UN, 2021). 

 

The production of commodities has a key role in these worrying developments, but also in its solution 

(Dudley and Alexander, 2017; Ripple et al., 2017). There are competing ways to use land, and 

“decisions made to improve output in a single sector, without effective coordination with other sectors, 

can have negative impacts on the overall availability of resources” (Deneir et al., 2015: 16; Dudley and 

Alexander, 2017). For locals, using the land for growing commodities has allowed them to lift 

themselves out of poverty, which has boosted the economies of emerging markets. However, this 

expansion of commodity production has major negative social and environmental effects (Deneir et al., 

2015). It leads to a wide variety of issues such as biodiversity loss, soil erosion, greenhouse gas 

emissions, water shortages, animal and human health risks, child labor, community displacements, land 

right disputes, global food insecurity, and large-scale deforestation (WWF, 2012a; Dudley and 

Alexander, 2017). Especially commodity-driven deforestation is receiving a significant amount of 

attention, as commodity production is responsible for around 40% of the world's deforestation, and 

deforestation is estimated to result in 10% of all CO2 emitted globally (Fitzherbert et al., 2008; 

Hosonuma et al., 2012; ECS, 2013). An area ten times the size of the Netherlands was deforested in the 
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period 2004 - 2017 (Ekker, 2021). Current commodity production practices also affect local people's 

well-being and security. Violent conflicts regularly arise over land and resource ownership and rights 

because of “unclear land tenure rights, unsustainable land management practices and uncoordinated and 

often competing sectoral policies” (Deneir et al., 2015: 16). Some of the most demanded commodities 

are “aquaculture, beef, cotton, dairy, palm oil, soy, sugar, timber, pulp, paper, wild-caught seafood and 

bioenergy” (WWF, 2012b). Demand for these commodities is only increasing as “humanity must now 

produce more food in the next four decades than we have in the last 8,000 years of agriculture 

combined” (WWF, 2012: 2). It is predicted that by 2050 “agricultural output will need to increase by 

60% globally, compared to 2005/2007, to respond to the demands of 9.7bn people; and that water 

scarcity will affect 54 countries, home to nearly 40% of the world’s projected population” (Deneir et 

al., 2015: 16). This stresses the need for large-scale integrated land management solutions to sustainable 

production in which human demand is met without doing environmental and social harm (Deneir et al., 

2015; Reed et al., 2020). 

 

These issues are increasingly posing reputational risks for companies. Brands are now starting to see 

“the Greta effect” and “the impact of the words of David Attenborough” (Laville, 2019; Hutt, 2020). 

With increasing awareness about the large impact that production and consumption have on the planet, 

consumers, non-governmental organizations (NGOs), and other civil society members are increasingly 

pressuring companies and governments to act (IDH, 2019; Hutt, 2020; Unnikrishnan, Biggs, and Singh, 

2020). Companies are increasingly seeing that “abandoning their efforts now could pose serious risks 

to the business in the future and make picking up the sustainability agenda later impractical or 

unaffordable (Unnikrishnan, Bigg,s and Singh, 2020). As a result, they are looking for practical ways 

to deliver on their sustainability commitments (Unnikrishnan, Biggs, and Singh, 2020).  

 

A variety of initiatives have been introduced to mitigate the negative impact of commodity production 

and consumption (Chan et al., 2017). With governments failing to introduce binding measures for 

sustainable production, attention has been given to private, market-based initiatives, such as 

certification (FSC, no date; Mena and Palazzo, 2012). Certification schemes (CS) have been a 

prominent tool for companies to source commodities more sustainably and to reduce the risk that 

commodity production poses to their reputation and brand image. However, even though CSs have 

made a positive impact, they have not yet been able to transform the commodity sector at a critical scale 

(Fishman, Oliveira, and Gamble, 2017; Wensing, 2018). Its weaknesses lie in its purely market-based 

approach, the lack of inclusion of relevant stakeholders, and its single-farm, single-commodity focus 

(Chan et al., 2017; Lambin et al., 2018; Larsen et al., 2018; Wensing, 2018). 

 

As a result, academics and practitioners are looking for new solutions. Attention has turned to more 

integrative and holistic approaches to managing land and resources and to commodity production, called 
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landscape approaches (LAs). LAs aim to “reconcile multiple and conflicting land-use claims to 

harmonize the needs of people and the environment and establish more sustainable and equitable multi-

functional landscapes” (Reed et al., 2020: 1). These initiatives aim to bring together key local 

stakeholders in an area to draw up action plans for the social, economic, and environmental development 

of that landscape (Sayer et al., 2013; Reed et al., 2016). LAs have been received with enthusiasm and 

have “gained prominence in recent conservation and development discourse” as people hope they will 

be able to make the impact that certification could not (Salvini et al., 2018; Reed et al., 2020: 1). 

 

More recently, the importance of the inclusion of governments in conservation and development 

initiatives has been given attention. It is argued that private actors alone will not be able to tackle all 

issues in this field (Lambin et al., 2018; Larsen et al., 2018). This led to involving local governments 

in LAs to create jurisdictional approaches (JAs). JAs focus on bringing together all relevant stakeholders 

in a jurisdiction (i.e., a territory that is marked by the authority of a local government contrary to any 

area of land in landscape approaches) through formalized collaborations “around shared goals of 

conservation, supply chain sustainability, and green economic development” (Fishman, Oliveira, and 

Gamble, 2017: 2). Critically, JAs always involve local government, and they operate at the level of 

jurisdictions (von Essen and Lambin, 2021). Thus, commitment to JAs by local governments is crucial 

to their success (Bastos Lima et al., 2017). JAs are a type of hybrid approach, which uses both market 

dynamics and government authority and regulation to stimulate or force actors to comply (Larsen et al., 

2018). 

 

One specific new JA initiative is the Verified Sourcing Area (VSA) initiative (IDH, 2018). In VSAs, 

key local (including local governments) and non-local stakeholders (including global companies) work 

together on development whilst producing commodities (IDH, 2018, 2020c, 2020b). It is a market-

based initiative that aims to connect VSAs with global markets, to accelerate “production and uptake 

of sustainable commodities globally” (IDH, 2018: 1). 

 

However, despite general enthusiasm, it is yet to be seen whether the JA, such as the VSA initiative, 

will be able to achieve what other methods could not (Fishman, Oliveira, and Gamble, 2017; Buchanan 

et al., 2019; Barletti et al., 2020: 1). Critically, the approach is built on untested market-dynamic 

assumptions. Engagement from the private sector in JAs is still limited, even though their continuous 

and increasing investment and involvement are vital if the JAs are to institutionalize and be effective 

(Fishman, Oliveira, and Gamble, 2017). Companies, in other words, need continuous incentives for 

engaging in JA-sourcing. Consumers have a key role to play in incentivizing the private sector to 

engage in JA-sourcing: for companies to be incentivized to engage in JA-sourcing, consumers need to 

value and demand is similar to, or better than, CS (Stickler et al., 2018). JA-sourcing needs to represent 

institutional values that are largely created and held by consumers, and, thus JA-sourcing needs to 
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protect brands from reputational risks (Gallemore et al., 2018). However, consumers’ valuation of the 

new approach is still unknown. Next to needing insights into people’s valuation of JA-sourcing, it is 

important to understand how demand for JA-sourcing could be stimulated to increase its chances of 

institutionalizing. Understanding consumers’ evaluation process of JA-sourced products will allow for 

optimizing the marketing of the approach, minimize consumers’ price sensitivity, and maximize 

consumers’ willingness to pay (WTP) for those products. This will better allow companies to charge 

a premium to end-consumers, which will make it easier to create the business case for JA-sourcing 

and thus to engage companies (Chan et al., 2017; Boyd et al., 2018). For example, in the case of the 

VSA initiative, the plan to indicate the VSA of origin on a products’ packaging might affect this WTP 

of consumers (Bom, 2018). Similarly, the certification literature points to the elements of the theory 

of planned behavior as proven predictors and drivers of WTP for certified products (e.g. Vermeir and 

Verbeke, 2008; Nocella et al., 2012; Mohamed et al., 2014). However, to the best of the author’s 

knowledge, no research has yet been done regarding consumers’ responses to JAs, what they offer, 

and whether consumers will value and demand it to a similar extent as CS. Similarly, consumers’ 

evaluation process of VSAs, and thus the factors that drive consumers' WTP for VSA-sourced products 

are unknown. This knowledge is key, as the consumers’ response, and effective marketing of JAs 

based on consumers’ drivers of their evaluation process, will be key to the institutionalization of JAs. 

 

Therefore, by focusing on the VSA initiative as a case study for JAs, this paper investigates consumers' 

valuation of JAs. More specifically, it seeks to answer the following research question: 

 

How do consumers evaluate VSA-sourced products, and what implications does this have for 

the institutionalization of the VSA initiative? 

 

To answer this question, it is split up into two more specific sub-questions: 

• What is consumers’ valuation of VSA-sourcing relative to other sourcing methods? 

• What elements of the theory of planned behavior affect consumers’ WTP for VSA-sourcing? 

• What is the effect of indicating VSA-of-origin on this WTP? 

• What implications does the consumers’ valuation of VSA-sourcing, together with the drivers 

of WTP, have for the institutionalization of the VSA initiative? 

 

By investigating this research question and sub-questions, this paper will generate both theoretical and 

managerial contributions. Using the VSA initiative as an example of a JA, it will add to the sustainable 

commodity sourcing literature by showing consumers’ valuation of JA-sourcing compared to other 

sourcing methods, and what constitutes this evaluation process. Moreover, it will empirically test the 

applicability of the theory of planned behavior in this new academic field. Managerially, the results of 
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this paper will have implications for the institutionalization and diffusion of JAs, and the VSA initiative 

specifically, as it will show whether consumers will value this approach to sourcing, and how this 

valuation can be maximized through the drivers of consumers’ WTP for JA-sourcing. This information 

will be vital in successfully institutionalizing the VSA initiative and JAs in general. 

 

This paper is structured as follows. First, the existing academic and grey literature regarding sustainable 

commodity sourcing is reviewed. This reveals a gap in the literature regarding the response of 

consumers towards JAs. Second, a conceptualization of WTP is provided together with this paper’s 

theoretical framework to explain WTP, which is based on the Theory of Planned Behavior. Third, this 

research’s methodology is discussed. Fourth, the VSA-focused survey results and findings are 

presented. Fifth, these results and findings will be discussed, and the research question will be answered. 

Moreover, this paper’s managerial and theoretical implications will be highlighted. Finally, limitations 

of this research as well as recommendations for future research are given.  
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2. Literature review 

2.1. The rise of private initiatives to sustainable commodity sourcing 

In the 1990s, the stance of the private sector regarding environmental protection started to change. 

Before, companies opposed the strengthening of international environmental standards and policies. 

However, as Hrabanski (2017: 605) points out, “the participation of private companies in the 1992 

United Nations Conference on Environment and Development, also known as the Rio Earth Summit, 

marked the official arrival of business in international environmental politics”. The summit brought 

together the world’s political leaders, scientists, NGOs, companies, and others to draw up global plans 

to “establish a new global partnership [...] to meet the challenges of environment and development” 

(UN, 1993). It thus aimed to ensure that development “meets the needs of the present without 

compromising the ability of future generations to meet their own needs” (Brundtland, 1987: 15). It was 

one of the first international meetings in which a wide variety of global actors, and not only national 

governments, participated to share experiences and to discuss their roles in the sustainable development 

challenges ahead (Andonova and Hoffmann, 2012). Though the conference did put climate and 

biodiversity on the international political agenda by adopting the United Nations Framework 

Convention on Climate Change (UNFCCC) and the Convention on Biological Diversity (CBD), the 

conference did not result in binding legislation regarding forest management and mitigating global 

production’s impact on the planet (Andonova and Hoffmann, 2012; Clémençon, 2012; Hrabanski, 

2017). Especially developing nations objected to such measures, as these countries would likely be hit 

the hardest, and such laws would weaken their sovereignty (FSC, no date; UN, 1993; Clémençon, 2012). 

 

Rio 1992 showed that governments alone failed to deliver binding “legislative and regulatory ‘command 

and control’” actions to mitigate humanity’s impact on the planet (FSC, no date; Clémençon, 2012; 

Chan et al., 2017: 111). The declaration did include principle 12, which stated that global free trade 

would ultimately deliver a sustainable society (Clémençon, 2012). Thus, Rio 1992 made clear that world 

leaders did not perceive these sustainability issues to exclusively be their responsibility. Instead, they 

perceived this to be a shared responsibility for governments, civil society, the private sector, and the 

market (World Bank, 2011; Clémençon, 2012). Thus, to tackle issues, “the effort to shift growth paths 

requires the engagement and participation of all parts of society” (World Bank, 2011). Though private 

initiatives do not substitute public and governmental actions (in fact, political engagement is nowadays 

seen as a precondition for successful sustainable production and development initiatives), at Rio 1992 

the “infusion of nonstate actors in environmental politics opened new space in the global public domain 

for experimentation with new instruments that seek to influence behavior and environmental outcomes 

via markets, norms, and networks” (Andonova and Hoffmann, 2012: 59; Bastos Lima et al., 2017). In 

short, Rio 1992 started a more pluralistic approach to global environmental politics (Andonova and 

Hoffmann, 2012). 



Institutionalizing the jurisdictional approach: exploring consumers’ evaluation of commodity sourcing from Verified Sourcing Areas  

Master’s thesis MSc Brand & Communications Management – Thijs ten Cate  
 

 

13 

 

Following the conference, businesses started to show an interest in global environmental issues, which 

led to the emergence of a movement of “certain market instruments for biodiversity conservation such 

as voluntary standards and compensation mechanisms” and Payments for Environmental Services 

(PES) (Hrabanski, 2017: 606). As global business activity expanded, businesses were increasingly 

criticized for unsustainable practices, and NGOs started to push for action, companies thus eventually 

started to “engage in self-regulation” (Mena and Palazzo, 2012: 527). This resulted in the introduction 

of private initiatives such as certification schemes (CS) (Reed et al., 2016; De Bakker, Rasche and 

Ponte, 2019; Partzsch, 2020). For example, after Rio 1992, businesses and NGOs collaborated to create 

the Forest Stewardship Council (FSC) market-based CS to stop deforestation (FSC, no date; Partzsch, 

2020). 

 

Many market-based CSs have followed FSC (OECD Environment Directorate, 2016; Partzsch, 2020). 

Adoption of CSs increased, gradually making them more mainstream (Partzsch, 2020). 

 

2.2. Certification 

 Introducing certification 

Certification is defined as “the (voluntary) assessment and approval by an (accredited) party on an 

(accredited) standard” (Meuwissen et al., 2003: 49) or as “the process of indicating [...] that a 

commodity complies with a set of regulations governing the production process” (Ghazoul, Garcia and 

Kushalappa, 2009: 1890). In 2013, 544 different CSs existed, covering a wide variety of product types 

and services. They focus on social, economic, or environmental issues, or a combination of those three 

(OECD Environment Directorate, 2016). Many CSs exists for the same commodities, but they 

differentiate themselves “by stressing distinctive features of sustainability, by targeting different 

producer groups, and by offering different levels of stringency” (Reinecke, Manning and von Hagen, 

2012; De Bakker, Rasche, and Ponte, 2019: 363). 

 

The vast majority of CSs are voluntary private schemes (i.e., initiated by companies and NGOs), 

whereas only 5% of all schemes are public mandatory schemes. In other words, 95% of schemes rely 

on voluntary compliance by stakeholders (OECD Environment Directorate, 2016). Examples of private 

CSs are Fairtrade, which ensures consumers that “producers and businesses have met the stringent 

Fairtrade social, economic and environmental standards”, and UTZ, which focuses on better working 

conditions and environmentally sustainable farming of coffee, cocoa, tea, and hazelnuts (Fairtrade, no 

date; UTZ, no date). An example of one of the few, arguably successful, public CSs is the Danish Stats-

kontrolleret økologisk label, which was the world’s first state-controlled CS for organic products and 

which enjoys high levels of trust and awareness in Denmark (Organic Denmark, no date). 
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Figure 1 - The Fairtrade, UTZ and Danish Stats-kontrolleret økologisk certification labels 

 

Private CSs have five elements in common, namely that “domestic sovereign states do not require 

adherence to the rules; wide-ranging policies governing social and environmental practices are 

developed; third party auditing is used to promote verification/compliance, and tracking of eco-certified 

products is undertaken along global supply chains” (Cashore and Stone, 2012: 14). They are an example 

of product-based payments for ecosystem services programs (PES), which can be defined as “a market-

based environmental policy instrument to achieve environmental protection in the most efficient way” 

(Wunder, 2005; Leimona et al., 2015: 16; Chan et al., 2017). 

 

Certification’s main goal is to reduce information asymmetry in the market (Jahn, Schramm and Spiller, 

2005). In economics, the concept of the free market assumes that rational parties, who are equally 

informed, trade products and services with each other. In reality, however, there is an information 

asymmetry between parties (Jahn, Schramm and Spiller, 2005). In commodities, an end buyer, or even 

a company that processes the commodity, often does not know under what circumstances the 

commodity was produced. CSs have the aim to make this information visible for other stakeholders in 

the value chain (Meuwissen et al., 2003; Jahn, Schramm and Spiller, 2005). Examples of those 

stakeholders are “consumers, other customers, governments, risk-financing parties such as banks and 

insurance companies, and society as a whole” (Meuwissen et al., 2003: 54). CS thus aims to stimulate 

these stakeholders to make more sustainable choices and to thus stimulate companies to adopt the label 

and improve their sustainability performance (Gallastegui, 2002; OECD Environment Directorate, 

2016). They also stimulate local communities and producers to engage in certification, as it can result 

in price premiums for their commodities (Ghazoul, Garcia and Kushalappa, 2009). Fairtrade, for 

example, promises its farmers the “Fairtrade Premium” in return for their efforts (Fairtrade, no date). 

CSs are thus a type of market tool that “creates niches, increases product recognition and/or secures 

price premiums” and which stimulates sustainable production and consumption (Ghazoul, Garcia and 

Kushalappa, 2009: 1890). 

 

 Stimulating compliance 

Contrary to public schemes, private CSs use market dynamics to incentivize stakeholders to comply, 

and they gain their legitimacy from “the manipulation of global markets and attention to customer 
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preferences” (Cashore, 2002: 504). They are thus dependent on consumer purchase decisions (Cashore, 

2002; Overdevest, 2009). Consequently, the dominant reasoning in the literature is that companies 

mainly join market-based initiatives for the utilitarian reasons of reaping “reputational benefits and 

increasing consumer demand” (Nesadurai, 2013; Johansson, 2014; De Bakker, Rasche, and Ponte, 

2019: 361). Companies thus attempt to mitigate reputational risks from their supply chains by sourcing 

more sustainably. These reputational risks can be defined as “the current or prospective risk to earnings 

and capital arising from the adverse perception of the image of the (cooperation) on the part of 

customers, counterparties, shareholders, investors or regulators” (Girling, 2013: 255). Voluntary 

compliance is thus stimulated following a market-based principle: first, a CS with sustainability 

standards is created, and then the power of consumers is leveraged by letting them buy certified 

products. Thus, firms are stimulated to comply with the CS (Cashore and Stone, 2012). Here, both 

punishments (e.g. shaming campaigns) and rewards (e.g. reputational benefits) for companies are used 

to stimulate compliance (Cashore and Stone, 2012). In short, for a company to be motivated to adopt a 

sustainable sourcing initiative, the initiative must protect the company from reputational risks. This 

compliance process is explained by institutional theory (IT). 

 

IT focuses on “how groups and organizations better secure their positions and legitimacy by conforming 

to the rules [...] and norms of the institutional environment”, and thus how a firm’s environment 

pressures the firm into conformance to those rules and norms (DiMaggio and Powell, 1983; Glover et 

al., 2014: 104; Teng, Khong and Che Ha, 2020). It looks at how firms are pressured into adopting 

policies and strategies that are in line with external norms and rules, and which policies and strategies 

are thus legitimate in the eyes of stakeholders. This is normative pressure (Jennings and Zandbergen, 

1995). The theory has been applied to show firms are ‘forced’ to engage in sustainable practices and 

green supply chain management (e.g. Jennings and Zandbergen, 1995; Glover et al., 2014; Teng, Khong 

and Che Ha, 2020). IT also points to mimetic pressure, which occurs when companies “imitate the 

actions of successful competitors in the industry, in an attempt to replicate the path to success and hence 

legitimacy” (DiMaggio and Powell, 1983; Glover et al., 2014: 104). 

 

Different institutional players have different levels of power in forming norms and rules. Glover et al., 

(2014: 108) point out that “the collective consumer forms one of the most powerful groups”. As a result,  

companies engage in sustainable practices, such as offering certified products, to satisfy consumers 

(Glover et al., 2014). Consumers can thus change and express institutional values, and exert power, 

through their buying behavior; they can put institutional pressure on companies that are not in line with 

institutional values through demand for their products (Klein, Smith and John, 2004; Humphreys, 

2014). However, Holt (2012) criticizes this view, and claims that “the idea that the only way to change 

unsustainable consumption is by changing consumerist values, has not produced effective intervention”. 

Instead, the focus should be on leveraging consumer power through “mobilizing social movements” 
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(Holt, 2012; Humphreys, 2014: 277). However, even Holt’s argument ultimately is built on the premise 

that consumers have power in shaping corporate decisions, and thus in forcing compliance with a CS. 

 

IT has also received criticism. Levy and Egan (2003) point that companies can avoid compliance, and 

that other processes can affect companies’ willingness and ability to comply. Hoffman (1999) argues 

that multiple competing institutions can co-exist, and both might influence firms in their decision-

making. As a result, the institutional environment becomes an arena “where multiple field constituents 

compete over the definition of issues and the form of institutions that will guide organizational 

behavior” (Hoffman, 1999: 352). For example, where NGOs might push for more focus on 

sustainability issues, shareholders might push for a stronger focus on cost reduction at the cost of 

sustainable practices. Moreover, firms themselves can influence the institutions and the norms and 

values they have (Hoffman, 1999). For example, through their marketing, brands can influence the 

consumers’ perceptions and opinions. Despite its critics, IT still provides a theoretical foundation of 

how pressures from the institutional environment can force companies to comply with its values, and 

thus engage in certain sustainable sourcing practices (DiMaggio and Powell, 1983). However, this will 

only happen if the institutional environment, including customers, expects them to do so. 

 

2.3. Shortcomings of private certification 

Private CSs have grown substantially in size and number and have thus made a positive impact in terms 

of stimulating sustainable production and consumption. However, critical shortcomings of CSs prevent 

them from delivering sustainable commodity production at scale. 

 

 General issues with private CS 

Current initiatives have not yet been able to achieve sustainable production at a critical scale (Fishman, 

Oliveira and Gamble, 2017). To illustrate, only 19% of the worlds’ palm oil production is certified by 

the worlds’ largest palm oil certifying body, namely the Roundtable of Sustainable Palm Oil (RSPO) 

(RSPO, 2019a). This scalability issue is not unique to palm oil certification, and sustainable production 

at this small scale is seriously problematic, and faster scaling is vital. The issue of slow scalability has 

multiple origins. First, because most CSs only focus on single supply chains or farms, positive change 

only happens one farm at a time (Fishman, Oliveira and Gamble, 2017; Lambin et al., 2018). Moreover, 

Fishman, Oliveira and Gamble (2017: 1) point out that “substantial transaction costs associated with 

CS have prevented the standards from reaching a critical mass of producers”. Scaling is not CSs’ only 

issue. Leakage, which can be defined as “the increase in degradation somewhere caused by the reduction 

of degradation elsewhere”, often occurs (Meyfroidt and Lambin, 2009: 1). Thus, when a non-certified 

farm becomes certified, that farm’s demand decreases and simply shifts to cheaper, non-certified 

producers (Lambin et al., 2018). Moreover, large-scale issues related to “water depletion, deforestation 

or other land-resource management issues” are hard to address with this single-farm focus and without 
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government involvement (Wensing, 2018). Private CS has no control over that transcend single farms, 

such as land ownership and planning; only governments have control over such issues, and thus broad 

rather than narrow stakeholder involvement is required (Deans, Ros-Tonen and Derkyi, 2018; Larsen 

et al., 2018). Finally, Chan et al. (2017) point out that many PES programs’ top-down ‘one-size-fits-

all’ approach, in which requirements are set by an external organization without local farmers’ input, 

can demotivate local producers to engage. For example, a PES program dictated that a riparian buffer 

was not to be touched by farmers, but this “conflicted with farmers' values to actively manage and care 

for their land” (Chan et al., 2015, 2017: 114). They might “thus not fit with the values and practices of 

ES providers”, and do not leverage the local producers’ expertise knowledge of the land (Chan et al., 

2017: 114). Chan et al. (2015: 2) point out that “farmers want flexibility in buffer locations and width, 

tailored to the locally specific characteristics of their land”. Thus, flexibility in requirements that allow 

the locals’ input will be more effective in motivating local producers to engage in conservation 

initiatives and these more tailored local approaches might lead to more effective conservation results. 

 

 Issues with private CS’s market-based approach 

Though CS’s market-based approach can motivate stakeholders throughout and surrounding the supply 

chain to engage in CSs, it also brings causes issues. Six key issues with this market-based approach are 

discussed in table 1 below. 

 

Issue Explanation 

Creation of 

unintended 

externalities 

By only rewarding performance on specific metrics, producers are incentivized to cut corners on 

other important metrics, thus creating new unintended externalities (Newton, 2011; Chan et al., 

2017). Producers will only focus on the ecosystem service that the CS specifies, and disregard 

others (Kosoy and Corbera, 2010; Chan et al., 2017). For example, reforestation programs 

incentivize farmers to plant fast-growing trees, such as eucalyptus trees, but those trees might not 

provide habitat for biodiversity (Jindal, Swallow and Kerr, 2008; Chan et al., 2017). 

High 

monitoring 

costs 

If the farmer is only mitigating their impact to receive financial compensation, they will cut 

corners to reduce costs and still receive the compensation. Weak monitoring is a major issue with 

voluntary initiatives (Lambin et al., 2018). As a result, CSs require strong and costly monitoring 

(Chan et al., 2017). This focus on monitoring, however, leads to a loss of organizational trust, 

tunnel vision, a culture of compliance that results in high compliance costs, defensive strategies 

that hamper innovation but also “deprofessionalization, a disconnect between motivation and 

incentives, lower employee morale, and increased stress and anxiety” (Shore and Wright, 2015: 

430).  

Misplacing 

of rights  

Those who pollute get rewarded to reduce their impact, whilst those who protected the ecosystem 

from the start are not. This incentive structure sends “an implicit signal that people have the right 

to degrade unless paid not to do so” (Polasky, 1997; Chan et al., 2017: 112). This implicitly tells 

stakeholders that conservation is the responsibility of those who pay for the environmental 

service, and not of those who degrade biodiversity, thus affecting the polluter’s feeling of 

stewardship. For example, when an earlier introduced financial is removed after a while, the local 

farmers feel entitled to the compensation and might stop preserving the local ecosystem after 

removal of the incentive (Chan et al., 2017). 
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Motivational 

crowding 

out 

Market-based incentives for conservation ‘crowd out’ people’s intrinsic moral motivations (Rode, 

Gómez-Baggethun and Krause, 2015; Chan et al., 2017). Research shows that higher monetary 

incentives resulted in a decrease in engagement of those landowners who already engaged in 

conservation efforts. People receiving only social incentives have also been shown to be more 

motivated than those receiving both social and financial incentives (Heyman and Ariely, 2004; 

De Martino, Kondylis and Zwager, 2017). Thus, monetary incentives can reduce or replace the 

impact of moral intrinsic motivations, which might be even stronger (Heyman and Ariely, 2004). 

For example, a farmer might already have an intrinsic motivation to protect his local environment, 

but this motivation can be affected when that farmer is offered a financial incentive to do so. 

Needing to 

sell 

CSs are financially dependent on certification fees from those adopting the CS. As a result, these 

CSs need to be able to ‘sell’ the certification to those adopters, which can result in certifying 

bodies lowering the certification’s standards to attract new adopters, thus decreasing the 

initiative’s sustainability performance (De Bakker, Rasche and Ponte, 2019). This is especially 

problematic when there is competition between various similar CSs; a “regulatory race to the 

bottom” might arise, in which competing schemes offer increasingly weaker but cheaper schemes 

to potential adopters (De Bakker, Rasche and Ponte, 2019: 363). 

Costs vs. 

benefits 

Producers expand production to “meet their livelihood needs and/or in response to market demand 

signals”; forests are worth more if they are converted into farmland (Fishman, Oliveira and 

Gamble, 2017; Roozen, 2021). It is key that it is economically attractive for producers to maintain 

forests and to produce sustainably; the returns must outweigh the opportunity costs (Roozen, 

2021). However, high compliance costs are being perceived to outweigh the benefits (Garrett et 

al., 2016). Especially smaller, less resourceful farmers are not able to join a CS due to high 

compliance and monitoring costs (Garrett et al., 2016; Chan et al., 2017; Lambin et al., 2018). 

Similarly, compliance costs are lower for already nearly compliant producers than for producers 

that are still far from reaching compliance requirements. The result is that the farms with the 

largest negative impact are less likely to make the transition to sustainable production; this is 

selection bias (Winters et al., 2015; Garrett et al., 2016). Similarly, whereas more resourceful 

producers will be able to access financing and technology, poorer smallholders are put at a 

disadvantage (Chan et al., 2017; Lambin et al., 2018). For example, in Costa Rica, even though 

policies are in place to include less wealthy farmers, “participants continued to be 

disproportionally wealthier and more educated landowners” (Porras et al., 2013; Chan et al., 

2017: 113). 

Table 1 - Issues with private certification's market-based approach 

 

 Calling for new approaches 

Consequently, there is increasing agreement that “certification approaches will not achieve the desired 

outcomes unless they are scaled-up and include governments as leading stakeholders''; a market 

approach alone will not be able to tackle all issues in this field (WWF, 2016: 3; Lambin et al., 2018; 

Larsen et al., 2018; Barletti et al., 2020). Despite being market-based, PES programs still depend on 

the involvement of governments and communities for success (Vatn, 2010; Lambin et al., 2018). As a 

European Union (EU) report points out, for voluntary sustainability initiatives to succeed, “efforts will 

be required to bring together those with a keen interest in affecting positive change with those that can 

set the right framework conditions (national and sub-national government policies, laws and regulatory 

frameworks and incentives) with those able to provide the financing and investment mechanisms and 

funds to incentivize change and leverage private sector investments” (Barthel et al., 2018: 235). 

Similarly, the 2015 UN Sustainable Development Goals (SDG) also explicitly call for more holistic, 
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integrated approaches to production, conservation, and development (Reed et al., 2020). In short, there 

is a call for approaches that use a hybrid governance structure that leverages both market dynamics and 

government regulation to stimulate sustainable practices (Foli et al., 2018; Ingram et al., 2018; Larsen 

et al., 2018). 

 

2.4. A new initiative: the jurisdictional approach 

A response to this call is the jurisdictional approach (JA). To understand the approach, its origin is 

described before turning to the approach itself and its characteristics. 

 

 The origin of jurisdictional approaches 

JAs focus on integrating the goal of environmental conservation with that of socio-economic 

development. Integrating those two goals is not new as the UN conferences in Stockholm in 1972 and 

Rio in 1992 illustrate (UNCHE, 1972; Clémençon, 2012; Reed et al., 2016; Arts et al., 2017). From the 

1980s onwards, the recognition started to grow that local communities, and not just the natural 

environment, had to be accounted for; an integrated view on landscape management arose (Noss, 1983; 

Sayer et al., 2013; Reed et al., 2016; Arts et al., 2017). A wide array of approaches and theories are 

built on this view, such as the ecosystem approach (Sayer, Chokkalingam and Poulsen, 2004; Sayer and 

Maginnis, 2006). The rhetoric in these integrated management approaches was that both nature and 

local communities would win, and no one would lose (Reed et al., 2016; Ros-Tonen, Reed and 

Sunderland, 2018). Unfortunately, there were winners and losers in most of these initiatives 

(Sunderland, Ehringhaus and Campbell, 2007; Pfund et al., 2011). Ultimately, these integrated 

management approaches evolved into so-called landscape approaches (LAs), also known as integrated 

landscape approaches (Reed et al., 2020). 

 

 Landscape approaches 

The LA is defined as “a framework to integrate policy and practice for multiple land uses, within a 

given area, to ensure equitable and sustainable use of land while strengthening measures to mitigate and 

adapt to climate change” (Reed, Deakin and Sunderland, 2014: 1; Dudley and Alexander, 2017; 

Fishman, Oliveira and Gamble, 2017; Buchanan et al., 2019). This is achieved through “long-term, 

intersectoral and multi-stakeholder partnership among different groups of land managers and resource 

users” (Buck et al., 2017: 57). Though they often have a focus on ecosystem conservation, LAs focus 

on a variety of domains such as “agriculture, conservation, livelihoods, and institutional coordination 

and planning”, but also restoration (Torquebiau et al., 2013; Cadena, Pond and Rattanasorn, 2014; 

Zanzanaini et al., 2017: 11). The LA takes a more realistic approach than its predecessors as it 

“explicitly acknowledges that satisfying all stakeholders will often be unachievable” (Reed et al., 2016: 

2544). Instead, LAs aim to involve local stakeholders and their needs to create joint action plans with a 

wide variety of environmental, social, and economic goals for the landscape, which should result in 
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synergies but also in trade-offs (Reed et al., 2016). The first step in establishing a landscape approach 

is identifying relevant stakeholders and building trust between them (Reed et al., 2020). Which 

stakeholders are relevant differ per landscape, but can include “local policy, farmer groups, civil society, 

(inter)national research organizations, non-governmental organizations, national policy, private sector 

organizations, resource user groups, conservation groups, development organizations” (Reed et al., 

2020: 2). However, though these initiatives aim for equal participation from key stakeholders, this is 

rarely the case (De Bakker, Rasche and Ponte, 2019). Once relevant stakeholders are identified, a 

collective plan of action is created in a multi-stakeholder forum based on concerns shared by the 

stakeholder groups (Reed et al., 2016, 2020; Foli et al., 2018). The stakeholders that are disadvantaged 

by the plan can then be compensated (Sayer et al., 2013, 2015; Reed et al., 2016). This plan has to be 

revisited continuously; there should be no endpoint of the LA (Sayer et al., 2015; Reed et al., 2016, 

2020). Progress regarding the achievement of the set goals has to be tracked through strong monitoring 

and evaluation systems (Reed et al., 2020). Thus, LAs require “strong leadership, sustained long-term 

and facilitated processes, good governance, adequate budgets and adequate metrics for assessing 

progress”, as well as extensive private sector involvement (Sayer et al., 2015: 345). LAS is now seen 

as instrumental to achieving the Paris Climate Agreement and the UN’s Sustainable Development goals; 

both “call for more holistic approaches that better integrate the needs of people and planet” (Plieninger 

et al., 2020; Reed et al., 2020: 1). An example of a landscape approach initiative in practice is the 

Community Resource Management Areas (CREMAs) initiative in Ghana, in which different 

stakeholders co-manage off-reserve landscapes to reconcile ‘wildlife conservation, rural development 

and livelihoods in off-reserve areas” (Foli et al., 2018: 86). CREMAs involve different key 

stakeholders, such as national and local governments, NGOs, local communities, and private 

companies. To ensure compliance with the set goals, different administrative and controlling CREMA 

bodies are and assemblies are created (Foli et al., 2018). 

 

2.4.2.1. A note on the literature 

The theory surrounding integrated approaches to land management is still evolving and needs further 

refining (Reed et al., 2016). As Reed et al. (2020: 2) point out, there is “no universally accepted 

definition for an integrated LA”. As a result, the literature surrounding the topic is scattered, and often 

different terminologies are used to describe similar or identical concepts (Arts et al., 2017; Reed et al., 

2020). Scherr, Friedman and Shames (2013) point out that currently, over 80 terms exist that refer to 

integrated management of land, whereas Reed et al. (2016: 2543) find around 50 terms that refer to “to 

some form of integrated LA”. See appendix 1 for an overview of several related terms. It is beyond the 

scope of this paper to converge those terms into one definitive definition. Instead, the scattered literature 

on LAs is only mentioned to give a broad overview of the origin of recent developments of the 

approaches. 
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 Defining jurisdictional approaches 

The JA is a development of the LA (von Essen and Lambin, 2021). The key difference is JA’s focus on 

the role and involvement of local government (Deneir et al., 2015; Boyd et al., 2018; Stickler et al., 

2018). It is a response to the LA literature that points out the importance of including political decision-

making powers if such initiatives are to be effective (Bastos Lima et al., 2017; Larsen et al., 2018; 

Sirimorok and Rusdianto, 2020). 

 

Von Essen and Lambin (2021: 3) define JAs as “governance initiatives that promote sustainable 

resource use at the scale of jurisdictions through a formalized collaboration between government entities 

and actors from civil society and/or the private sector, based on practices and policies intended to apply 

to all affected stakeholders within the jurisdiction”. In this definition, a formalized collaboration is 

described as a collaboration that is “consciously designed and clearly specified, and that can be 

expressed in organizational form” (Lowndes, 1996; von Essen and Lambin, 2021: 3). They aim to bring 

together “governments, businesses, NGOs, and other stakeholders around shared goals of conservation, 

supply chain sustainability, and green economic development” (Fishman, Oliveira and Gamble, 2017: 

2) and to “scale efforts to de-link deforestation from commodity production” (TFA, no date). JAs thus 

see jurisdictions “as reliable sources of sustainable commodities” (Newton and Benzeev, 2018: 131). It 

defines the geographical area of the approach by the jurisdiction of the involved government (Boyd et 

al., 2018; Stickler et al., 2018). A jurisdiction is defined as a “region with politically and/or 

administratively defined boundaries” (RSPO, 2019b: 3). The levels and departments of government 

included in the JA depend on which level of government controls resource use policies in the 

jurisdiction and who has the authority to enforce them (Boyd et al., 2018; Buchanan et al., 2019; von 

Essen and Lambin, 2021). JA initiatives have three main characteristics in common, which are 

summarized in table 2 below.  

 

Characteristic  Elaboration 

Stakeholder 

involvement 

A broad variety of stakeholders are involved to ensure the inclusion of different viewpoints 

and the support of all stakeholders that influence, or get affected by, changes to the landscape 

(Buchanan et al., 2019; Barletti et al., 2020). Which exact stakeholders are included next to 

the government depends on the landscape, but could include “farmer groups, civil society, 

(inter)national research organizations, non-governmental organizations, national policy, 

private sector organizations, resource user groups, conservation groups, development 

organizations” and others (Reed et al., 2020: 2). 

Reference price 

Stakeholders regularly get together to draw up and update concrete action plans “that identify 

agreed social, environmental and production goals for the jurisdiction” and how to achieve 

them (Buchanan et al., 2019: 6).  

Monitoring 
Monitoring and information systems and actors are put in place to track progress (Buchanan 

et al., 2019). 

Table 2 - General JA characteristics 
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JAs do not necessarily exclude the use of certification. JAs and CS can complement each other (IDH, 

2020b). For example, one of a jurisdiction’s goals can be to increase the number of certified producers, 

as is the case in the Ketapang jurisdiction in West Kalimantan, Indonesia (SourceUp, no date c). 

 

2.4.3.1. The importance of government 

Government involvement is JAs defining feature. Consequently, strong commitment from local 

government is a precondition for JAs’ success (Vatn, 2010; Bastos Lima et al., 2017; Lambin et al., 

2018). The government can participate in “agenda-setting, policy design, funding, administration of 

funding, communication, and operation of the initiative” (von Essen and Lambin, 2021: 4). Perhaps 

more importantly, however, the local government is involved with providing governance and ensuring 

compliance with the jurisdiction’s plans. Government policy and regulation apply to every actor in the 

jurisdiction, and as a result “the inclusion of government entities in the regulatory process [...] can 

increase the likelihood of policies and regulations being enforced appropriately” (Schouten and 

Glasbergen, 2011; TFA, 2019; IDH, 2020b; von Essen and Lambin, 2021). This enforcement can also 

enhance the initiatives’ legitimacy towards external stakeholders (Schouten and Glasbergen, 2011). 

Moreover, some issues that JA’s aim to tackle, such as those regarding land ownership and permitting 

and other issues that transcend single farms, can only be enforced by governments and not by private 

actors; only governments have regulatory power regarding these issues (Larsen et al., 2018). Finally, 

local governments are essential for providing strong domestic policy and institutional frameworks for 

the JAs to build on (Bastos Lima et al., 2017). 

 

2.4.3.2. Examples of jurisdictional approaches 

While most are no more than a decade old, several JA initiatives currently exist (see figure 2) (Boyd et 

al., 2018; von Essen and Lambin, 2021). Various Reducing Emissions from Deforestation and forest 

Degradation (REDD+) initiatives are now shifting from working on a project level to working on a 

jurisdictional level as “political commitment [...] is a precondition for, rather than a result of, 

transformative REDD+ interventions” (Deneir et al., 2015; Bastos Lima et al., 2017: 10; Boyd et al., 

2018; Maniatis et al., 2019; von Essen and Lambin, 2021). REDD+ are LAs that incentivize 

“developing countries to reduce emissions from forested lands and invest in low-carbon paths to 

sustainable development” through performance-based payments for emission reduction actions (REDD, 

no date; Rendón Thompson et al., 2013; von Essen and Lambin, 2021). However, jurisdictional REDD+ 

initiatives in South America have shown that creating strong domestic policy frameworks, generating 

strong involvement from, and collaboration with, local government, and integrating the REDD+ goals 

into local governmental policies are challenging to realize (Bastos Lima et al., 2017). Another, more 

recently developed, type of JA is jurisdictional certification (JC), which is a form of landscape labeling 

that combines the concepts of certification and jurisdictional initiatives (Ghazoul, 2013; RSPO, 2019b). 

With JC, entire jurisdictions are certified. JC brings “together local government policy tools and market-
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based certification” (Gallemore and Jespersen, 2019: 11). The concept is still very new: in 2015, no JC 

schemes existed yet (Deneir et al., 2015). However, RSPO is currently piloting JC in Ecuador, Malaysia, 

and Indonesia (RSPO, 2019b). 

 

 

Figure 2 - Current JA initiatives around the world (in Von Essen and Lambin, 2021) 

 

 Jurisdictional approaches in practice: Verified Sourcing Areas 

One of the latest JA initiatives is Initiatief Duurzame Handel (IDH)’s Verified Sourcing Areas (VSAs). 

IDH was founded in 2008 to make sustainable supply chains a reality by building coalitions of 

businesses, financiers, governments, and civil society organizations who, together, engage in projects 

driving sustainable development (IDH, no date a; Bom, 2018). 

 

2.4.4.1. Introducing VSAs 

IDH believes that other initiatives are not effective enough because they do not allow companies to 

easily “source in line with their sustainability commitments” (IDH, 2020a: 4). This is because other 

initiatives do not give those companies access to relevant data on the impact that they are making. 

Moreover, those initiatives do not allow for stakeholders to “leverage on each other’s strengths” (IDH, 

2020a: 4). To solve these issues, IDH introduced the VSA initiative in 2018 (IDH, 2018). The VSA 

initiative is a textbook example of a JA initiative. The initiative aims to create and connect “verified 

sourcing areas” with mainstream global markets through its online platform called SourceUp (IDH, no 

date b). Thus, the VSA initiative is market-based; it is built on the premise that environmental and socio-

economic issues can be tackled through our producing and buying practices (SourceUp, no date a; IDH, 

2020c). VSAs are jurisdictions in which local and non-local stakeholders “leverage on each other’s 

strengths” and work together on continuous social, economic, and environmental development, whilst 

producing and selling any type of commodity (IDH, 2018, 2020a: 4). All key local stakeholders (i.e., 
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“farmers, producers, government and civil society”) are to be included in every VSA (IDH, 2020a: 6). 

By connecting VSAs with global markets, the goal of VSAs is “to accelerate production and uptake of 

sustainable commodities globally” (IDH, 2018: 1). This goal is divided into two subgoals, namely that 

of helping “companies to source large volumes of commodities in line with their sustainability 

commitments at a competitive scale and price” and by making sure that “local actors drive sustainable 

development and receive direct support and incentives by global markets for doing so” (IDH, 2018: 1). 

IDH believes this can be achieved by verifying “the sustainability of an entire jurisdiction” instead of 

single farms or single commodities, and by connecting buyers with these certified jurisdictional 

initiatives (IDH, 2018: 2, no date b). With its SourceUp platform, IDH seeks to create “a transparent 

link between region & market” and provide global buyers with “a solution to meet their sustainability 

targets” (IDH, 2020a: 4). Governance is ensured both through market forces and regulatory power from 

local governments (TFA, 2019; IDH, 2020b). 

 

2.4.4.2. How the approach works 

The VSA initiative works through three main elements, namely 1) local compacts, which could become 

VSAs, and 2) committed buyers who are connected through 3) IDH’s online platform called SourceUp 

(IDH, 2020a, no date b). 

 

First, a stakeholder takes the initiative to set up a so-called compact, which is a coalition of local 

stakeholders. Each compact must include the local government, civil society, and all the producers in 

the jurisdiction of any commodity (IDH, 2020a). NGOs regularly initiate and support this process, and 

global buyers can also express what they would like compacts to focus on (IDH, 2020a). All 

stakeholders have incentives to engage. The sustainability plans will allow local governments to 

increase regional income, to be “empowered to carry out a regulatory role”, and to attract investments 

from companies to stimulate local economic, environmental, and social developments (TFA, 2019: 13; 

IDH, 2020a). Local producers benefit from this development too, as they have better access to global 

markets and can sell their produce to the jurisdiction’s committed buyers. IDH mentions that 

engagement from local farmers and producers will allow them to stabilize their demand and increase 

their income through better contracts and by “tapping on new markets and higher prices” (TFA, 2019: 

13; IDH, 2020a). Moreover, VSAs will offer “civil societies in producing countries a platform to engage 

in decision making” (TFA, 2019: 13). 

 

Then, based on VSA guidelines, these stakeholders together make a sustainability improvement deal in 

which they agree to collaborate and jointly commit to continually develop and improve the area and its 

production with regards to social, environmental, and economic aspects. This agreement includes 

decisions on the governance structure, how the stakeholders should work together, what projects and 

sustainability themes the compact will work on, and what KPIs should be used to track progress (IDH, 
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2020a). The projects that the compacts work on focus both on global and local sustainability themes. 

Global themes are set by IDH and focus on forest protection, labor, land tenure & land rights, and 

improved livelihoods. These themes (forest & natural ecosystem protection, labor, land tenure & 

livelihoods) are mandatory and are “scored against global standards” by an external panel (TFA, 2019: 

12). Local themes can be determined by the compacts themselves and can thus be tailored to local needs, 

such as the preservation of specific animal species or access to education (TFA, 2019). Once the 

compact has started reporting its progress through the SourceUp platform, an external VSA Global 

Panel assesses whether the information and evidence of progress that the compact delivers is valid. If 

that is the case, the compact is verified as a VSA (IDH, 2020a). Thus, to become a VSA, the jurisdiction 

does not need to comply with a certain level of sustainable performance but shows that it is actively 

working towards becoming more sustainable. 

 

Next, the compacts reporting their progress on SourceUp allows buyers to choose the compact that best 

links to their sustainability targets. These companies can then support the compacts through direct 

investments or sourcing commitments and communicate this commitment to end customers through 

marketing and their sustainability reporting (IDH, 2020a). Companies can engage with VSAs by 

supporting them through funding, sourcing commitments, organizational support, or combinations of 

those (IDH, 2020a). 

 

Finally, institutional pressures from both end consumers and NGOs are an important dynamic in the 

VSA set-up, as they stimulate companies to engage with VSAs. By using content from the SourceUp 

platform in their marketing, engaging in VSAs is a way for brands to “de-risk the supply chain in an 

efficient way” as it allows them to “deliver on sustainability commitments across all commodities” 

(IDH, 2020a: 17). The approach helps integrate “sustainability into trader’s client offering for end-

buyers (TFA, 2019: 9). The jurisdiction will thus allow companies to secure a supply of sustainable 

commodities, and to report on their efforts to build a good reputation (IDH, 2020a; Reed et al., 2020; 

von Essen and Lambin, 2021). 

 

All key actors of the VSA initiative and the dynamics between them are summarized and visualized in 

figure 3. 
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Figure 3 - A detailed visualization of the VSA initiative and its dynamics 

 

2.4.4.3. A note on VSAs 

It should be noted that the VSA initiative is still in its infancy. As of July 2021, 19 sourcing areas 

throughout South America, Africa, and Asia have joined the VSA initiative as compacts (SourceUp, no 

date b). However, all these compacts have yet to become verified as VSAs; they are all still ‘VSA 

Readiness Pilots’ (TFA, 2019). Furthermore, though this is not yet set in stone, the idea is to indicate 

the VSA-of-origin on the product’s packaging, to stimulate consumers to link sustainability to specific 

regions (Bom, 2018). 

 

 Jurisdictional approaches’ benefits 

JAs, such as the VSA initiative, have several benefits over previous sustainability initiatives (Proforest, 

2016; von Essen and Lambin, 2021). These are explained in table 3 below. 

Benefit Explanation 

Less 

stakeholder 

marginalization 

Because JAs aims to involve all relevant stakeholders, less marginalization of groups, such as 

smallholders, should occur. The action plan for the jurisdiction is a result of a variety of key 

stakeholders’ combined viewpoints and interests and thus, most stakeholders should support 

it (Lambin et al., 2014; Buchanan et al., 2019). Thus, it is argued that this participatory 

problem solving is required for effective conservation (Chan et al., 2017; Barletti et al., 2020). 

JA’s approach allows for the locals’ input and thus improves motivation for engaging (Chan 

et al., 2017: 115). This input also has the benefit that those who were already engaging in 

conservation, or were planning to do so, can be rewarded as they can include these actions in 

the compact’s action plan. This “might build and consolidate stewardship norms” (Chan et al., 

2017: 117). 

Boosted 

initiative 

legitimacy  

Government involvement can boost the JA initiatives’ legitimacy and help with monitoring 

and enforcement (Schouten and Glasbergen, 2011; von Essen and Lambin, 2021). Larsen et 

al. (2018: 552) point out that the involvement of the government is vital to tackle issues about 

land ownership and permitting, as governments are the only ones who have the power to 

decide on, and create policies for, such issues. Though it does not prevent leakage to adjacent 

jurisdictions, the fact that these policies and regulations apply to the whole jurisdiction helps 

fight leakage within the area (von Essen and Lambin, 2021). If effective policies are made and 

enforced by the government, this also reduces supply chain risks for companies (Proforest, 
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2016). Jurisdictional initiatives have also been shown to lead to network effects, with 

governments sharing their experiences with each other (Boyd et al., 2018). 

Faster scaling 

Every producer in the area must adhere to the jurisdiction's action plan and policies, thus 

further boosting scaling. The result is that all farms improve their practices instead of only 

farms that were close to meeting CS’ requirements; selection bias is reduced (von Essen and 

Lambin, 2021). JA thus ensures that every producer is involved and thus “prevents the creation 

of a sustainability patchwork in an unsustainable landscape” (Proforest, 2016; von Essen and 

Lambin, 2021: 2). Instead of “raising the bar”, JAs aim to “raise the floor” (Roozen, 2021). 

Another result is that not only supply to Western countries is made sustainable, but also that 

to regions where demand for sustainable commodities is lower, such as local markets (Roozen, 

2021). This is in line with Chan et al. (2017), who argue for the importance of a system that 

enables going beyond just taking responsibility for the product that one buys as a consumer, 

and for taking responsibility for industrial production of commodities at large. 

Lower costs for 

producers 

The JA can lower financial barriers for producers which can help with scaling of the initiative 

(Proforest, 2016). This is due to agglomeration, or the “clustering of related firms and 

organizations” in the jurisdiction which creates benefits and incentives for producers (Garrett, 

Lambin and Naylor, 2013: 267). For example, local producers can share resources, knowledge 

on how to improve yields, but also reduce their costs by jointly buying necessities, improving 

practices easier and cheaper (Proforest, 2016; von Essen and Lambin, 2021). Finally, it 

becomes easier for them to sell their commodities, simply because they are situated in a 

sustainable jurisdiction that has connections to global markets (Garrett, Lambin and Naylor, 

2013; von Essen and Lambin, 2021). 

Table 3 - Benefits of Jurisdictional approaches 

 

 Overview of differences between certification and JAs 

To summarize what is discussed above, an overview of differences between certification and 

jurisdictional approaches is given in table 4 below. 

 

Element Private certification Jurisdictional approaches (e.g., VSA) 

Governance 

approach 
Private; fully voluntary 

Hybrid; voluntary with legal/regulatory 

frameworks 

Scale/scope of 

cover 

Individual producer; supply to (mostly) 

developed nations 
Jurisdiction; all supply 

Government 

involvement 
Sometimes; peripheral role 

Always; central and key role in policy/plan-

making and enforcement/monitoring 

Private sector 

involvement 

Mostly indirect: Purchasing of certified 

commodities 

Direct: (Preferential) purchasing, direct 

investments, agenda-setting 

Marginalization 

risk of 

smallholders 

High Low 

Sustainable 

performance level 

Guaranteed’ level of performance on a 

certain metric 
Level of performance differs per jurisdiction 

Commodity focus 
Often single commodity (e.g., RSPO), but 

with exceptions (e.g., organic) 
Multiple commodities 

Focus of 

development 

Social, economic, and/or environmental, 

depending on the certification 

Social, economic, and environmental 

simultaneously 
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Criteria setting By an external organization; top-down 
Largely by local stakeholders through 

negotiations; bottom-up 

Financial burden Mostly in local communities  Shared throughout the value chain 

Producer 

motivation  
Intrinsic motivations are “crowded out” Intrinsic motivations are “crowded in” 

Opportunity for 

additionalities 
Stops when certification standard is met Limitless; focus on continuous improvement 

Leakage risk Large; between individual producers Smaller; between jurisdictions 

Opportunity for 

agglomeration 

effects 

Small Large; costs, knowledge, labor 

Tackled issues Unsustainable practices of individual farms 

Unsustainable practices of individual farms, 

but also issues that transcend single farms 

(e.g., related to land planning) 

Table 4 - An overview of private certification and JAs 

 

 Jurisdictional approaches’ challenges and underlying assumptions 

JAs, and the LAs on which it is based, “have been presented, especially by practitioners, as a panacea 

to address land-use change and support climate mitigation” (Salvini et al., 2018; Barletti et al., 2020: 

1). They have also attracted interest from national governments from developed countries (Ingram et 

al., 2018). It is yet to be seen whether these approaches will be able to achieve what other methods 

could not; the literature on this front is scarce and fragmented (Ramahavalisoa et al., 2012; Fishman, 

Oliveira and Gamble, 2017; Salvini et al., 2018). It is still not entirely clear how jurisdictional 

initiatives’ success can be achieved (Fishman, Oliveira and Gamble, 2017; Reed et al., 2020). JAs, and 

thus the VSA initiative, have their challenges, and they are built on untested assumptions. 

 

2.4.7.1. General challenges 

Firstly, the key aspect of government inclusion also poses a risk as governmental involvement can 

change after a change of power (Fishman, Oliveira and Gamble, 2017; Boyd et al., 2018; Stickler et al., 

2018). This is particularly problematic as jurisdictional initiatives take time to develop, and convincing 

local governments of the approach has proven sometimes challenging in practice (Boyd et al., 2018). 

Similarly, poor governance, corruption, and power asymmetries together with weak accountability and 

transparency are also seen as key inhibitors of JAs’ success (Ros-Tonen, Reed and Sunderland, 2018; 

Langston et al., 2019). Secondly, conflict can arise between different stakeholders who have conflicting 

motivations and interests or claims on pieces of land (Chia and Sufo, 2016). Third, as there is a “push 

for quick results” from these initiatives, the broad inclusion of stakeholders can be compromised 

(Fishman, Oliveira and Gamble, 2017; Boyd et al., 2018). Fourth, to generate support from many 

stakeholders, strong “storytelling that articulates a jurisdictional initiative’s goals, needs, and early 

successes is critical” (Fishman, Oliveira and Gamble, 2017: 3). Fifth, expectations of JAs should be 

managed, as too high expectations might lead to disappointment and decreased support and financing 

for the initiatives (Fishman, Oliveira and Gamble, 2017). Lastly, research shows that in most current 
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initiatives, broad relevant stakeholder involvement and monitoring of progress is challenging (Foli et 

al., 2018; Ros-Tonen, Reed and Sunderland, 2018; Salvini et al., 2018). Commitment, engagement, 

openness to learning from stakeholders, and adaptiveness to the jurisdiction’s context are important 

factors in determining JAs’ success, but ensuring this is proven to be a challenge (Ariza-Montobbio and 

Cuvi, 2020; Barletti et al., 2020). In other words, despite their potential, successfully moving from 

planning to implementing a JA is often a challenge (Zanzanaini et al., 2017). 

 

2.4.7.2. Underlying assumption and challenge regarding the end-

consumer 

For the JA to institutionalize, consumer demand for JA-sourced products is vital. As Sayer et al. (2015: 

345) point out, for JAs to become a success, “private sector engagement is necessary and all parties 

must have sufficient shared interest in outcomes to motivate their participation". Currently, a slowly 

increasing amount of companies, such as Unilever, Cargill, and Heineken, are engaging with similar 

approaches “to secure supply, to reduce risk and volatility in raw material supply chains, to combine 

economic returns with sustainable land use, to comply with international (often voluntary) CS standards, 

to satisfy consumer and non-governmental organization (NGO) demands, and to optimize stakeholder 

collaboration within their sourcing areas” (Arts et al., 2017: 447). Though the involvement of the private 

sector is key to JA’s success, it is unsure whether this engagement will sustain over time through long-

term incentives, and whether other companies can be stimulated to join such initiatives (Fishman, 

Oliveira and Gamble, 2017; Stickler et al., 2018; Barletti et al., 2020). This challenge of stimulating 

engagement from the private sector through consumer demand is the focus of this paper. 

 

IT shows that consumers have an important role to play in incentivizing the private sector to engage in 

sustainable practices, and thus in engaging in JAs, through institutional pressures (Dudley and 

Alexander, 2017). A central way in which institutional pressures are exerted by these consumers is 

through demand for those companies’ products, and for the sustainable sourcing initiative’s products in 

general. In other words, without consumers demanding a certain type of sustainable sourcing, market-

based sustainable sourcing initiatives such as JAs, are powerless (Bateman et al., 2010). Since JAs, 

such as VSAs, are largely market-based despite government involvement, there is a general challenge 

related to the end-consumer response to JA that might hamper institutionalization and diffusion of JAs, 

such as the VSA initiative. In terms of IT, it is unclear whether JAs represent the institutional values 

that are largely formed by consumers. Companies, and especially consumer brands as they are closest 

to the end-consumers, thus would most likely engage in JAs to respond to institutional pressures and to 

decrease reputational risks from sourcing unsustainably. However, given the newness of the approach, 

it is unknown if consumers believe if JAs are ‘the way to go’. One factor that adds to the uncertainty of 

whether JAs represent institutional values, is that the approach takes a fundamentally different approach 

than CS; a critical factor that is refraining many companies from engaging is the lack of consistency 
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between jurisdictions (Buchanan et al., 2019). Whereas CSs are based on meeting prescribed 

requirements to reduce reputational risks, JAs focus less on strict requirements and rather focus on 

continuous improvement and creating opportunities for additionalities. There is no limit to how 

ambitious a jurisdiction’s plans can be. However, the flip side is that jurisdictions can have lower 

sustainability performance than consumers might expect. This makes companies vulnerable to critique 

(i.e., reputational risks) when they source through a less advanced jurisdiction, or even through JAs in 

general. As a result, companies have indicated that they “would prefer that JAs provide the type of 

assurance they get from certification” (Buchanan et al., 2019: 12). Similarly, Dixon and Challies (2015: 

18) point out the private sector’s “perceived high-risk nature” of engaging in JAs. Consequently, 

involvement from companies has been limited. In the case of VSAs, for example, IDH acknowledges 

that engagement from businesses in VSAs should be expanded and that “a joint and consistent market 

mechanism is needed to strengthen and expand business support to these initiatives” (IDH, 2020c). In 

short, to stimulate companies to engage in JA-sourcing, it is necessary that consumers value and demand 

JA-sourced products in a similar way to certification, and that JA-sourcing thus represents institutional 

values and protects companies from reputational risks (Gallemore et al., 2018; Stickler et al., 2018). 

However, no literature exists on consumers’ responses to the new approach and what it offers; it is 

unknown how consumers evaluate JAs, such as the VSA, whether they meet consumer’s expectations 

regarding sustainability performance and represent their institutional values, and thus ultimately 

whether consumers will demand JA-sourced products similarly or more strongly as certified products. 

If this is the case, a market can be created, and the initiative can be institutionalized and diffused as a 

tool for sustainable commodity production and development (De Bakker, Rasche and Ponte, 2019). 

 

The more the demand for JA-sourcing, the more likely the approach will be institutionalized. Thus, for 

institutionalizing JA-sourcing, it is also important to know what constitutes consumers’ evaluation 

process of JA-sourcing. Knowing what drives consumers’ valuation of JA-sourced products will allow 

for optimizing the marketing of the approach, minimize consumers’ price sensitivity, and maximize 

consumers’ willingness to pay for those products. Maximizing this WTP will also mean that the chance 

that people choose a JA-sourced product over other products is maximized, thus boosting demand. As 

the consumers’ valuation of JA-sourcing is unknown, it is unsure if consumers are willing to bear some 

of the costs of JA-sourcing. Substantial and continuous financial investments are needed to realize 

sustainable jurisdictions (Fishman, Oliveira and Gamble, 2017; Foli et al., 2018). However, engagement 

and investments in JAs are still limited (IDH, 2020c). Dixon and Challies (2015: 18) point out the 

private sector’s “perceived high-risk nature” of engaging, which is partly due to the high costs of such 

projects (Rendón Thompson et al., 2013). One way to reduce this barrier would be to share costs along 

the value chain by passing down increases in sourcing costs to end-consumers. By marketing products 

as being JA-sourced, companies can differentiate their products as a product with better sustainability 

characteristics, create and “strengthen markets for a jurisdiction’s products” and make it possible to 
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charge a premium for these products (Fishman, Oliveira and Gamble, 2017: 23). This is in line with the 

argument that “investment in maintaining the forest should be shared by all actors in the supply chain” 

(Roozen, 2021) and that every actor in the value chain has to “co-pay” (Chan et al., 2017: 117). 

However, in a report by WWF (2016: 19), it was pointed out that too many companies “premium is a 

dirty word”. Some companies indicate that paying premiums for JA sourced products “would be hard 

to justify from a business perspective when similar quality products are available at a lower price” 

(Boyd et al., 2018; Buchanan et al., 2019: 9). Companies thus worry about consumers’ price sensitivity 

with regards to JA-sourced products and worry that the price increase is not outweighed by the improved 

sustainability performance that JA-sourcing offers. This implies that they believe that demand for their 

products would drop if they would switch to JA-sourcing. In other words, “there is a need for better 

understanding of the “business” case for jurisdictional approaches” (Boyd et al., 2018: 10). Charging a 

premium would reduce the risk for companies and make it easier for them to make the business case 

for JA-sourcing. Price premiums could incentivize companies and local producers to switch to more 

sustainable production “by compensating the adoption of more costly but responsible production 

methods” (Bateman et al., 2010: 233). Next to preferential purchasing, premiums are still seen as a way 

in which companies can support JAs (Buchanan et al., 2019). However, charging consumers a premium 

is also a risk for companies since it is currently unknown if consumers are willing to share some of the 

financial burdens by willing to pay a premium for JA-sourced products. Currently, it is still unknown 

what drives this willingness to pay (WTP), and how price-sensitive consumers are regarding JA-

sourcing. For example, as in the case of the VSA initiative, the plan to indicate the VSA of origin on a 

products’ packaging might affect this evaluation (Bom, 2018). If companies know how to boost this 

consumer willingness to pay, understand what drives it and what affects consumers’ price sensitivity, 

JA-sourced products can be marketed in a way that minimizes price sensitivity and maximizes this 

WTP, which will, in turn, allow companies to charge a premium for JA-sourcing and thus make the 

business case for JA-sourcing. This will not only help companies that are currently engaging in JAs to 

make the approach work for their bottom line but also thus stimulate other companies to engage. In 

short, knowing what drives this WTP will help market JA-sourcing as effectively as possible, boost 

consumers’ WTP, allow for charging price premiums, motivate companies, and thus increase JA-

sourcing’s chances of institutionalization. 

 

2.4.7.3. Institutionalizing JAs 

As this literature review has shown, the literature on private initiatives for sustainable commodity 

production and development mainly focuses on three themes, namely on the input needed for their 

creation and governance, their institutionalization, and their impact (De Bakker, Rasche and Ponte, 

2019). When analyzing the literature on JAs the input needed for its creation and governance is already 

largely established, and little is known about their impact given that the project is still in its infancy. 

This paper focuses on the institutionalization aspect of the initiative. As shown above, no literature on 
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the consumers’ response to JA-sourcing exists, despite consumers’ central role in the institutionalization 

of the approach. Thus, it needs to be investigated whether consumers value and demand JA-sourcing 

and to increase its chances of institutionalization, the drivers of consumers’ WTP for JA-sourcing need 

to be investigated. This information is critical for marketing JAs in a way that leverages the power of 

end-consumers to institutionalize and diffuse the approach as a tool for sustainable agricultural 

production. Therefore, by focusing on the VSA initiative as a practical example of JAs, this paper seeks 

to answer the research question posed in the introduction. Consequently, the following sections of 

theory, methodology, and results, will focus on the VSA initiative specifically. 
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3. Theory 

To answer this paper’s research question, the consumer behavior literature is explored. This allows for 

identifying the most suitable measure for consumers’ valuations, as well as a theory to explain what 

constitutes the evaluation process.  

 

3.1. Consumers’ valuation and preference measures 

Several measures can be used to investigate people’s valuation of an offering. An overview is presented 

in table 5. WTP is identified as the most suitable measure for this research. 

 

Measure  Conceptualization 

Willingness-to-pay 

The most widely used measure to capture valuation and preferences is WTP, which is 

defined as the maximum price that someone is willing to pay for an offering (Lusk and 

Hudson, 2004; Breidert, 2005; Jedidi and Jagpal, 2009). WTP describes the same 

principle as reservation price (Jedidi and Jagpal, 2009) 

Reference price 

The reference price is “the price against which buyers compare the price of a product or 

service offered”, which they use to determine if the price of another product is ‘right’; 

the focus is thus not fully on the offering under investigation (Monroe, 1979; Le Gall-

Ely, 2009: 93). 

Acceptable price 

Acceptable price, on the other hand, consists of the full price range between the lowest 

price a consumer accepts and WTP; it does not constitute one concrete price point 

(Lichtenstein, Bloch and Black, 1988; Le Gall-Ely, 2009). 

Value 

Value is broader than WTP, as value is defined as the evaluation based on all sacrifices 

and benefits, and not just on the monetary sacrifices and benefits, making it more 

ambiguous and harder to capture than WTP (Aurier, Evrard and N’Goala, 2004). 

Willingness-to-accept 

WTP is also close to the concept of willingness to accept (WTA), which is defined as 

the “minimum amount she would be willing to accept to forgo it” (Haneman, 1991: 

635). However, WTP should be used instead of WTA when attempting to establish 

consumers’ evaluation of a new product or service (Arrow et al., 1993: 52). Therefore, 

this paper thus uses the concept of WTP. 

Table 5 - Overview of measures of consumers' valuation and preferences 

 

3.2. Willingness to pay 

 Conceptualization 

Different definitions of WTP can be found in the literature (Hauser and Urban, 1986; Varian, 1992; 

Jedidi and Zhang, 2002). They all agree that WTP reveals the utility that a consumer attaches to buying 

or not buying an offering (Jedidi and Jagpal, 2009). Breidert (2005: 27) thus defines WTP as “the 

highest price an individual is willing to accept to pay for some good or service”. He points out WTP “is 

a sufficient concept and can be applied when consumer purchase behavior is analyzed” (Breidert, 2005: 

37). 

 



Institutionalizing the jurisdictional approach: exploring consumers’ evaluation of commodity sourcing from Verified Sourcing Areas  

Master’s thesis MSc Brand & Communications Management – Thijs ten Cate  
 

 

34 

WTP is a key concept in marketing, policy-making, and welfare economics (Lusk and Hudson, 2004; 

Jedidi and Jagpal, 2009). Its popularity stems from its informative power in determining pricing and the 

design of a new product, service, or policy. WTP can help find price sensitivity, demand for different 

price points, what price should be set, but also how much people value different products or services 

and their attributes (Jedidi & Jagpal, 2009: 37; Lusk & Hudson, 2004). Thus, WTP is used to elicit 

preferences and find the relative value that consumers attach to products and their attributes. In such 

studies, the alternative with the highest WTP is the most preferred option; consumer “preferences show 

up through individuals’ WTP for the good in question” (Bateman et al., 2002: 14; O’Donnell and Evers, 

2019). In that way, WTP helps to determine the ideal product mix (Jedidi and Jagpal, 2009). Similarly, 

demand for a new product can be estimated, and a cost-benefit estimation of the product can be made 

(Voelckner, 2006). Thus, a WTP study allows the researcher to establish how much the consumer values 

the product or service or their attributes, what they are price sensitive towards, and thus what prices 

should be set (Le Gall-Ely, 2009). The right pricing and design of new products or services are essential 

for their success (Marn, Roegner and Zawada, 2003; Breidert, 2005; Breidert, Hahsler and Reutterer, 

2006). Thus, WTP is a useful concept for investigating what constitutes consumer’s evaluation process 

of VSA-sourcing. Similarly, by investigating demand at different WTP price points, a general indication 

of consumers’ valuation of VSAs can be found. It is, therefore, a useful concept to answer this paper’s 

research question. 

 

 Theories used with WTP 

Various behavioral theories have been used to explain, analyze, predict and change (sustainable) 

consumer behavior and WTP, such as the Norm Activation Model (Stern, 2000), Value-Belief-Norm 

theory (Schwartz, 1977; Onwezen, Antonides and Bartels, 2013), the Elaboration Likelihood Model 

(Petty and Cacioppo, 1986; Manca et al., 2020), the Theory of Interpersonal Behavior (Triandis, 1977), 

Goal-framing Theory (Elliot and Fryer, 2008) and the Theory of Normative Conduct (Cialdini, Reno 

and Kallgren, 1990; Meyer and Peng, 2011; Klaniecki, Wuropulos and Hager, 2019). 

 

However, this paper adopts the Theory of Planned Behavior (TPB) to explain what drives consumers’ 

WTP. As Oerlemans, Chan and Volschenk (2016: 878) point out, “WTP researchers are predominantly 

inspired by [...] the theory of planned behavior as “predictors” of WTP”. Consequently, TPB is “today 

one of the most popular social-psychological models for understanding and predicting human behavior” 

(Ajzen, 2015: 125; Joshi and Rahman, 2019). The theory has mostly been applied in health and 

sustainability-related behaviors (McEachan et al., 2011; Klaniecki, Wuropulos and Hager, 2019). It is 

chosen as it allows for “conceptualizing, measuring and empirically identifying factors that determine 

behavior and behavioral intention”, making it a useful theory for investigating probable drivers of 

consumers’ WTP for VSA-sourced products; these psychological factors help explain the heterogeneity 

of preferences between consumers (Vermeir and Verbeke, 2008: 544; Nocella et al., 2012; Ajzen, 2015; 



Institutionalizing the jurisdictional approach: exploring consumers’ evaluation of commodity sourcing from Verified Sourcing Areas  

Master’s thesis MSc Brand & Communications Management – Thijs ten Cate  
 

 

35 

Grilli and Notaro, 2018). As a result, it can be used to find, analyze, and predict WTP and consumer 

decisions between different product alternatives (Ajzen, 2015: 136). Another benefit of TPB is that it 

“can be used to design effective behavior change interventions” (Vermeir and Verbeke, 2008; Ajzen, 

2015: 136; Klaniecki, Wuropulos and Hager, 2019). Thus, TPB can serve as an effective tool for 

“increasing people's pro-environmental behaviors”, and can thus provide valuable recommendations for 

marketing VSA-sourced products and maximizing their WTP (Grilli and Notaro, 2018: 902). The theory 

also allows for the inclusion of other relevant both direct and mediating factors to improve its validity 

and power in explaining variance in behavioral intention and WTP (Ajzen, 2015). Finally, when 

reviewing the consumer behavior literature regarding sustainable products and services, the key 

elements of TPB were identified as important factors that influence WTP (e.g. Chen and Tung, 2014; 

López-Mosquera, García and Barrena, 2014; Judge, Warren-Myers and Paladino, 2019; Obeng, Oduro 

and Obiri, 2019).  

 

In this paper, TPB serves as a tool for investigating probable drivers of consumers’ WTP for VSA-

sourced products, but also for finding relevant recommendations on how VSAs should be marketed 

towards consumers.  

 

3.3. The Theory of Planned Behavior 

 Introduction to the theory 

TPB aims to explain and predict behavior. According to the theory, an attempt to perform a certain 

behavior is preceded by an intention to perform that behavior (Ajzen, 1991). Here, intentions are defined 

as “the motivational factors that influence a behavior; they are indications of how hard people are 

willing to try, of how much of an effort they are planning to exert, to perform the behavior” (Ajzen, 

1991). The strength of this intention, in turn, is influenced by three independent factors: people’s 

attitudes (AT), subjective norms (SN), and their perception of behavioral control (PBC) regarding the 

behavior (Ajzen, 1991). The theory’s basic premise is that the stronger a person’s AT, SN, and PBC 

regarding a certain behavior, the stronger their intention to perform it; and the stronger this intention, 

the more likely it is for that person to attempt to perform the behavior (Ajzen, 1985). Ajzen (1991) 

points out that the three factors can differ in relative importance across situations and behaviors. It is 

possible that in a situation only one or two factors significantly influence intention. The model also 

acknowledges that the behavior will only be performed if it is within the person’s volitional control, 

i.e., “if the person can decide at will to perform or not perform the behavior” (Ajzen, 1991: 182). This 

depends on “non-motivational factors as availability of requisite opportunities and resources (e.g., time, 

money, skills, cooperation of others)” (Ajzen, 1991: 182). Those factors constitute the person’s actual 

behavioral control, which also influences their perceived behavioral control. The original model is 

visualized below in figure 4. The theory’s predictive power has been tested in many different situations, 

and McEachan et al. (2011: 98) point out that the literature shows that TPB is an “adequate predictor 



Institutionalizing the jurisdictional approach: exploring consumers’ evaluation of commodity sourcing from Verified Sourcing Areas  

Master’s thesis MSc Brand & Communications Management – Thijs ten Cate  
 

 

36 

of intention and behavior” (Armitage and Conner, 2001). The theory can also be used in WTP research, 

as, in its hypothetical form, a consumer’s WTP ultimately is only an expressed behavioral intention and 

not an actual behavior (Ajzen and Driver, 1992). 

 

 

Figure 4 - Visualization of the Theory of Planned Behavior (Ajzen, 1991) 

 

 Development 

The TPB is a development of the Theory of Reasoned Action (TRA) introduced by Fishbein and Ajzen  

(1975). TRA only included AT and SN (Ajzen, 1991). TRA empirically proved a strong connection 

between intention and behavior, but its “predictive accuracy diminishes when the behavior is influenced 

by factors over which at least some people have only limited control” (Ajzen, 1985: 36). This 

shortcoming of the TRA led to the introduction of the TPB. 

 

Ajzen (1991: 199) stresses that other factors can be added to the model “if it can be shown that they 

capture a significant proportion of the variance in intention or behavior”. As a result, others have 

extended the model to increase its explanatory power regarding variances in behavioral intention. 

Factors such as moral norms (Chen and Tung, 2014; López-Mosquera, García and Barrena, 2014; Grilli 

and Notaro, 2018; Shan, Li and Xu, 2019), perceived consumer effectiveness (Vermeir and Verbeke, 

2008; Joshi and Rahman, 2019), ethicality (Nocella et al., 2012), environmental concern (Shan, Li and 

Xu, 2019) and self-identification as a green consumer (P. Sparks and Shepherd, 1992; Judge, Warren-

Myers and Paladino, 2019) were added in models explaining sustainable consumption. 

 

 Assumptions and limitations 

TPB is based on several assumptions. Firstly, “it is a theoretical assumption that the TPB does not 

require accurate perceptions”; it is only concerned with how people’s perception influences behavior, 

regardless of whether the perception is accurate or not (St Quinton, Morris and Trafimow, 2021: 4). 

Secondly, it assumes that behavioral intention leads to actual behavior (Ajzen, 1991; St Quinton, Morris 

and Trafimow, 2021). However, research shows that even when people form a behavioral intention, 

they might not always act on it (Orbell and Sheeran, 1998; Sniehotta, Presseau and Araújo-Soares, 
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2014). Third, the theory assumes that people are rational (Ajzen, 1991; Cerri, Testa and Rizzi, 2018; 

Klaniecki, Wuropulos and Hager, 2019). It is thus closely linked to economic theory, which assumes 

“that human decisions are a result of a rational consideration of available alternatives” (Klaniecki, 

Wuropulos and Hager, 2019: 86). However, it is known that people are not always rational in decision-

making (Sniehotta, Presseau and Araújo-Soares, 2014; Klaniecki, Wuropulos and Hager, 2019). 

 

TPB has received other criticism as well (Armitage and Conner, 2001; Masud et al., 2016). Sniehotta, 

Presseau and Araújo-Soares (2014: 1) claim that the theory underperforms in longitudinal studies and 

that its predictive power is weak when “outcome measures were taken objectively rather than as a self-

report”. TPB is also criticized for not considering past behavior and consumer habits, and for not 

addressing the time between intent and actual behavior in which intentions might change (Joshi and 

Rahman, 2019). However, the main criticism of the theory is its validity: in many TPB studies, less than 

50% of the variance in behavioral intention is explained by the theory’s key components, though this is 

already quite high for social sciences (Sniehotta, Presseau and Araújo-Soares, 2014). Nonetheless, the 

theory is regarded as one of the most established consumer behavior theories that help explain and 

predict behavior, which is why it is chosen for this study (Ajzen, 1991; Shan, Li and Xu, 2019). 

 

3.4. Conceptual model 

The conceptual model in this paper regarding explaining what factors constitutes the evaluation process 

and WTP for VSA-sourced products builds on previous research on green behavior, which use WTP as 

a behavioral intention (Ajzen and Driver, 1992; Onwezen, Antonides and Bartels, 2013; Grilli and 

Notaro, 2018). For example, TPB has been used to explain and predict WTP for sustainable housing 

(Judge, Warren-Myers and Paladino, 2019), visiting green hotels (Chen and Tung, 2014), restoring 

degraded tropical rainforest watersheds or green tides (Obeng, Oduro and Obiri, 2019; Shan, Li and Xu, 

2019), conserving an urban park (López-Mosquera, García and Barrena, 2014), natural resource 

management designs (Grilli and Notaro, 2018) and sustainable, organic, eco-labeled or animal-friendly 

foods (Ajzen and Driver, 1992; P. Sparks and Shepherd, 1992; Vermeir and Verbeke, 2008; Nocella et 

al., 2012; Mohamed et al., 2014). In these papers, AT, SN and PBC were all confirmed to be significant 

determinants of behavioral intention. Therefore, all three factors are included in this papers’ conceptual 

model. Moreover, to account for IDH’s plan to indicate the VSA-of-origin on packaging, the effect of 

this is added to the model. Ajzen and Driver (1992) and Ajzen (1991) point out that, in WTP studies 

using TPB, the behavior that the survey’s questions ask about should specifically describe the behavior 

of paying. Therefore, the behavioral intention in this model is paying a premium for VSA sourced 

products (Ajzen and Driver, 1992; Spash et al., 2009; López-Mosquera, García and Barrena, 2014). The 

model can be found in figure 5.  
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The literature has also explored the effect of different socio-demographic factors on consumer 

preferences for sustainable consumption. Though some papers, such as Laroche, Bergeron and Barbaro-

forleo (2001), Ostfeld et al. (2019), Obeng, Oduro and Obiri (2019), Lucas, Salladarré and Brécard 

(2018), and Van Loo et al. (2014) find that some demographic groups are likely to have stronger 

preferences for sustainable offerings, other papers claim that demographics are not a good predictor (De 

Pelsmacker, Driesen and Rayp, 2005; Krystallis and Chryssohoidis, 2005; Bateman et al., 2010; Maaya 

et al., 2018; Borrello, Annunziata and Vecchio, 2019). Thus, results have been mixed and “are 

inconsistent and difficult to compare across studies” (Hinkes and Christoph-Schulz, 2020: 4). 

Therefore, building on earlier research, this research includes key, often used, socio-demographics to 

get a better understanding of differences in preferences for VSAs between different socio-demographic 

groups (Nocella et al., 2012; Chen and Tung, 2014; Van Loo et al., 2014; Lucas, Salladarré and Brécard, 

2018; Maaya et al., 2018; Borrello, Annunziata and Vecchio, 2019; Obeng, Oduro and Obiri, 2019; 

Hinkes and Christoph-Schulz, 2020). The socio-demographics of respondents included in this research 

as control variables are age, gender, education level, employment status, household income. 

 

 

Figure 5 - This research's conceptual model 

 

 Attitudes 

AT towards the behavior looks at whether consumers positively or negatively evaluate engaging in the 

behavior under investigation (Ajzen, 1991). In the case of VSAs, this relates to what peoples’ attitudes 

are towards paying extra for VSA-sourced products. 

 

Research focuses mostly on the effect of consumers’ environmental and altruistic attitudes on their 

WTP for sustainable products. For example, Maaya et al. (2018: 14) found that consumers’ WTP for 

certified coffee is positively correlated to their “degree of environmental pro-activeness and altruism”. 

Similarly, Husted et al. (2014: 891) found “as attitudes become more pro-environmental, they more 

than proportionally boost marginal WTP” for sustainable products. Furthermore, Taye, Vedel and 

Jacobsen (2018) found that a consumer’s degree of anthropocentrism and ecocentrism is positively 
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related to his/her WTP for the protection of forests and endangered species. Therefore, the following 

hypothesis is formed: 

 

H1: The more positive a consumer’s attitude towards the behavior is, the higher the consumer’s WTP 

for VSA sourced products will be 

 

 Subjective norm 

The SN refers to whether the consumer perceives a social pressure to engage in, or refrain from, the 

behavior; it looks at the impact of consumers’ cultural norms, group beliefs, and their social network 

(Ajzen, 1991). It is in line with relational theory, which analyses “the relationship between the external 

environment and internal world”, and sees peoples’ actions as a response to interactions between them 

and their socio-cultural environment (Cait, 2016: 185-186). In the case of VSA, this relates to what 

people believe others think about paying extra for VSA-sourcing. 

 

Consumers’ WTP for sustainable commodities is influenced by others in their environment through 

green nudges, i.e., indications that others have a certain purchase behavior (Lucas, Salladarré and 

Brécard, 2018). Consumers want to share purchasing behavior with their peer and aspirational groups, 

and distance themselves from behavior from their contrast group; this is called the peer effect (Cowan, 

Cowan and Swann, 1997). For example, Lucas, Salladarré and Brécard (2018) find that people are more 

likely to be willing to pay more for a seafood certification when they feel that people in their peer or 

aspiration groups are willing to pay this premium too. Therefore, the following hypothesis is formed: 

 

H2: The stronger and more positive a consumer’s perceived subjective norm is, the higher the 

consumer’s WTP for VSA sourced products will be 

 

 Perceived behavioral control 

PBC refers to how easy or difficult the consumer thinks engaging in the behavior is, or to the consumer’s 

“confidence in their ability to perform” a behavior (Ajzen, 1991: 184). In the case of VSA, this relates 

to how easy people think it is for them to purchase a VSA-sourced product for a premium. 

 

This behavioral control is both internally and externally focused (Sparks and Guthrie, 1997; Vermeir 

and Verbeke, 2008). A variety of factors can influence PBC. For example, in the case of certification, 

the consumer might feel that he or she does not have enough knowledge on sustainability, commodities, 

or the certification at hand, or he or she might feel that they will not be able to afford a premium for 

certified products (Judge, Warren-Myers and Paladino, 2019). Another element that is part of, and thus 

influences, PBC is perceived consumer effectiveness (PCE) (P. Sparks and Shepherd, 1992; Roberts, 

1996; Vermeir and Verbeke, 2008). PCE refers to “the extent to which the consumer believes that his 
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personal efforts can contribute to the solution of a problem”, which was found to significantly influence 

behavioral intention to buy sustainable food products (Vermeir and Verbeke, 2008: 544). Joshi and 

Rahman (2019) found the same influence of PCE in the context of sustainable fast-moving consumer 

goods, and so did Aguilar and Vlosky (2007) for sustainable wood. Though some papers include PCE 

as a separate variable, others include it in PBC (e.g. Vermeir and Verbeke, 2008; López-Mosquera, 

García and Barrena, 2014). To keep this paper’s survey short for maximum effectiveness, PCE is 

included as a part of PBC. Therefore, the following hypothesis is formed: 

 

H3: The higher the consumer’s perceived behavioral control, the higher the consumer’s WTP for VSA 

sourced products will be. 

 

3.5. Attribute preference heterogeneity 

It is also expected that VSA-attributes can affect consumers’ valuation of VSA-sourcing. Though a 

limited number of attributes could be included in this research, the location of the VSA from which the 

product is sourced is added, given IDH’s plan to indicate the VSA-of-origin on packaging (Bom, 2018). 

This is done to best replicate the potential in-store situation for respondents, and to allow for 

investigating the effects of this proposed on-packaging-marketing on consumers’ WTP. 

 

Otter, Prechtel and Theuvsen (2018: 374) found that a country-of-origin (COO) label, similar to a 

quality or certification label, can “help uncertain consumers in evaluating product quality” and thus 

boost their WTP for those products (Profeta, 2006). This boosting of WTP by differentiating a product 

by adding a COO label is called the COO-effect. Otter, Prechtel and Theuvsen (2018) found that the 

attitude to the COO, as well as the experience that a consumer has with the COO (e.g., holidays, media 

reports), both strongly and positively affected WTP for the product (Otter, Prechtel and Theuvsen, 

2018). Similarly, Bernard and Zarrouk-KarouiC (2018) found that WTP for different COOs depends on 

the individual’s affinity for those COOs, and Koschate-Fischer, Diamantopoulos and Oldenkotte (2012) 

show that consumers are willing to pay more for products from COOs with a more favorable country 

image. Gao et al. (2014) compared WTP of French consumers for different fruits from France, Spain, 

the United States, Israel, Brazil, Turkey, and China, and found significant WTP differences between 

the countries based on differences in perceptions of produce freshness, quality, and risk. Respondents, 

valued products from their own country most, and those from China the least. Based on these findings 

on the effect of COO on WTP, the following hypothesis is formed: 

 

H4: Consumers’ WTP for VSA-sourcing will be affected by differences in VSAs-of-origin 
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4. Methodology 

Next, this paper’s research philosophy, gathering of and methods for gathering and analyzing primary 

data for answering the research questions are discussed. 

 

4.1. Research philosophy 

Research philosophy “refers to a system of beliefs and assumptions about the development of 

knowledge” (Saunders, 2015: 130). They shape the elements and interpretation of the research. 

Therefore, to ensure a fit between literature, theory, and methods, it is important to explicate them 

(Saunders, 2015). This paper follows the philosophy of science of scientific realism, which commits to 

explaining the world through theories and models, and assumes that “our best scientific theories [...] 

describe well, or to some significant degree of success, the ontology of parts of the world” (Jackson and 

Smith, 2007: 157; Chakravartty, 2011). It thus acknowledges that even the best theories are not flawless 

and complete (Jackson and Smith, 2007). In line with this, the TPB was adopted in this paper as it is 

seen as the most applicable theory for this research, but its flaws are also acknowledged. Below, the 

assumptions regarding ontology and epistemology are discussed. 

 

 Ontology 

Ontological assumptions are those “about the nature of reality” or how one sees the world, reality, and 

its research objects (Saunders, 2015: 132). Ontologically, scientific realism believes that our external 

world has mind-independence and that there is one true reality (Jackson and Smith, 2007; Chakravartty, 

2017). Put differently, our reality “is not made up of ‘ideas’ or ‘sense data’ and does not depend for its 

existence and nature on the cognitive activities and capacities of our minds” (Jackson and Smith, 2007: 

768). It is seen as an “appropriate philosophy of science to guide marketing theory and research” (Peter, 

1992: 72). Thus, this paper aims to find and expose general, universal patterns that influence people’s 

WTP. It acknowledges that not all patterns regarding the ‘one truth’ can be found, as becomes clear of 

the acknowledged limited explanatory power of TPB. Rather, this research is seen as a tool for 

progressing knowledge on consumer WTP for VSA-sourcing. 

 

 Epistemology 

Epistemological assumptions are those “about knowledge, what constitutes acceptable, valid and 

legitimate knowledge, and how we can communicate knowledge to others” (Saunders, 2015: 133). 

Thus, it looks at how the nature of reality can be examined (Saunders, 2015). Epistemologically, 

scientific realism believes that scientific theories provide us with valid knowledge about our reality, but 

also about what we do not know. It aims to expose a mind-independent reality through science and 

theories and believes that scientific claims should be interpreted literally (Chakravartty, 2017). Thus, it 

takes a positivist stance towards science’s output, theories, and models on “both observable and 
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unobservable entities and processes” (Chakravartty, 2011: 157, 2017). Thus, this research takes the 

epistemological assumption that “objective facts offer the best scientific evidence” (Saunders, 2015: 

133). It seeks to “discover ‘the truth’ about the social world, through the medium of observable, 

measurable facts, from which law-like generalizations can be drawn about the universal social reality”; 

for this, this research’s quantitative approach is suitable (Saunders, 2015: 134). 

 

4.2. Gathering literature 

 Systematic literature review 

A systematic literature review of the academic literature, following Xiao and Watson (2019) and Tawfik 

et al. (2019), was conducted in SCOPUS. SCOPUS was chosen given that it provides both quality and 

quantity, being one of the “largest curated abstract and citation databases, with a wide global and 

regional coverage [...], while ensuring only the highest quality data are indexed through rigorous content 

selection and re-evaluation” (Baas et al., 2020: 377).  

 

For the definition of the search terms, the SPICE framework is used, which consists of five elements 

that make up the search term, namely setting, population, intervention, comparator, and evaluation 

(Cleyle and Booth, 2006). The search terms were identified after preliminary research into commodity 

CSs and VSAs (table 6). The setting elements were based on this paper’s focus on commodity sourcing. 

The intervention elements of interest were formed based upon the reasoning that VSAs most closely 

resemble landscape and jurisdictional approaches, but also contain elements of landscape labeling. 

Moreover, as VSAs focus on creating a sustainable commodity sector in which nature is conserved, 

‘sustainable’ and ‘conservation’ were added as evaluation elements. Finally, since this paper does not 

exclusively focus on one population or on comparing themes, no population and comparator elements 

were added. The final search string (table 6) resulted in 69 search results.  

Element Search term 

Setting Agriculture, production, commodity, commodities, resource 

Population - (All) 

Intervention Landscape approach, jurisdictional approach, Verified Sourcing Area, landscape labeling 

Comparator - (All) 

Evaluation Sustainable, conservation 

SCOPUS 

Search 

string 

TITLE-ABS-KEY ("Jurisdictional approach" AND sustainable OR conservation) OR TITLE-ABS-

KEY ("verified sourcing area") OR TITLE-ABS-KEY ("landscape approach" AND conservation 

AND sustainable AND agriculture OR production OR commodity OR commodities OR resource) 

OR TITLE-ABS-KEY ("landscape labeling")* 
* Given the scarcity of literature on some intervention elements, the setting and evaluation elements were not added to the 

search string for all intervention elements. 

Table 6 - SPICE framework elements and the search string 
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All 69 articles were screened for relevance based on their title, abstract, and keywords. This was done 

using the inclusion and exclusion criteria in table 7. A selection of 30 articles remained. After 

thoroughly analyzing these 30 articles, 26 were eventually used in the literature review of this paper. 

 

Inclusion criteria Exclusion criteria 

Focus on land management  Focus on developed countries 

Focus on sustainability  Focus on urban landscapes 

Focus on collaborative/integrated landscape management Focus on technology 

Table 7 - Article inclusion and exclusion criteria 

 

 Complementary methods 

The snowballing method (i.e., “using the reference list of a paper or the citations to the paper to identify 

additional papers”) was also used (Wohlin, 2014: 1). This allowed for further identification of relevant 

academic literature, but also key grey literature, which is important given the extensive amount of grey 

literature on the topic. The combination of these methods led to the identification of 96 additional papers 

and books, of which 28 are grey literature.  

 

4.3. Data collection 

To answer the research question, primary data regarding consumers’ WTP regarding VSA-sourcing 

was collected through preference elicitation methods. 

 

 Preference elicitation methods 

Several methods are often used to investigate consumers’ preferences and valuation. A broad distinction 

can be made between revealed preference (RP) methods and stated preference (SP) methods, which are 

shown in table 8 below. 

 

Revealed preference Stated preference 

Analyze real market data or data from 

experimental auctions or lotteries to find 

consumers’ preferences and WTP 

Illicit preferences and WTP by letting consumers express 

them in surveys, interviews, or experiments 

Looks at behavior in the real world or proxy 

situations 

Looks at hypothetical situations in which respondents are 

explicitly asked to value the good or service in question 

Sources: Lusk and Hudson (2004); Jedidi and Jagpal (2009); Le Gall-Ely (2009); Louviere, Flynn and Carson (2010) 

Oerlemans, Chan and Volschenk (2016); Bateman et al., (2002) 

Table 8 - Preference elicitation methods 
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Revealed preference methods suffer less from biases and thus give more accurate results. However, 

given that no product is yet marketed as ‘VSA-sourced’, real market data cannot be used in this study. 

Moreover, other RP methods such as auctions and lotteries could not be employed due to budget and 

time constraints (Lusk and Hudson, 2004). Consequently, this paper thus employs a survey-based SP 

method. An online, rather than a phone, mail-out, or in-person survey is employed given their 

“comparative low cost and quick completion times“ (Van Loo et al., 2011: 606). Moreover, they can 

be conducted on a “much larger scale and with broader samples”, whilst delivering similarly reliable 

results compared to other survey methods (Schonlau et al., 2009: 292; Van Loo et al., 2011; Oerlemans, 

Chan and Volschenk, 2016). 

 

SP methods can be broadly separated into two main methods, namely contingency valuation (CV) and 

conjoint analysis (CA) methods (Bateman et al., 2002; Oerlemans, Chan and Volschenk, 2016). 

 

4.3.1.1. Contingent valuation 

In CV methods, respondents simply state what they would be willing to pay for a certain offering or 

answer several yes-no questions on whether they would be willing to buy a product for a certain price 

(Cameron and James, 1987; Jedidi and Jagpal, 2009). CV thus focuses on finding consumers’ WTP for 

the offering as a whole (Bateman et al., 2002). However, this method is widely critiqued for being very 

susceptible to various biases which lead to an under or overestimation of consumers’ WTP (Ajzen and 

Driver, 1992; Jedidi and Jagpal, 2009; Le Gall-Ely, 2009; Oerlemans, Chan and Volschenk, 2016). 

 

4.3.1.2. Choice-based conjoint analysis 

CA refers to “any decompositional method that estimates the structure of a consumer’s preferences in 

terms of the levels of attributes of the alternatives'' (Green and Srinivasan, 1978; Rao, 2014: 3). Its goal 

thus is to “decompose the total evaluation into component scores, imputable to each attribute level or 

combination of attribute levels” (Rao, 2014: 3). In other words, it allows for exploring a persons’ 

evaluation of each attribute (their ‘attribute-specific part worth functions’) and their relative importance, 

as well as their evaluation of the complete offering (Haaijer and Wedel, 2007; Rao, 2014). It elucidates 

peoples’ responses to a different product or service designs using “statistical experimental design and 

parameter estimation methods'' (Rao, 2014: 4). Similarly, the (relative) role of price in decision making 

can be investigated, as well as the changes in consumers’ price sensitivity when other influencing 

variables are added. It can thus be used to statistically find what affects consumers’ WTP. With more 

advanced statistical methods, even a number for (marginal) WTP can be found. (De Pelsmacker, 

Driesen and Rayp, 2005; Van Loo et al., 2011). 

 

Jedidi and Jagpal (2009) point out that the CA method can be separated into the conventional rating-

based method and the newer choice-based conjoint analysis (CBCA) methods, also known as discrete 
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choice experiments. CBCA is similar to other CA approaches in that both “decompose products into 

attribute levels and estimate part-worths for these levels”, but it differs in the way value is indicated by 

respondents, the theoretical basis, and in both analysis and estimation methods (Breidert, Hahsler and 

Reutterer, 2006: 18). Ratings-based conjoint methods usually use linear regression to analyze the 

results, whereas CBCA methods usually rely on more complex models such as logistic regression and 

multinominal logit models (Alriksson and Öberg, 2008; Wierenga, 2008; Rao, 2014). Whereas 

respondents have to rank alternatives in conventional CA, “respondents are asked to make repeated 

choices between alternatives described by varying attributes” in CBCAs (Louviere and Woodworth, 

1983; McFadden, 1986; Breidert, Hahsler and Reutterer, 2006; Van Loo et al., 2011: 604). This method 

thus also allows for the inclusion of a no-choice option (Breidert, Hahsler and Reutterer, 2006). This 

paper employs the CBCA method, as it is argued to be the preferred method for preference elicitation 

over conventional CA for several reasons, which are, together with its weaknesses summarized in table 

9 below (Louviere, Flynn and Carson, 2010).  

 

Advantages Disadvantages 

As respondents choose from several alternatives, the situation 

quite closely resembles a real-life purchase situation. Similar 
to in a supermarket, consumers choose the offering they like 

best, instead of rating or ranking them as in conventional CA 

(Sichtmann, Wilken and Diamantopoulos, 2011). 

Despite suffering less from hypothetical bias 

than other stated preferences methods, CBCA 
still delivers biased results (Miller et al., 

2011; Sichtmann, Wilken and 

Diamantopoulos, 2011; Van Loo et al., 2011). 

Choosing an option instead of ranking or rating them is seen 

as a less cognitively demanding and clearer task for 

respondents (Steiner and Meißner, 2018) 

Because of its design, CBCA only provides 

the researcher with insights on consumers’ 

valuations of the chosen alternative, and not 

of the others (Steiner and Meißner, 2018). 

CBCA is argued to be strongly grounded in behavioral 

theory, namely random utility theory (RUT) (Louviere, Flynn 

and Carson, 2010). 

When using a full factorial design, many 

different configurations are possible with only 

a few attributes and levels. Many attributes 

mean that the survey will become too long. 

However, this can be solved by applying a 

fractional factorial design, but this adds to 

complexity (Maaya et al., 2018). 

A ‘no choice’ option can be included in the survey. This also 

means that product acceptance can be tested (Steiner and 

Meißner, 2018). 

Table 9 - Advantages and disadvantages of CBCA 

 

4.3.1.3. Theoretical underpinning 

It is argued that the chosen preference elicitation method should be grounded in economic and 

behavioral theory (Bateman et al., 2002; Lusk and Hudson, 2004; Jedidi and Jagpal, 2009; Louviere, 

Flynn and Carson, 2010). CBCA is grounded in Random Utility Theory (RUT), which was introduced 

by Thurstone (1927) and was later extended by McFadden (1977, 1986). Whereas Thurstone (1927) 

focused on comparing pairs of choice alternatives, McFadden (1977, 1986) looked at multiple 

comparisons (Louviere, Flynn and Carson, 2010). RUT aims to explain peoples’ choice behavior and 

assumes that people choose the alternative that provides them with the highest utility (Thurstone, 1927; 
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McFadden, 1977). RUT is closely linked to Lancaster's (1966: 154) Consumer Theory, which assumes 

that a good is a collection of attributes, and that “it is these characteristics, not goods themselves, on 

which the consumer preferences are exercised”. Similarly, RUT assumes that consumers’ utility for a 

certain product or service is the sum of the utilities from those different attributes. Thus, insights can 

be gathered on “whether the given attributes chosen are important; the relative utility of different 

attributes and combination of it; the rate at which individuals are willing to trade between attributes 

(trade-off) and the total satisfaction or utility that respondents derive from the product” (Van Loo et al., 

2011: 605). Thus, it allows for investigating the influence of attributes on the consumers’ choice of a 

VSA product. Similarly, the effect of characteristics and attributes on consumers’ WTP for VSA-

sourcing can be established. 

 

4.4. Survey design 

This research’s survey was designed in the survey design tool of Qualtrics at www.qualtrics.com. The 

final survey design consisted of 22 questions. First, consumers were presented with background 

information on the research, after which they were asked whether they wanted to participate in the 

survey or not (i.e., informed consent). Then, respondents were presented with basic information on the 

impact of agriculture, CSs, and the new VSA initiative. This information was designed to be factual to 

not be leading and to prevent a strong response bias, which leads respondents to answer in a socially 

desirable way, from occurring (Warnecke et al., 1997). After this, the choice questions were presented, 

followed by the questions regarding the TPB elements. The questions regarding the TPB elements were 

asked after the choice questions to avoid priming the respondents and influencing their judgment in the 

choice questions (i.e., question order bias was prevented) (Ferber, 1952). 

 

 Focus on the United Kingdom 

This research focuses on British consumers. The United Kingdom (UK) was chosen given that it is one 

of Europe’s most populous countries, but also because of UK consumers’ relatively high awareness and 

demand of certified products (CBI, 2020). For example, UK buyers are the world’s biggest Fairtrade 

product buyers, and 82% of all consumers recognize the certification (Lernoud and Willer, 2017; 

Ostfeld et al., 2019; CBI, 2020). Moreover, British consumers are relatively well aware of the negative 

impact of the production of commodities (Ostfeld et al., 2019). In line with this, the country shows one 

of the highest growth rates of certified supply chain actors (CBI, 2020). The major British retailers have 

public pledges to source commodities sustainably for their own labels (Marks & Spencer, no date; 

Sainsbury’s, no date; George, 2019; Tesco, 2019; CBI, 2020). This high adoption rate of CSs among 

retailers, as well as the high demand and awareness of certified products in the country, make the UK a 

suitable country to investigate consumer’s valuation of VSA-sourcing. 

 

http://www.qualtrics.com/
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 TPB question format 

The questions to test AT, SN, and PBC from TPB use a 1 - 5 Likert scale from totally agree to totally 

disagree, and were adopted from López-Mosquera, García and Barrena (2014). As explained in section 

3.4, and following Ajzen and Driver (1992), the behavior under investigation is paying a premium for 

VSA-sourcing. For an overview of the survey’s TPB questions, see appendix 2. 

 

 Cheap talk script 

Hypothetical bias can result in respondents over-or underestimating the price they are willing to pay for 

a product since they do not have to purchase the product after choosing (Oerlemans, Chan and 

Volschenk, 2016). That means that respondents might choose a more expensive VSA or certified option 

in this experiment, even though they would not choose that option in a real-life situation. Thus, a cheap 

talk script was added to the survey (appendix 3). This is a proven tool to reduce hypothetical bias (Van 

Loo et al., 2014; Oerlemans, Chan and Volschenk, 2016; Maaya et al., 2018; Hinkes and Christoph-

Schulz, 2020). It explicitly reminds respondents “that they are valuing a hypothetical program, and 

consequently, may misstate their real WTP value” (Oerlemans, Chan and Volschenk, 2016: 880). The 

script then explicitly asks respondents to keep this in mind and to make choices as if they were in a real-

life shopping situation in which their choice affects their budgets.  

 

 Choice-based conjoint analysis questions 

Next, the respondents were presented with choice questions, such as the one presented in figure 6. Each 

time, the respondents were shown six product options. Similar to Hinkes and Christoph-Schulz (2020), 

chocolate cookies were used as a product example because of their relative popularity, affordability, 

and widespread availability. Furthermore, they contain the well-known commodity cocoa, and “no 

particular brand is associated with this type of product” (Hinkes and Christoph-Schulz, 2020: 6). 

 

Two of the options concerned different VSA possibilities, which varied per question on their VSA-of-

origin (VSAoO) and their price. The different VSAoO options were added to resemble and investigate 

the prospected presentation of VSA-sourcing on packaging (Bom, 2018). The two selected options 

represented examples of existing VSA pilots, namely 1) Mintom in Cameroon, Africa and 2) Mato 

Grosso in Brazil, South America. Brazil and Cameroon are chosen as these are the two countries that 

currently have the most VSA pilots in their continents and both countries are some of the world’s largest 

cocoa producers (SourceUp, no date b; Shvili, 2020). 

 

The different price points that were selected were a 10% premium, a 5% premium, and a base price of 

no premium. Experts of the sustainable commodity production sector indicated that these premiums are 

already inflated, as the cocoa in the cookies only accounts for a small part of the final product and, thus, 

of the product’s price. Therefore, a different approach is taken than many other authors who opt for 
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much larger price differences (e.g. Van Loo et al., 2011; Janssen and Hamm, 2012; Maaya et al., 2018; 

Hinkes and Christoph-Schulz, 2020). Similar to Maaya et al. (2018), the base price of £1,69 was 

determined based on actual prices of mid-range chocolate chip cookies at the British supermarket Tesco 

(Tesco, no date).  

 

A certified and non-certified option were added to each choice set. First, this makes the choice set 

resemble a real-life choice situation more closely. Moreover, it allows for investigating how VSA-

sourcing compares to certification for consumers. Related to this, the options serve as a validation of 

consumers’ valuation of VSA-sourcing. As Blamey & Bennett (2001) point out “if monetary values are 

measured in the conjoint analysis, a comparison with some sort of external monetary value of the same 

object or change in the environment is a logic validation” (Blamey & Bennett 2001). The certified and 

non-certified options did not change throughout the survey, and only differed on sourcing type (certified 

and non-certified sourcing) and price (5% premium and 0% premium respectively). For the certified 

option, the Rainforest Alliance Certification (RAC) (formerly UTZ) was chosen (Rainforest Alliance, 

2017). It is the most common, well-known cocoa CS and is also active in the UK (CBI, 2020; Rainforest 

Alliance, 2021). For example, major supermarket chain Tesco has moved to only sourcing RAC cocoa 

for its own brand chocolate, and the company communicates this on its packaging (Tesco, 2019). 

Finally, to resemble a real-life choice situation, a ‘no choice’ option was included in each set of options 

(Breidert, Hahsler and Reutterer, 2006; Steiner and Meißner, 2018). This design of the survey allows 

for investigating consumers’ relative valuation of VSA-sourcing (per VSAoO) by looking at the share 

of respondents that choose VSA-sourced products compared to other methods at different price points. 

Moreover, through logistic regression methods, the drivers of consumers’ WTP for VSA-sourcing can 

be investigated. 

 

Half of the options were fixed. This, together with letting the VSA options only differ on two attributes 

with one having three levels and the other two, allowed for the use of a full factorial design, meaning 

that all respondents are presented with all possible product design combinations (Green and Srinivasan, 

1978). Keeping the survey short was also done intentionally to prevent respondents from getting 

overwhelmed by the number of questions and opting out; a shorter survey helps prevent the non-

response bias to occur in which only respondents who feel strongly about the subject of the survey 

complete it, thus affecting the generalizability of results (Shultz and Luloff, 1990). The result of this 

design was nine distinctive choice sets. For the complete survey, see appendix 4. 
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Figure 6 - Example of a survey choice-based question 

 

4.5. Survey distribution and sample 

Given the relatively simple choice set design adopted in this research, the required sample size for 

significant results is rather low. Three different rules of thumb for determining the right sample size are 

presented in table 10 below.  

 

Rule of thumb Sample size 

One rule of thumb for determining “minimum sample sizes for aggregate level full-profile CBC 

modeling”, such as the modeling used in this research, is (Orme, 2010: 64; Rose and Bliemer, 

2013) 
𝑛𝑡𝑎

𝑐
≥ 500, where n is the required sample size, t is the number of choice sets, a is the 

number of options in each of the choice sets (excluding the ‘no choice’ option), and c is the 

number of levels of the attribute with the highest number of levels (Orme, 2010). This rule is 

built on the idea that every attribute level should be shown at least 1000 times (Orme, 2010; 

Rose and Bliemer, 2013). Thus, with t = 9, a = 4 and c = 3, n = 82. 

82 

Another rule of thumb is gathering at least 300 responses when the results are not to be 

compared between subgroups of the sample. In case results are to be compared between groups 

and segments are to be made, it is recommended to collect 200 responses per group or segment 

(Orme, 2010).  

300 

McFadden (1984) argues that one should at least gather 30 responses per alternative. As this 

survey includes 8 different unique alternatives, at least 240 responses would be required for 

reliable results.  

240 

Table 10 - Rules of thumb for determining sample size 

 

It is argued that more respondents will make the results more generalizable, and sample size has to be 

weighed against research costs (Orme, 2010). Thus, the sample size of 600 was determined. The online 

survey was distributed by Qualtrics in July 2021 across a quota-based sample of 600 respondents in the 

United Kingdom. Ultimately, 585 responses were gathered. To prevent a selection bias, and following 

other research (e.g. López-Mosquera, García and Barrena, 2014; Hinkes and Christoph-Schulz, 2020), 

the sample was selected to represent the general UK adult population based on quotas for age, gender, 

education level, and income. The quotas were based on 2020 statistics on the UK general population 
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provided by Eurostat (table 11) (Eurostat, 2021c, 2021a, 2021b). In other words, the probability 

sampling type of stratified random sampling was used, to ensure that the sample used in this research 

is aligned with the population statistics of the UK. This ultimately best allows for generalizing the 

results from the sample. 

 

4.6. Data analysis 

The data from the survey is analyzed in two ways. First, to investigate respondents’ general valuation 

of VSA-sourcing relative to other methods, descriptive statistics on the distribution of responses to the 

choice questions are ran in Excel’s Data Analysis package at the three different WTP price points. 

Second, to examine the influence of the TPB elements, VSAoO, and demographics on consumers’ 

evaluation process, and to test the hypothesis of the influence of the TPB elements and the VSAoO on 

respondents’ WTP for VSA-sourcing, binary logit modeling, or logistic regression, is used. The two 

data points per TPB element were merged (i.e., the average was taken of the two data points) to create 

aggregate AT, SN, and PBC elements that could be added to the model. A binary model is used, as the 

influence of the independent variables on a binary dependent variable: VSA is chosen, or it is not 

chosen. Logistic regression is seen as “an efficient and powerful way to analyze the effect of a group of 

independent variables on a binary outcome by quantifying each independent variable’s unique 

contribution” (Stoltzfus, 2011). The results from the logistic regression show the influence that the 

independent variable has on the probability that someone picks VSA-sourcing. By interacting the price 

variable with the TPB elements and VSAoO variables, the influence of those variables on consumers’ 

WTP can be estimated. Logit models are built on four assumptions. Firstly, the observations under 

analysis should be separate from each other and unique. In other words, there cannot be duplicate 

responses and there is an assumption of independence of observations (Stoltzfus, 2011; Osborne, 2015). 

Qualtrics guarantees unique responses in the sample, so this assumption is met. Second, continuous 

independent variables included in the model should be linear in the logit. In other words, “there should 

be a linear relationship between these variables and their respective logit-transformed outcomes” 

(Stoltzfus, 2011: 1101; Osborne, 2015). In the dataset, age is the only continuous variable. To ensure 

this assumption is met, this variables’ scale was changed by making it a quadratic variable (Stoltzfus, 

2011). Third, there must be “absence of multicollinearity, or redundancy, among independent variables” 

(Stoltzfus, 2011: 1101; Osborne, 2015). If this assumption is violated, the standard errors of the beta 

coefficients of the variables will become distorted. Multicollinearity can be solved by deleting one of 

the two variables (Stoltzfus, 2011). This assumption will be discussed in more detail below, as 

multicollinearity was detected in the dataset. The final assumption is that the sample does not include 

strongly influential outliers (Stoltzfus, 2011; Osborne, 2015). The dataset was checked for outliers, but 

none were detected.  
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5. Results 

Next, the results from the survey and data analysis are presented and the hypotheses are tested.  

 

5.1. Checking the dataset 

All 585 respondents answered all questions. In other words, no data was missing. Moreover, no outlier 

answers were detected in the dataset. Therefore, all 585 responses were included in the data analysis. 

 

5.2. Descriptive statistics  

 Sample 

Demographic Levels % of population % of sample (n) 

Gender 

Male 

Female 

Non-binary 

49.48%  

50.52% 

No data 

46.16% (270) 

53.50% (313) 

0.34% (2) 

Age 

18-24  

25-34 

35-44 

45-54 

55 + 

11.38% 

19.32%  

18.05% 

19.41% 

31.84% 

10.60% (62) 

15.72% (92) 

19.15% (112) 

20.68% (121) 

33.85% (198) 

Education level 

Primary School or Secondary School  

Higher or Secondary or further education 
College or University or Post-graduate degree 

19.34% 

39.54% 
41.10% 

20.51% (120) 

34.87% (204) 
44.62% (261) 

        

Income 

£0 to £29,999 

£30,000 to £47,499 

£47,500 to £99,999 

£100,000 and above 

47.00% 

23.00% 

26.00% 

4.00% 

49.06% (287) 

24.44% (143) 

22.91% (134) 

3.59% (21) 

        

Employment 

status 

Full-time employed 

Part-time employed 

Retired 

No paid job 

No data 

39.49% (231) 

19.66% (115) 

19.83% (116) 

21.02% (123) 

        

Table 11 - Sample distribution on gender, age, education level, and income of the UK population as well as descriptive 

statistics of categorical variables 

In total, 585 respondents participated in the survey with an average response time of 358 seconds. Table 

11 shows the distribution of those characteristics in the UK population and compares them to that of 

the sample, with those characteristics that are slightly overrepresented in the sample colored in blue, 

and those underrepresented colored in red. The table shows that the sample largely represents the 

population accurately. The share of women (53.50%) and men (46.16%) participating in the survey is 

roughly equal, but women are slightly overrepresented in the sample. The different population age 

groups are represented largely accurately, though the younger groups of 18-24 (10.60% vs 11.38%) and 

25-34 (15.72% vs 19.32%) are underrepresented, and older groups of 35-44 (19.15%), 45-54 (20.68%) 

and 55+ (33.85%) are overrepresented. The ages of the respondents range from 18 to 86, with the 

median and mean age being both 47 years old (SD = 16,51) (see table 12). For 20.51% of the sample, 

the highest achieved education level is primary or secondary school, whereas 34.87% of the sample 
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finished higher or secondary education and 44.62% finished a college or university degree. Thus, the 

lowest and highest educated groups are overrepresented, and the middle-educated group is 

underrepresented. The lowest household income group up to £29,999 is also the biggest group in the 

sample (49.06%). 24.44% of the sample has a household income between £30,000 and £47,499, 22.91% 

has an income between £47,500 and £99,999, and only 3.59% of the sample are in the highest income 

bracket of £100,000 and above, the two lower income brackets are slightly overrepresented, and the 

upper brackets are underrepresented. Finally, 39.49% of the sample is currently in full-time employment 

and 19.66% is in part-time employment. 21.02% of respondents are currently unemployed, and 19.83% 

are retired. 

 

Age 

Mean 47,04444444 

Standard error 0,682754697 

Median 47 

Mode 51 

Standard deviation 16,51363304 

Sample variance  272,7000761 

Kurtosis -1,00696875 

Skewness 0,039534127 

Range 68 

Minimum 18 

Maximum 86 

Sum 27521 

Count 585 

Confidence level (95%) 1,340953699 
Table 12 - Descriptive statistics of the continuous variable age 

 

 TPB questions 

Figure 7 shows the distributions of responses on the six TPB questions. Responses were varied, but a 

general trend can be seen. 

 

Figure 7 – Response distributions TPB questions 
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Except for the first PBC question, the most popular response to all questions was somewhat agree (32-

43%), followed by neither agree nor disagree (19-30%), strongly agree (18-32%), somewhat disagree 

(6-14%), and with strongly disagree (2-9%) being the least prevalent response. When the individual 

questions on TPB’s elements are aggregated into overarching element categories, all elements follow 

this same distribution. For the first PBC question, the most popular response to all questions was neither 

agree nor disagree (26%), followed by somewhat agree (23%), somewhat disagree (22%), strongly 

agree (15%), and with strongly disagree (14%) being the least prevalent response. The highest 

aggregated mean response on the 1-5 Likert scale was for AT at 3,79, which is closely followed by SN 

at 3,60, meaning that the average respondent in the sample somewhat agrees with the statement. The 

mean response for PBC was 3,43, meaning that the average answer for PBC questions was closest to 

neither agree nor disagree. For all individual and combined variables, the median is larger than the 

mean, meaning that the distribution of the responses is somewhat left-skewed and is thus not perfectly 

normally distributed around the mean, which is normal for these types of questions. See table 13 for an 

overview of these descriptive statistics. 

 

Variable Mean Median Std. Dev. Min Max 

AT1 3,663 4 1,019 1 5 

AT2 3,911 4 1,011 1 5 

SN1 3,586 4 1,002 1 5 

SN2 3,612 4 1,031 1 5 

PBC1 3,039 3 1,267 1 5 

PBC2 3,834 4 0,939 1 5 

AT combined 3,787 4 0,932 1 5 

SN combined 3,599 4 0,962 1 5 

PBC combined 3,437 3,5 0,883 1 5 

Table 13 - Descriptive statistics TPB elements 

To check for multicollinearity, a correlation table is made (table 14). Though some use a correlation 

coefficient of 0.8 as a rule of thumb for detecting multicollinearity, here a threshold of 0.6 is used to be 

safe (Midi, Sarkar and Rana, 2010). The correlation coefficients between AT and PBC (0,572) and SN 

and PBC (0,566) are moderately high, but they do not cause concern for multicollinearity. However, 

the correlation coefficient between AT and SN of 0,726 signals multicollinearity. Ajzen (2020) points 

out a moderate correlation between the TPB concepts, such as that between PBC and AT and PBC and 

SN, is rather typical; though the elements are conceptually different, they can empirically correlate with 

each other. He points out that “any item of information can affect more than one of the theory's 

predictors and hence produce correlations among them” (Ajzen, 2020: 319). In other words, though two 

concepts are conceptually clearly differentiated from each other, the empirical scores on the concepts 

can be equal; even when people have similar scores on AT and SN, these scores do indicate two distinct 
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scores. Nonetheless, in statistical models, multicollinearity affects the reliability of the results and affect 

the significance of other variables’ coefficients. In logit models, Stoltzfus (2011: 1101) points out that, 

in the case of multicollinearity, “the usual solution is to eliminate one or more redundant variables”. 

This approach is taken, and results are interpreted with caution. 

 

 
AT combined SN combined PBC combined 

AT combined 1 
  

SN combined 0,726 1 
 

PBC combined 0,572 0,566 1 

Table 14 - Correlation table TPB elements 

 

 Choice questions: consumers’ relative valuation of VSA-sourcing 

To see whether respondents value VSA-sourcing, the choice-question data was analyzed. In questions 

1-4 of the survey, the choice set included at least one VSA option that was cheaper than the certified 

option (i.e., £1,69). In questions 5-8, the choice set included at least one VSA option that was priced 

the same as the certified option (i.e., £1,78), but no VSA option was priced lower than the certified 

option. In the ninth question of the survey, both VSA options were more expensive than the certified 

option (i.e., £1,86). Though no exact number of average WTP for VSA-sourcing can be identified using 

this method, using these three different VSA price points as indicators of different levels of WTP, 

consumers’ general valuation of VSA-sourcing can be investigated (Breidert, 2005: 27). Moreover, as 

the certified and non-certified options are included as reference points, an indication of peoples’ 

valuation of VSA-sourcing relative to other sourcing options can be found. Figure 8 visualizes the 

distribution of the choices from the sample for the different sourcing types at the different price points. 

Given the sample characteristics, looking at the distribution of answers of this pseudo-representative 

sample largely allows for generalizing the results to the general population. Thus, using data from the 

sample, British consumers’ valuation of VSA-sourcing relative to other options at the three price points 

are analyzed and compared below. 
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Figure 8 - Response distribution choice questions 

 

5.2.3.1. Preference for VSA at the £1,69 price point 

In the questions that included at least one VSA option that was cheaper than the certified option, most 

respondents (57%) opted for one of the VSA options. Here, the price of the VSA-sourced product was 

£1,69, which is the same price as non-certified, and lower than certified (£1,78). In fact, at this price 

point, almost twice as many respondents opted for VSA-sourcing over certified (31%). In other words, 

when no premium is charged over VSA-sourcing relative to conventional sourcing, more than half of 

all consumers (57%) choose the VSA-sourced product. This proves that most consumers value VSA-

sourcing over conventional sourcing. However, a substantial share of respondents (31%) would still 

choose certified over VSA-sourcing, even though the certified option is sold at a 5% premium compared 

to VSA-sourcing. This indicates that 31% of respondents value certified more than VSA-sourcing. 

Finally, very few respondents choose the no-choice option (7%) and even less choose the non-certified 

option (5%). 

 

5.2.3.2. Preference for VSA at the £1,78 price point 

In the questions that included at least one VSA option that was the same price as the certified option 

(£1,78), a slight majority of respondents (38%) opted for VSA-sourcing, closely followed by the share 

of respondents who opted for the certified option (37%). When a 5% premium is charged over VSA-

sourcing relative to conventional sourcing, fewer people choose VSA-sourcing than before, indicating 

price sensitivity. Nonetheless, given that virtually the same amount of people chooses VSA-sourcing as 

certified at this price point, the results indicate that respondents, on average, value VSA-sourcing 
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similarly to certification. More specifically, the results show that 37% of respondents is willing to pay 

a 5% premium for VSA-sourcing. Next, compared to the choice questions where a VSA-option was 

available at the same price as the non-certified option, the share of respondents that opted for the non-

certified option (i.e., the cheapest option in the choice set) increased to 16%. Finally, 9% of respondents 

choose the no-choice option. 

 

5.2.3.3. Preference for VSA at the £1,86 price point 

In the question in which VSA options were more expensive than certified (£1,86), most respondents 

(45%) opted for the certified option. Almost twice as many respondents opted for certified over VSA-

sourcing (23%). Interestingly, at this price point, almost the same share of respondents chose the non-

certified option (22%) as the VSA-sourced option. In other words, when a 10% premium is charged 

over VSA-sourcing relative to conventional sourcing and a 5% premium relative to certified, fewer 

people choose VSA-sourcing than before, again indicating price sensitivity. However, a non-negligible 

share of respondents (23%) would still choose VSA-sourcing over certified despite the price premium, 

meaning that 23% of respondents is willing to pay a 10% premium for VSA-sourcing. This indicates 

that 23% of respondents value VSA-sourcing more than certified sourcing. When VSA-products are 

presented at the 10% premium, the share of respondents opting for the non-certified option further 

increases from 16% when VSAs were marketed at a 5% premium, to 22%. Finally, again, a small share 

chooses the no-choice option (7%). 

 

5.3. Predictive modeling 

To investigate what characteristics people have who are most likely to pick VSA-sourcing or under 

what conditions people value VSA-sourcing enough to choose it over other methods, predictive 

modeling using logistic regressions with the TPB elements, VSAoO, and demographics is conducted 

below. 

 

Two logit models were created to investigate the effect that an individuals’ scores on the TPB elements 

have on the probability that that person chooses one of the VSA options, as well as the effects of 

demographics and the indication of VSAoO. Table 15 shows the results from both models. Model 1 

includes the elements of TPB, the interaction terms between price and the TPB elements, and the 

VSAoO indication. Model 2 controls this first models’ robustness by adding demographics to the model. 

The models show the influence that each of the variables has on the likelihood of someone selecting a 

VSA option. The interaction variables (variable/price) show the impact that a variable has on the effect 

of price on the probability that someone chooses VSA-sourcing. These variables allow for testing this 

paper’s hypotheses.  
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The table also includes the odds ratios of each of the variables. These odds ratios are exponentiations 

of the variable coefficients and indicate the odds of someone choosing VSA-sourcing after the 

respondent being exposed to the variable in question. If the odds ratio is 1, this exposure does not affect 

the outcome. If it is higher than 1, it means that the odds of the outcome occurring increase after 

exposure. If it is lower than 1, it means that the odds of the outcome occurring decreases after exposure.  

 

In the following logistic regression models, the variables’ coefficients are non-linear, meaning that, for 

example, it cannot be concluded that when one variable’s coefficient is twice as high as another variable, 

that the effect of the variable is twice as large as well. The coefficients can only be interpreted in terms 

of the direction of the effect (negative or positive), significance, and relative effect (i.e., if one 

coefficient is larger than the other, the effect is larger as well, though it is not known how much larger 

given the non-linearity). 

 

Table 15 shows that the first model is quite robust: no coefficients changed significantly, and all 

variables maintained their significance when demographics as control variables were added in model 2. 

To get insights into the model fit, an area under the curve (AUC) score was calculated for model 2. The 

AUC score ranges from 0 to 1. A score of 0 means no predictive power, 0,5 indicates that the model 

has just as much predictive power as a completely random model, and a score of 1 means perfect 

predictive power. Both models 1 and 2 have an AUC score of 0,737. Though the goal is to achieve a 

score of 1, in social sciences, scores over 0,7 are considered relatively strong models. Therefore, both 

models are relatively strong. 
 

Model 1: TPB + Place + 

interactions 

Model 2: TPB + Place + 

interactions + demographics 

Variable Coeff. 
Std. 

error 

Odds 

ratios 

P-

value 
Coeff. 

Std.   

error 

Odds 

ratios 

P-

value 

(Intercept)              -1,217*** 0,172 0,296 0,000 -1,221*** 0,185 0,295 0,000 

Price                    -0,983*** 0,054 0,374 0,000 -0,989*** 0,055 0,372 0,000 

AT                       0,133** 0,048 1,142 0,006 0,101* 0,048 1,106 0,037 

SN                       -0,101* 0,046 0,904 0,026 -0,111* 0,046 0,895 0,015 

PBC                      0,030 0,037 1,030 0,416 0,021 0,038 1,021 0,574 

I(AT/Price)              -0,003 0,004 0,997 0,548 0,003 0,004 1,003 0,538 

I(SN/Price)              0,019*** 0,004 1,019 0,000 0,019*** 0,004 1,019 0,000 

I(PBC/Price)             -0,010*** 0,001 0,990 0,000 -0,010*** 0,001 0,990 0,000 

PlaceCameroon            -0,046 0,054 0,955 0,398 -0,046 0,055 0,955 0,398 

I(PlaceCameroon/Price) -0,036 0,072 0,965 0,618 -0,036 0,072 0,965 0,618 

GenderNon-Male               -0,098 . 0,052 0,907 0,060 
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Financial,status£100,000     -0,087 0,137 0,917 0,528 

Financial,status£30,000      -0,047 0,064 0,954 0,470 

Financial,status£47,500      -0,081 0,066 0,922 0,220 

EducationHigher or secondary 

education 
    

-0,164** 0,062 0,849 0,009 

EducationPost-graduate degree     0,217* 0,094 1,242 0,022 

EducationPrimary school      0,321 0,219 1,379 0,144 

EducationSecondary school     -0,152* 0,074 0,859 0,040 

Age                      
    

-0,157*** 0,027 0,855 0,000 

AUC 0,737    0,737    

Significance levels:  0,000 = ***; 0,001 = ** 0,01 = *; 0,05 = . 
    

Table 15 - Results of logistic regressions from model 1 and model 2 

 

 TPB elements 

5.3.1.1. Effect of TPB on VSA-selection 

Though the focus of this paper is on the effect of variables on WTP, first, the effect of the TPB elements 

on the probability that VSAs are selected is investigated. Unsurprisingly, as the odds ratio of price is 

below 1 and the coefficient is negative, both models show that an increasing price significantly 

decreases the likelihood of VSA selection (p=0,000 in both models). Price’s odds ratio of 0,374 and 

0,372 mean that when price moves up a price point (e.g., from £1,69 to £1,78), the odds of choosing 

VSA sourcing multiplies by a factor of 0,374 or 0,372; the probability that VSA-sourcing gets picked 

thus strongly decreases with price. This means that the respondents are price sensitive.  

 

In both models 1 and 2, AT has a positive coefficient and is significant (p=0,006 in model 1 and p=0,037 

in model 2), meaning that when AT increases, people are significantly more likely to opt for VSA-

sourcing. In model 1, this significance is stronger than in model 2, but AT is significant in both models. 

AT’s odds ratio of 1,142 and 1,106 mean that, when AT moves up one point on the 1- 5 Likert scale, 

the odds of choosing VSA sourcing multiplies by a factor of 1,142 or 1,106; the probability that VSA-

sourcing gets picked thus increases. In both models, PBC has a positive coefficient, an odds ratio over 

1, but is not significant (p=0,416 and p=0,574), meaning that PBC does not affect the likelihood that 

someone chooses for VSA-sourcing. Interestingly, SN has in both models a negative coefficient, an 

odds ratio below 1, and a p-value of 0,026 in model 1 and 0,015 in model 2, meaning that when SN 

increases, people are significantly less likely to opt for VSA-sourcing in these models. SN’s odds ratio 

of 0,904 and 0,895 mean that when SN moves up one point on the 1- 5 Likert scale, the odds of choosing 

VSA sourcing multiplies by a factor of 0,904 or 0,895; the probability that VSA-sourcing gets picked 

thus decreases. 
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However, given the multicollinearity between AT and SN, the reliability of the results on AT and SN 

is limited. Thus, to check for individual the effect of AT and SN, two additional regressions are ran in 

which AT is dropped in model 3, and SN is dropped in model 4 (appendix 5, table 18). When SN is 

dropped, the effect of AT on the probability that VSAs are chosen becomes insignificant (p=0,212). 

Similarly, if AT is dropped, the effect of SN on the probability of the choice for VSA sourcing becomes 

insignificant (p=0.572) and remains negative. Given the multicollinearity present in the model, it is hard 

to isolate the individual effects of the variables and to draw hard conclusions on this. PBC remains 

insignificant in both model 3 (p=0,685) and model 4 (p=0,178).  

 

5.3.1.2. Effect of TPB on WTP 

To test H1, H2, and H3 of the effect of the three TPB elements on peoples’ WTP for VSA-sourcing, 

interaction variables were made by dividing AT, SN, and PBC by price. Making interaction terms by 

dividing rather than multiplying variables is possible in this case of logistic regression, and the resulting 

coefficients are more intelligible in this than when they are multiplied.  

 

The TPB variables were reversed so that the results of the interaction can be interpreted as what effect 

an increase in one of the TPB variables has on the impact of price on the probability of choosing a VSA 

option. A positive coefficient of the interaction shows that when one of the TPB elements gets higher 

(lower), the impact of price on the probability of selection of VSAs gets lower (higher). Thus, they 

show how the TPB elements moderate people’s WTP for VSA-sourcing; if the interaction variable is 

positive (negative), it means that respondents are less (more) price-sensitive in picking VSAs when the 

score on the TPB element increases. Consequently, the higher the TPB element, the higher the WTP for 

VSA-sourcing will be. 

 

The interaction variable of AT and price is insignificant in both models 1 and 2, with a p-value of 0,548 

in model 1 and 0,538 in model 2. Thus, according to these models, AT does not significantly moderate 

respondents’ WTP for VSA-sourcing, and thus WTP is not significantly affected by AT, meaning a 

rejection of H1. However, this result is likely influenced by the multicollinearity between AT and SN. 

When SN is dropped (appendix 5, table 18, model 3), the effect of AT on peoples’ WTP becomes 

significant (p=0,039) and positive. AT/Price’s odds ratio of 1,015 means that if AT increases by one 

point on the 1-5 Likert scale while price remains equal, the odds of someone picking VSA-sourcing 

multiplies by a factor of 1,015; the odds that VSA-sourcing gets picked at the given price point thus 

increases. This means that if AT goes up, the effect of price on the likelihood of choosing VSA-sourcing 

goes down; people with higher AT scores are less price sensitive. In other words, the higher the AT 

score, the higher the WTP for VSA-sourcing will be. Thus, with SN deleted in model 3, H1 is accepted. 

AT seems to affect WTP positively and significantly for VSA-sourcing, but the multicollinearity 

between AT and SN makes it impossible to fully isolate their effects when both variables are included 
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in the same model, leading to AT becoming insignificant in model 1. This leads to contradicting results 

from models 1 and 2 compared to model 3. Though these results point to AT significantly and positively 

affecting WTP for VSA-sourcing when this effect is isolated, the current model and data do not find 

evidence for supporting H1 in the conceptual model that includes both AT and SN. Thus, H1 must be 

rejected.  

 

The interaction variable of SN and price is significant and positive in both models with a p-value of 

0,000 in both models 1 and 2. SN/Price’s odds ratio of 1,019 in models 1 and 2 means that if SN 

increases by one point on the 1-5 Likert scale while price remains equal, the odds of someone picking 

VSA-sourcing multiplies by a factor of 1,019; the odds that VSA-sourcing gets picked at the given price 

point thus increases slightly. This means that if SN goes up, the effect of price on the likelihood of 

choosing VSAs goes down; people with high SN scores are less price sensitive. In other words, the 

higher the SN score, the higher the WTP for VSA-sourcing will be. Thus, in these models, SN 

significantly positively moderates respondents’ WTP for VSA-sourcing. This finding seems to be 

robust and reliable: if AT is dropped from model 2 to create model 4 (appendix 5, table 18), the effect 

of SN on peoples’ WTP for VSA-sourcing remains positive and significant (p=0,000). SN/Price’s odds 

ratio of 1,020 in model 4 means that if SN increases by one point on the 1-5 Likert scale while price 

remains equal, the odds of someone picking VSA-sourcing multiplies by a factor of 1,020; the odds that 

VSA-sourcing gets picked at the given price point thus increases. It should be noted that this effect is 

not very strong, but highly significant. In short, H2 is accepted by all four models.  

 

The interaction variable of PBC and price is also significant with a p-value of 0,000 in both models, but 

surprisingly its coefficient is slightly negative. PBC/Price’s odds ratio of 0,990 in model 1 and 2 means 

that if PBC increases by one point on the 1-5 Likert scale while price remains equal, the odds of someone 

picking VSA-sourcing multiplies by a factor of 0,990; the odds that VSA-sourcing gets picked at the 

given price point thus decreases. Thus, contrary to H3, according to these models, PBC significantly 

negatively moderates respondents’ WTP for VSA-sourcing. This means that if PBC goes up, the effect 

of price on the likelihood of choosing VSAs goes up slightly; people with high PBC scores are slightly 

more price sensitive. In other words, the higher the PBC score, the lower the WTP for VSA-sourcing 

will be. These results remain after deletion of AT or SN from the model, with an odds ratio of PBC/Price 

of 0,991 at a p-value of 0,000 (appendix 5, table 18). Thus, as the interaction’s variable is negative 

rather than positive, H3 is rejected by these models. 

 

 VSA-of-origin 

5.3.2.1. Effect of VSA-of-origin on VSA-selection 

Interestingly, the results clearly show that, on average, people do not make a distinction in their 

valuation of VSA-sourcing between Mintom, Cameroon, and Mato Grosso, Brazil; indicating those 
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VSAs-of-origin do not affect the likelihood of the choice for VSAs. In total, respondents selected a 

VSA-option with Mintom sourcing 1168 times, and with Mato Grosso sourcing 1187 times. In the 

questions in which pricing for the Mintom and Mato Grosso were equal (i.e., questions 1, 5, and 9), 

people chose the Mintom option 318 times, and the Mato Grosso option 330 times. Unsurprisingly, in 

both model 1 and 2, the variable PlaceCameroon very insignificantly affected the likelihood that the 

VSA option was selected; the variable has a p-value of 0,398 in models 1 and 2. In other words, 

differences in VSAoO do not affect the probability of respondents choosing for VSA-sourcing. 

 

5.3.2.2. Effect of VSA-of-origin on WTP 

To test H4 of the effect of indicating different VSAs of origins on peoples’ WTP for VSA-sourcing, 

again an interaction variable, similar to those in section 5.3.2., was made with VSAoO and price. 

Unsurprisingly, this variable is not significant in both models 1 and 2 (p=0,618). This means that 

differences in VSAs of origin do not significantly moderate respondents’ WTP for VSA-sourcing, and 

thus WTP is not significantly affected by differences in VSAs-of-origin. Thus, H4 is rejected. 

 

 Demographics 

Finally, the effect of demographics on respondents’ choice for VSAs was investigated. Firstly, women 

are only just significantly less likely to pick VSAs than men (p=0,060). GenderNon-Male’s odds ratio 

of 0,907 means that the odds of a woman picking VSA-sourcing are smaller than the odds of a man 

picking VSA-sourcing by a factor of 0,907. Age is proven to affect peoples’ probability of choosing 

significantly negatively for VSA-sourcing: the older the respondent, the less likely they were to pick 

VSA-sourcing (p=0,000). When age increases by one point, the odds of choosing VSA sourcing 

multiplies by a factor of 0,855; the probability that VSA-sourcing gets picked thus decreases.  

Interestingly, the results show that income does not affect the probability that someone chooses VSA-

sourcing: all three income variables are found to be insignificant (p=0,528; p=0,470; p=0,220). Finally, 

respondents whose highest completed level of education was primary school were not found to be 

significantly more or less likely to choose VSA-sourcing than the reference group of college or 

university-educated respondents (p=0,144). Respondents whose highest completed level of education 

was higher or secondary education (p=0,009) and secondary school (p=0,040), on the other hand, were 

found to be significantly less likely to choose VSA-sourcing than college or university-educated 

respondents. Higher or secondary education’s odds ratio of 0,849 means that the odds of someone 

whose highest level of completed education is higher or secondary education picking VSA-sourcing are 

smaller than the odds whose highest level of completed education is college or university picking VSA-

sourcing by a factor of 0,849. Secondary school’s odds ratio of 0,859 means that the odds of someone 

whose highest level of completed education is secondary school education picking VSA-sourcing are 

smaller than the odds whose highest level of completed education is college or university picking VSA-

sourcing by a factor of 0,859. Thus, higher or secondary educated respondents were slightly less likely 
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to choose VSA-sourcing than secondary school educated respondents. Finally, post-graduate educated 

respondents were significantly more likely to choose VSA-sourcing than college or university-educated 

respondents (p=0,022). Post-graduate education’s odds ratio of 1,242 means that the odds of someone 

whose highest level of completed education is post-graduate education picking VSA-sourcing are 

higher than the odds whose highest level of completed education is college or university picking VSA-

sourcing by a factor of 1,242. 
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6. Discussion 

In this chapter, the results, their implications for the institutionalization of the VSA initiative and the 

JA in general, as well as recommendations and theoretical contributions are discussed. 

 

6.1. General valuation of VSA-sourcing 

The results give important and impactful insights into consumer’s evaluation of VSA-sourcing, and 

thus they allow for answering this paper’s first sub-question of “What is consumers’ valuation of VSA-

sourcing relative to other sourcing methods?”. On average, people seem to value VSA-sourcing 

similarly to certified when the VSA logo and the VSAoO are indicated; respondents were generally as 

likely to pick a VSA-sourced product as a certified product, depending on the price point of the VSA 

option. Specifically, almost 40% of respondents is willing to pay a 5% premium for VSA-sourcing, and 

almost a quarter of respondents is even willing to pay a 10% premium for VSA-sourcing. This shows 

that VSA-sourcing seems to represent the institutional values that consumers hold, and that VSA-

sourcing thus likely can protect companies from reputational risks. Moreover, they are much more likely 

to pick VSA-sourcing than non-certified sourcing, indicating that British consumers clearly value 

products with more sustainable sourcing over non-sustainable sourcing; they are willing to pay a 

premium for better sustainability performance. In this comparison, the potential effect of the VSAoO 

indication was ignored. However, this does not affect the findings, as the models show that differences 

in VSAoOs do not affect consumers’ valuation of VSA-sourcing. These findings have potentially far-

reaching implications. By using a pseudo-representative sample of the UK population, this research 

proves that VSA-sourcing is valued similarly to certified-sourcing by consumers, and thus VSAs give 

companies the same type of assurance with regards to demand and reputational risks as certification, 

which is a key requirement for companies for engaging in JA-sourcing (Buchanan et al., 2019). This 

shows that the market will not be a hindering factor in the institutionalization of the VSA-initiative. 

Consumers can and will play a central positive role in the institutionalization of the VSA initiative. 

 

The results also indicate that when either certified or VSA-sourcing is priced higher than the other, most 

consumers gravitate towards the cheapest option. Thus, the more expensive the VSA option becomes, 

the less likely that people pick it. This again confirms that consumers value the approaches similarly, 

but it also shows that they are price sensitive when it comes to choosing a sourcing method. 

 

There is a possibility that this research understates consumers’ valuation of VSA-sourcing relative to 

certified-sourcing. Previous research found that the mere-exposure effect “increases object preference 

by increasing consumer exposure to an object” (Tom et al., 2007: 117). British consumers are regularly 

exposed to the RAC logo on product packaging, whereas they have most likely never been exposed to 

the VSA logo before. This might have pushed some respondents to choose certification over VSA-
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sourcing. Thus, as exposure to the VSA increases among British consumers, the share of people 

choosing VSA-sourcing over other methods might increase.  

 

Furthermore, the findings that consumers value VSA-sourcing similarly to certified, and that significant 

shares of the respondents are willing to pay 5% or 10% price premiums, indicate that a premium can 

likely be charged for VSA-sourced products, and that companies can thus pass on some of the costs of 

VSA-sourcing to the consumer. Though one should keep in mind the overestimation of WTP that stems 

from hypothetical biases, previous research has unanimously found that people are willing to pay a 

premium for certified commodities, or products containing certified commodities. These premiums 

range from 10% to 28% for fair-trade coffee (De Pelsmacker, Driesen and Rayp, 2005; Maaya et al., 

2018), 14% for certified chocolate (Gassler and Spiller, 2018) and 14% for certified palm oil in cookies 

(Hinkes and Christoph-Schulz, 2020). As respondents were around as likely to pick a VSA-sourced 

product as a certified product, the results of this research indicate that it can be expected that consumers 

are willing to pay similar premiums for VSA-sourced commodities. However, this research does not 

find an exact percentage of how large this premium can be, but this is an interesting avenue for future 

research. 

 

Despite that these findings are positive for the VSA-initiative, it should be noted that the fact that people 

are equally likely to pick a VSA-sourced product as a certified product when they are priced the same, 

might also point to a problem. It might be the case that consumers are not able to differentiate the two 

approaches from each other, and thus evaluate the two approaches similarly. Despite provided 

information on differences between VSA-sourcing and certified, it might be that respondents did not 

understand the difference or the implications of these differences, or that they simply do not care about 

the differences. It could be that respondents thought that VSA-sourcing is yet another certification-like 

approach, that gives them the same amount of assurance as, for example, RAC. It is hard to say at this 

stage what the reasoning behind this equal valuation is. It might be that, next to wanting a product with 

better sustainability performance than non-certified products, consumers are guided by convenience; 

most consumers might simply not think or care about the implications of different approaches, as long 

as buying a product with some sort of sustainability label helps them feel good about themselves. 

Similarly, the proven influence of SN on the WTP for VSA-sourcing indicates that VSA-sourcing fits 

in their conspicuous consumption habits which they use to respond and adhere to social norms. Thus, 

this would mean that consumers do not necessarily value the VSA initiative itself, but more what it 

represents in the most general sense, which is more sustainable sourcing. On that level, a VSA label on 

a product indicates the same as a certification label. 

 

Finally, the results show that a non-negligible share of respondents chose the no-choice option. 5,1% 

of respondents chose the no-choice option for all choice sets. This is in line with Hinkes and Christoph-
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Schulz's (2020) choice experiment, in which 4.4% of respondents chose the no-choice option in all 

choice sets for sourcing of cookie ingredients. The main reason was that they did not like chocolate 

cookies in general. Likely, this is also the main reason for the no-choice response rate in this research.  

 

6.2. Drivers of WTP for VSA-sourcing 

Next, the results on the drivers of consumers’ WTP for VSA-sourcing are discussed.  

 

 Impact of TPB elements 

Before discussing the TPB elements’ effect on WTP for VSA-sourcing, the results on their influence 

on the probability for choosing VSA-sourcing are discussed. The results show that the TPB elements 

are not significant influencers of the probability that VSA-sourcing is chosen. There is a potential 

explanation for this. Ajzen and Driver (1992) and Ajzen (1991) point out that in TPB studies, the TPB 

questions should specifically ask for the behavior under investigation; this maximizes TPB models’ 

power and significance. As this paper focuses on the influence of the TPB elements on WTP, the 

questions were focused on the act of paying a premium for VSA sourcing, and not on that of choosing 

VSAs over other sourcing methods. This is likely the reason that the TPB elements are not significant 

influencers of the probability that VSA-sourcing is chosen. Moreover, in the logistic models, the results 

on the variables show the effect that the variables have on the choice for VSA-sourcing, and the 

interaction terms show the changing influence of price on the probability of that choice when one of the 

TPB or VSAoO variables change; the focus is thus on why VSA-sourcing is chosen.  

 

However, it should be noted that just because a variable’s coefficient is negative, does not necessarily 

mean that consumers are price-sensitive and thus choose the cheaper option; it could also mean that 

they are not becoming more price-sensitive, but they just opted for certified rather than for VSA-

sourcing. Similarly, the insignificant TPB elements perhaps might be significant influencers of the 

choice of choosing certified sourcing. These two factors could explain the results of the effects of the 

variables on the choice for VSA-sourcing. However, the focus of this research’s conceptual model is 

on WTP for VSA-sourcing and not on the likelihood of VSA-sourcing being chosen. The results of the 

interaction terms of AT/Price (H1), SN/Price (H2), PBC/Price (H3), and VSAoO/Price (H4) are thus of 

most relevance to this research. Ajzen (1991) points out that the three elements of TPB can differ in 

relative importance across situations and behaviors. It is thus possible that in a situation only one or two 

factors significantly influence intention. The same is the case in this paper. The results allow for 

answering the sub-question “What elements of the theory of planned behavior affect consumers’ WTP 

for VSA-sourcing?”; only AT affects consumers’ evaluation process and WTP for VSA-sourcing 

significantly and positively, whereas AT has no effect and PBC has a significant and negative effect. 

However, these findings need to be placed in context, which is done below.  
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6.2.1.1. Attitudes 

This paper shows that, in its conceptual model, AT is not a significant driver of consumers’ WTP for 

VSA-sourced products; it does not play a role in consumers’ evaluation process of VSA-sourcing. 

Contrary to expectations, this means that peoples’ own feelings towards paying a premium for VSA-

sourcing does not affect their WTP for VSA-sourcing. In their research on WTP for degraded tropical 

rainforest watershed restoration, Obeng, Oduro and Obiri (2019) also found that AT did not 

significantly affect peoples’ WTP. However, most other papers do find that AT significantly affects 

peoples’ WTP and purchasing behavior of sustainable products and services (Ajzen and Driver, 1992; 

Vermeir and Verbeke, 2008; Giuseppe et al., 2012; Mohamed et al., 2014; Judge, Warren-Myers and 

Paladino, 2019). This paper could not conclude that AT significantly and positively affects WTP for 

VSA-sourcing due to multicollinearity between AT and SN, which makes it impossible to isolate the 

two variables’ effects when they are in the same model. However, this papers’ results do indicate that 

AT does lead to higher WTP when SN is deleted. Thus, it is expected that AT does affect WTP for 

VSA-sourcing positively, but this needs to be investigated and validated by future research. 

 

6.2.1.2. Subjective norm 

SN is a significant, positive driver of consumers’ WTP for VSA-sourced products; it plays a significant 

role in consumers’ evaluation process of VSA-sourcing. In all models, peoples’ perceived social 

pressures (stemming from cultural norms, group beliefs, and social networks) to pay a premium for 

VSA-sourced products were consistently the strongest positive influencers of peoples’ WTP for VSA-

sourced products. Though a higher SN does not increase WTP by a large amount, it is a highly 

significant result. This is in line with various other papers that also found that SN is the strongest 

influencer of sustainable consumer behavior, such as WTP (López-Mosquera, García and Barrena, 

2014; Botetzagias, Dima and Malesios, 2015; Judge, Warren-Myers and Paladino, 2019; Obeng, Oduro 

and Obiri, 2019). This implies that VSA-sourcing fits into consumers' conspicuous consumption habits; 

they are more willing to pay a premium for a VSA-sourced product when they feel that doing helps 

boost or maintain one’s image towards others in their social network (Griskevicius, Tybur and Van den 

Bergh, 2010). Thus, this paper proves that the larger the social pressure that someone perceives to 

engage in sustainable and socially desirable behavior, the higher that person’s WTP for VSA sourcing 

is.  

 

6.2.1.3. Perceived behavioral control 

Contrary to expectations, PBC is proven to be a significant, slightly negative driver of consumers’ WTP 

for VSA-sourced products; it does play a role in consumers’ evaluation process of VSA-sourcing. This 

means that the easier that respondents feel buying a more expensive VSA-sourced product over a non-

certified product is for them, the lower their WTP for VSA-sourcing becomes. This effect is small, but 

significant. This finding contradicts other papers (Ajzen and Driver, 1992; Vermeir and Verbeke, 2008; 
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Giuseppe et al., 2012; Chen and Tung, 2014; Grilli and Notaro, 2018). There are two main potential 

explanations for this result. Firstly, because this research focused on a currently non-existing product, 

there are limits to the measurability of the element of PBC (Vermeir and Verbeke, 2008). For example, 

people may have responded that it would be difficult for them to pay more for a VSA-sourced product 

over a conventionally sourced product simply because they could not go to a store to buy the product 

right now; this could have distorted the results of the PBC element. A second explanation is that 

respondents who scored high on PBC perhaps were more likely to choose the other option with better 

sustainability specifications, namely the RAC option. This means that respondents’ WTP for VSA-

sourcing might have gone down as PBC increased according to the model, and that a high PBC instead 

boosted the WTP for the certified option. Thus, in a survey where VSA-sourcing is not compared to 

certified-sourcing, PBC might, after all, be proven to be a significant positive driver of WTP for VSA-

sourcing. However, this needs to be verified and investigated by future research.  

 

 VSA-of-origin 

Contrary to other research (e.g., Gao et al., 2014; Lim et al., 2014), the results show that peoples’ WTP 

for VSA-sourced products is not affected by differences in VSAa-of-origin when no additional 

information is given about those VSAs-of-origin; it does not play a role in consumers’ evaluation 

process of VSA-sourcing. It indicates that people either do not have knowledge or preconceptions  about 

these faraway countries where commodities are produced, or they do not base their valuation for VSA-

sourcing on this knowledge and these preconceptions (Otter, Prechtel and Theuvsen, 2018). It also 

indicates that, without additional information, people do not form ungrounded ideas on how well one 

VSA might perform compared to the other. Thus, it seems that companies do not have to worry about 

increased reputational risks towards consumers that they associate with different VSAs having different 

levels of performance. If the goal is for regions to be differentiated, awareness of the differences 

between the regions should be increased. People would likely have responded differently if more 

information on the countries in question were given (Bernard and Zarrouk-KarouiC, 2018; Otter, 

Prechtel and Theuvsen, 2018). On the other hand, if the goal is to not differentiate VSAs on their 

VSAoO, this research suggests that simply not giving additional information already achieves this. 

These results should not be interpreted as consumers not caring about COO labeling on VSA-sourced 

products. Though this research does not prove this, the VSAoO-labeling itself may be a key motive for 

respondents to choose the VSA option over the certified option, which would be in line with other 

research on the effect of COO-labeling (Koschate-Fischer, Diamantopoulos and Oldenkotte, 2012; Gao 

et al., 2014; Lim et al., 2014; Bernard and Zarrouk-KarouiC, 2018; Otter, Prechtel and Theuvsen, 2018). 

In short, this research’s findings should be interpreted that if people only are given the geographical 

indication of a VSA without additional information, people, ceteris paribus, are not willing to pay 

significantly more for one VSA-option more than for the other. Differences between VSAs-of-origins 

are not important enough for respondents to not choose the cheapest option; it does not affect their price 
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sensitivity. Thus, the sub-question “What is the effect of indicating VSA-of-origin on WTP for VSA-

sourcing?” can be answered; differences in VSAs-of-origin do not significantly affect peoples’ 

evaluation process and WTP for VSA-sourcing. 

 

6.3. Demographics and the choice for VSAs 

As highlighted in the theory section, findings on the influence of demographic variables on sustainable 

consumer behavior are diverse in the literature. This research shows that women are only just 

significantly less likely to pick VSAs than men. This contradicts most of the literature, which indicates 

that women are more likely to engage in sustainable and/or ethical consumer behavior (e.g., del Saz 

Salazar and García Menéndez, 2007; López-Mosquera, García and Barrena, 2014). However, a potential 

explanation for this result is that women perhaps chose the certified option over the VSA-sourcing 

option. In line with Hinkes and Christoph-Schulz (2020), and contradicting (Cerri, Testa and Rizzi, 

2018), younger people are found to be more likely to choose a sustainable option at higher price points 

than older people; the older people are, the less likely they are to choose VSA-sourcing. This might be 

explained by, for example, higher environmental awareness and/or concern among younger people 

(Statista, 2019). Interestingly, a higher income does not increase the probability that VSA-sourcing is 

chosen. This contradicts most other literature (e.g., del Saz Salazar and García Menéndez, 2007; López-

Mosquera, García and Barrena, 2014). A likely explanation for this insignificant effect of income is that 

the price differences in this research were relatively small. Finally, with some small exceptions, the 

results show a trend that the more educated the respondents, the more likely they are to choose VSA-

sourcing. This general finding is in line with previous research and is attributed to more educated people 

being more informed on environmental issues and their impact (Maaya et al., 2018; Obeng, Oduro and 

Obiri, 2019). 

 

6.4. Implications for institutionalization and summing up 

Finally, the findings allow for answering this papers’ last sub-question “What implications does the 

consumers’ valuation of VSA-sourcing, together with the drivers of WTP, have for the 

institutionalization of the VSA initiative?”, as well as its general research question “How do consumers 

evaluate VSA-sourced products, and what implications does this have for the institutionalization of the 

VSA initiative?”.  

 

Firstly, people value VSA-sourcing to a similar extent as certified products; the market assumption on 

which the VSA initiative is built is thus proven. It thus can be expected that, when VSA-sourced 

products are marketed and people are aware of what VSA-sourcing entails, consumers can be expected 

to value and demand VSA-sourcing; VSA-sourcing represents institutional values and is able to protect 

companies from reputational risks. Consumers can be expected to thus play a central and positive role 

in the institutionalization of the VSA-initiative. This means that the VSA-initiative is built on now-
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tested assumptions, and thus the initiative has the proven potential to institutionalize through its market-

based approach.  

 

Secondly, the findings what influences consumers’ evaluation process of VSA-sourcing also have 

important implications for the institutionalization of the VSA-initiative, as they give insights into how 

consumers’ WTP for VSA-sourced products can be boosted, and thus into what marketing strategies 

would maximize VSAs’ chances of institutionalization. This paper shows that consumers evaluate 

VSA-sourcing (i.e., determine whether they like it) mostly based on price of the VSA-sourced product, 

but also on how strong they perceive social norms to be. They thus are price sensitive with regards to 

VSA-sourcing, but they also want to respond to social pressures. Consumers’ own attitudes and 

perceived behavioral control do not influence their evaluation process. They value more sustainable 

sourcing methods over conventional sourcing, but they tend to choose the cheapest sustainable option 

rather than always choosing VSA-sourcing or certified-sourcing. Consumers seem to evaluate VSA-

sourcing as a better option than non-certified sourcing, but just as good as certified. Finally, differences 

in VSAoO do not affect the evaluation process, though indicating a VSAoO may in itself have affected 

to peoples’ evaluation process. Thus, VSA-sourcing should be marketed in a way that taps into social 

pressures that people feel to buy VSA-sourced products at a premium. This will minimize their price 

sensitivity. Using these findings in the marketing strategy of VSA-sourcing will help market VSA-

sourcing as effectively as possible, boost consumers’ WTP, allow for charging price premiums, 

motivate companies, and thus increase VSA-sourcing’s chances of institutionalization. 

 

6.5. Recommendations and managerial implications 

The findings of this research have managerial implications for various actors. Firstly, the finding that 

consumers value VSA-sourcing similarly to certified-sourcing can be used by various players. IDH can 

leverage this research’s main findings to get more private companies onboard the VSA initiative by 

using this them as proof to show companies that consumers will value and demand VSA-sourced 

products when they are launched on the market. Similarly, given that consumers value VSA-sourcing, 

companies that engage VSA-sourcing can benefit from promoting their VSA-sourcing to consumers as 

it can boost companies’ brand image and reputation. Thus, companies can use VSA-sourcing to 

differentiate their products, and potentially charge a premium for those products. This can motivate 

companies to stay on board with the initiative in the long run, but it can also stimulate new players to 

source through VSAs. The results also give an indication that consumers are willing to bear a share of 

the costs of VSA-sourcing, which would make it easier for companies to make a business case for VSA-

sourcing. If the WTP a premium is similar to that of certified products, this would likely already cover 

(most of) the costs of VSA-sourcing depending on the product and the commodity, as VSA-sourced 

commodities in many products only account for a fraction of total ingredients, and thus. If future 

research shows that companies can charge a premium for VSA-sourced products that is higher than the 
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actual costs increase, companies could then even use VSA-sourcing to differentiate their product, charge 

a premium, and take the difference between additional costs and revenues as additional profit. However, 

the finding that consumers’ evaluation VSA- or certified-sourcing is strongly influenced by the price of 

VSA-sourcing shows that, if they want to stimulate demand, companies should not charge more for 

VSA-sourced products than they do for certified products; undercutting, or even matching, the pricing 

of certified products would help boost demand. Lastly, by stressing that becoming a VSA will not only 

develop the region socially and environmentally but also has the potential to develop it economically 

through sourcing commitments from companies and even potential price premiums, these arguments 

can be used by IDH to convince jurisdictions, farmers, and other actors to form a VSA. This paper 

shows that a market for VSA-sourced commodities can be created. Becoming a VSA could thus mean 

for a region and its producers that they can become (to some extent autonomous) stewards of the regions 

and thus develop the region both socially and environmentally, whilst also improving the economic 

performance of the region through sourcing commitments and potential price premiums. VSAs can thus 

become more attractive to producers than certification schemes, as it will also allow them to set goals 

themselves, be involved in the decision process, and cultivate a feeling of stewardship of the land whilst 

increasing economic gain. Armed with these arguments, individual local actors can better convince 

others in the region to jointly set up a VSA. In short, the findings of this research can be a powerful tool 

for IDH to show key stakeholders, that the approach provides them with substantial and diverse benefits 

and that the underlying market mechanisms work. 

 

Second, the finding that consumers’ valuation does not change between different VSAs-of-origins also 

has implications. For companies, this means that, if they do not provide consumers with additional 

information on the specific VSAs, they do not have to worry significantly about consumers’ perceived 

differences in sustainability performance between different VSAs. In other words, the characteristic of 

the VSA initiative that worries companies, namely that every VSA has a different sustainability 

performance level, should not withhold companies from engaging in VSA sourcing as consumers do 

not seem to consider these differences, or these differences do not affect their valuation of VSA-

sourcing. This also means that if companies do not want to differentiate various VSAs-of-origin for the 

consumer (e.g., when they want to source from the cheapest, least ambitious VSAs while still being 

able to use the VSA initiative for marketing), they should provide no additional information on the 

specific VSAs that they source from. However, if they do want to differentiate VSAs (e.g., to show 

consumers that they are only sourcing from the highest performing VSAs), they should provide 

consumers with information on the VSAs from which they source, in their marketing. The finding also 

shows that it does not matter to consumers what specific VSA a company sources its commodities from, 

as long as it is a VSA. Ultimately, this also has implications for local jurisdictions, as this means that 

even jurisdictions that can only set small sustainability goals will still be able to sell their commodities 

to companies. This could serve as some sort of guarantee and motivate any region that is considering 
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becoming a VSA, to actually do so. Finally, this finding also has implications for IDH. IDH was 

planning to only indicate the VSAoO on packaging, so that consumers would associate certain regions 

with sustainable production (Bom, 2018). However, as these results indicate, currently consumers do 

not have associations with current VSA regions that make them value a product more or less, and that 

influence their choice for a product. Thus, in the current situation, it is unlikely that only indicating a 

VSAoO on packaging, without including some sort of certification-like label, will convince consumers 

to buy a VSA-sourced product. It would thus be wise for IDH to advise companies to inform consumers 

of the VSA initiative to increase awareness, next to informing them from which region a product was 

sourced; companies would be wise to follow this advice. 

 

Finally, from the findings on what constitutes consumers’ evaluation process of VSA-sourced products, 

valuable recommendations for the marketing and communication of VSA-sourced products can be 

derived. They will help VSA-sourcing companies market JA-sourcing as effectively as possible. As SN 

is shown to significantly influence consumers’ WTP for VSA-sourcing, companies can maximize 

demand by tapping into these drivers. Communication should include green nudges that create a feeling 

of social pressure for consumers and stimulate them to consume more sustainably (i.e., leverage the 

SN) (Lucas, Salladarré and Brécard, 2018). For example, marketing could use messaging such as “Many 

people buy VSA-sourced products to contribute to the protection of the amazon. Will you too?”, as this 

plays into people’s SN. Marketing should not, on the other hand, focus on changing peoples’ attitudes 

and perceived behavioral control to maximize their WTP. Using these findings in the marketing strategy 

of VSA-sourcing will help market VSA-sourcing as effectively as possible, boost consumers’ WTP, 

allow for charging price premiums, motivate companies, and thus increase VSA-sourcing’s chances of 

institutionalization. Nonetheless, VSA-products should be priced competitively given consumers’ 

strong price sensitivity. 

 

Finally, the findings on the influence of demographics on the chance that people choose VSA-sourcing 

have implications for companies as well. As more educated people tend to choose VSA-sourcing over 

other methods more often than less educated people, and younger people are more likely to choose 

VSA-sourcing than older people, targeted marketing campaigns should address this by informing the 

less VSA-focused consumers of the negative impacts of commodity production in an accessible way 

and by explaining how VSA-sourcing helps address this impact. Moreover, differences in income do 

not affect the likelihood of people choosing VSAs, which means that VSA-sourcing can be marketed 

to the broad public; it does not have to be marketed as a premium sourcing type. More research should 

be conducted regarding the reason why women are less likely to pick VSA-sourcing, and action should 

be taken based on those results. 
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6.6. Theoretical implications 

The theoretical contribution of this research is twofold. First, to the best of the author’s knowledge, this 

paper is the first to investigate the consumers’ side of VSAs, and JAs in general; no prior research has 

investigated consumers’ response to this new approach. In this field, this paper contributes to the 

literature in multiple ways. First, it has combined the WTP literature with the VSA-literature and has 

proven that consumers value VSA-sourcing similarly to certification and has shown drivers of 

consumers’ WTP for VSA-sourced products. Moreover, it provides evidence that consumers’ valuation 

of VSA-sourcing is not significantly affected by differences in VSAs-of-origin. More generally, this 

paper’s main theoretical contribution to the VSA-literature is that it tested and proved the market-

dynamic assumptions on which the approach is built. Moreover, as this is the first research into the 

consumers’ response to JAs, this paper opens various avenues for future research, which are discussed 

below in section 7.2. 

 

Secondly, this research extends the TPB literature into the realm of VSAs and the JA. Specifically, 

though it does not prove what the theory posits with regards to AT and PBC, it proves that SN is a 

significant driver of WTP for VSA-sourcing. Thus, it provides evidence for the applicability of TPB in 

the field of VSAs. It proves the framework’s predictive capacity of consumers’ WTP for VSA-sourcing, 

and thus this paper advances the academic literature that, in other settings, has proven the theory’s 

power as well. Furthermore, by using TPB, this research advances our understanding of what specific 

psychographic factors drive the consumer’s behavioral intention of willingness to pay for VSA-

sourcing. 

 

6.7. Generalizability of the results to JAs 

Given that this research’s theory, methods, results and discussion chapters have focused on the VSA-

initiative as an example of a JA in practice, the generalizability and transferability of the results to JAs 

in general needs to be briefly addressed (Polit and Beck, 2010). Specific JA initiatives all share the 

characteristics that are summarized in table 4. The literature review points out that the VSA initiative is 

a strong example of a JA in practice, as it has those same characteristics. Therefore, it is expected that 

the results as well as the implications and recommendations that are discussed in this chapter, can be 

generalized to JAs, and can thus be transferred to other examples of jurisdictional approaches.  
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7. Limitations and future research 

This chapter addresses some limitations of this research, as well as the recommendations for future 

research that will further advance the JA-literature. 

 

7.1. Limitations 

First, in a CBCA survey, respondents are asked to choose only one product; they are not choosing an 

entire shopping basket as they would normally in a store environment. As a result, respondents might 

indicate in the survey they would choose the VSA sourced product, but in a real-life situation they might 

only opt for a small share of their total shopping basked to be VSA-sourced and choose cheaper products 

for the remaining products. 

 

Second, this research did not include a measure of actual behavior. This is inherent to the SP methods. 

However, in surveys, respondents often overestimate their valuation of products in WTP studies. In 

other words, there might be a gap between what people said they would choose and what they would 

actually choose in reality; this is the attitude-behavior gap (Sniehotta, Presseau and Araújo-Soares, 

2014; Hinkes and Christoph-Schulz, 2020). However, even when consumers chose a more expensive 

option in this survey more often than they would in reality, the results still show the valuation of VSA-

sourcing relative to certified commodity sourcing. Thus, this research’s results on consumers’ valuation 

of RAC serves as a comparison and validation of their evaluation of VSA-sourcing (Bennett and 

Blamey, 2001).  

 

Third, the used sample might limit the generalizability of the results. Though the sample was selected 

to represent the adult UK population relatively accurately, the sample only consists of people living in 

the UK. Therefore, one should be careful with generalizing these results to the rest of Europe and indeed 

the world, where sustainable consumer behavior might be less prevalent. 

 

Fourth, to keep the number of choice sets low, a limited number of attributes and levels were included 

in the survey. As only two VSAs-of-origins were included, one can only get a first indication of whether 

there are differences in valuations of VSAs-of-origin. It might be that they are indifferent regarding the  

VSAs-of-origin mentioned in the survey, but not towards others. Similarly, this research does not give 

insights if there are differences between more than the two included continents, between countries in 

the same continents, and if there are perhaps differences in valuations of regions within one country. 

For the same reason, only two questions were asked to measure each TPB element. This could have 

contributed to the multicollinearity between AT and SN. 
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Similarly, because VSA-sourcing as a whole was included as one attribute, rather than splitting it up 

into more attributes, only peoples’ valuation of VSAs as a whole could be investigated. This means no 

conclusions can be drawn regarding what elements of VSA’s and certification respondents particularly 

like and dislike. For example, it could be that especially the geographical indication in the VSA made 

some respondents choose VSA-sourcing over certified (Profeta, 2006). It is hard to say why respondents 

value certification and VSA-sourcing equally and it is not certain whether consumers can differentiate 

VSA-sourcing from certification. Moreover, other potentially important attributes, such as branding, 

are not included. Thus, with the current survey design, it is not possible to establish how important those 

other attributes are relative to the attribute ‘sourcing type’ (Hinkes and Christoph-Schulz, 2020). 

Similarly, this research only focused on one type of commodity, namely cocoa. Nonetheless, before 

diving into detail into how people perceive different elements of VSAs, first it was necessary to establish 

whether consumers value the initiative at all, which is what this research has proven. 

 

Moreover, a limitation of the statistical models used in this research is that it did not allow for finding 

a hard number on what peoples’ average (marginal) WTP is for VSA-sourcing. A multinominal logit 

model was not used due to high model complexity; to use such models, extensive statistical knowledge 

and expertise are necessary. As mentioned in the introduction, charging consumers a premium for VSA-

sourcing would help companies make the business case for the initiative, and thus insights into how 

much of a premium can be charged would help to find the right pricing strategy for VSAs. Nonetheless, 

this research’s findings do show that consumers value VSA-sourcing similarly to certification. This 

implies that a premium can be charged for VSA-sourcing as well, but it is uncertain how large this 

premium can be. 

 

Additionally, because the model focuses on explaining what drives the likelihood that VSA-sourcing is 

selected, and not other methods, some coefficients might have been affected. It could be that, for 

example, PBC/Price had a negative sign as people with high scores on this variable opted more for 

certified. This thus did not mean that these consumers became more price sensitive, but they rather 

chose certified over VSA-sourcing. In other words, the effect of PBC/price is not isolated and does not 

exclusively show the effect that it has on the choice for VSA-sourcing. 

 

Finally, explicitly explaining to respondents what VSA-sourcing or RAC entails, has omitted the impact 

of awareness on WTP. It was ensured that all respondents had the same amount of information, and 

thus awareness, to base their valuations on. However, as many point out, awareness of sustainability 

initiatives and what they promise, is often low, which hampers sustainable purchasing behavior (e.g. 

Janssen and Hamm, 2012; López-Mosquera, García and Barrena, 2014; Joshi and Rahman, 2019). In 

other words, the findings of this research represent the WTP of consumers in a situation in general 

awareness of VSAs is high, which is hard to realize. 
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7.2. Future research 

To the best of the author’s knowledge, this is the first research into the consumers’ response to JAs. 

Thus, this paper opens certain avenues for future research. 

 

Future research should focus on consumers’ (relative) valuation of specific attributes (e.g., local 

government involvement, the bottom-up approach) of VSA-sourcing. This will also allow for 

investigating why consumers value VSA-sourcing as much as certification, and for testing whether they 

differentiate the two approaches. Similarly, future research could investigate consumers’ valuations of 

additional VSAoOs (i.e., different continents, countries, and regions), and what the drivers behind those 

valuations are. Furthermore, the results of this research should be validated with other commodities. 

This information is important for optimizing communication strategies for VSAs; communication could 

then focus on the well-liked elements, or information campaigns could be launched to alter consumers’ 

perception of certain VSA attributes or VSAoOs if consumers are proven to have an inaccurate view of 

those attributes or VSAoOs. 

 

Moreover, this research’s findings should be validated through revealed preference methods once VSA-

sourced products are launched on the market with VSA-sourcing labeling. In such research, the impact 

and relative importance of other product attributes next to the product’s sourcing type, such as branding, 

can also be considered. Moreover, this would allow for investigating WTP for VSA-sourcing over the 

entire shopping basket, as well as the effect of (low) awareness of VSAs on WTP. Moreover, this 

paper’s limitation of not including a measure of actual behavior would be tackled as well. This 

information would allow for optimizing VSA-product’s pricing, communication, and other marketing 

elements, and thus stimulate VSA-sourced product demand. Such research should be done in various 

countries, to validate the findings in other samples. 

 

Similarly, future research should use other methods, such as multinominal logit models, to find an 

estimate for how much of a premium can be charged for VSA-sourced products. This (marginal) WTP 

figure can be a powerful piece of information in companies’ pricing strategy for VSA-sourcing and can 

help further reduce companies’ “perceived high-risk nature” of engaging in JAs by making the business 

case for engaging in VSA-sourcing even clearer (Rendón Thompson et al., 2013; Dixon and Challies, 

2015: 18; Boyd et al., 2018). In that way, perhaps, companies’ idea that “premium is a dirty word” can 

then be changed, and companies can be stimulated even more to engage in JA-sourcing (WWF, 2016: 

19).  

 

Finally, future research could add more elements, such as environmental concern, to the conceptual 

model to get further insights into what other elements influence consumers’ WTP for JA-sourced 

products (Sparks and Shepherd, 1992; Shan, Li and Xu, 2019). These insights can then be used to shape 
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and optimize VSA-sourced products’ marketing. Though the conceptual model in this research already 

has decent explanatory power, other research shows that the power of the model could also be increased 

by adding additional variables (Chen and Tung, 2014; López-Mosquera, García and Barrena, 2014; 

Judge, Warren-Myers and Paladino, 2019; Shan, Li and Xu, 2019). Similarly, future research into the 

effect of the TPB elements on WTP for VSA-sourcing should ask more than two questions per TPB 

construct to decrease multicollinearity between the constructs and to thus improve the reliability of the 

model. Moreover, future research should conduct choice experiments between only VSA-sourcing and 

conventional sourcing to isolate the effect of the TPB elements on the choice for VSA-sourcing, and to 

prevent that they can also explain the choice for certified products in the same model. 
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8. Conclusion 

The JA to commodity production and sourcing is a promising new tool for meeting global demand for 

commodities while reducing commodity production’s environmental and social impact. However, it has 

not yet been institutionalized. In this institutionalization, consumers have a key role to play, as they 

push companies to engage in JA-sourcing through consumer demand. JA-sourcing needs to represent 

institutional values held by consumers, which will ultimately result in consumers valuing and 

demanding JA-sourcing. The JA is, however, built on an untested market assumption that consumers 

will value and demand JA-sourced products and will thus reward companies for engaging in JA-

sourcing. Moreover, it is unknown what drives their valuation of JA-sourcing. This is problematic, as 

both these insights have a central role to play in the institutionalization of the JA as a tool for sustainable 

commodity production. Therefore, this thesis aimed to investigate this consumer valuation of JA-

sourcing and its drivers by using VSA sourcing as a case for JA-sourcing. Specifically, it aimed to 

answer the following research question:  

 

How do consumers evaluate VSA-sourced products, and what implications does this have for the 

institutionalization of the VSA initiative? 

 

This research is the very first to investigate consumers’ response to JAs and the VSA initiative 

specifically. The answer to the research question is twofold. The main finding of this research is that 

consumers do seem to value VSA-sourcing, thus proving this key assumption of the VSA-initiative and 

the JA in general. Moreover, key insights into what constitutes consumers’ evaluation process of VSA-

sourcing are gained. Consumers are found to be very price sensitive with regards to VSA-sourcing. 

Moreover, one of the elements of the TPB, namely SN, has proven to be a significant driver of 

consumers’ valuation of VSA-sourcing, which can be used to minimize this price sensitivity. Thus, 

companies can leverage on consumers’ perceived social pressures to minimize their price sensitivity 

and maximize their WTP, to thus maximize the VSA-initiative’s chances of institutionalization. 

Interestingly, AT, PBC and differences in VSAoOs do not influence how consumers value VSA 

sourcing. These findings on VSAs can be generalized to the JA. All in all, this research posits that the 

VSA initiative, and JA initiatives in general, has all the potential to institutionalize through its market-

based approach; especially if this sourcing-type is marketed right by tapping into SN, consumers are 

expected to support it through consumer demand. Consumers, in other words, will not be the factor that 

holds JA-initiatives back. Thus, ultimately, this paper showed that, by leveraging the power of 

consumers, the JA to commodity production and development has great potential to reduce the 

commodity sectors’ negative social and environmental impact at an unprecedented scale. The JA thus 

be an important tool for steering clear of humanity’s collision course with the natural world, and it can 

be a great step towards a world in which no new World Scientists’ Warning to Humanity is needed. 
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10. Appendix 

10.1. Appendix 1 - Terms related to landscape approaches 

 

Table 16 - Terms related to landscape approaches 
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10.2. Appendix 2 – Overview of TPB survey questions 

 

Table 17 - Overview of TPB survey questions 

 

10.3. Appendix 3 – Survey cheap talk script 

“People regularly indicate in willingness to pay surveys that they are willing to pay more for a certain 

product than they would be if they had to actually pay for it, such as in a store environment. 

However, we ask you to respond to the questions exactly as you would if you were in a store and 

had to pay for your choice.” 

 

  



Institutionalizing the jurisdictional approach: exploring consumers’ evaluation of commodity sourcing from Verified Sourcing Areas  

Master’s thesis MSc Brand & Communications Management – Thijs ten Cate  
 

 

94 

10.4. Appendix 4 - Full survey 

 

Informed consent 

Key information, purpose & procedures: We aim to gauge consumers' interest in a new approach to 

sustainable commodity production, namely Verified Sourcing Areas (VSAs). Specifically, we are 

interested in finding consumers' willingness to pay and decision criteria for different approaches to 

commodity production. This will help us find recommendations for improvement of sourcing 

approaches. Therefore, we are seeking your consent to respond to a short survey to get your perspective 

on products with different ingredient sourcing options. 

The expected duration of this study will be less than 10 minutes. 

Refusal to participate, withdrawing from the research & confidentiality: Participation in this 

research is completely voluntary. You may choose not to participate in this research. If you participate, 

you may withdraw at any time for any reason. You can simply stop submitting your responses and close 

your internet browser window. Because this survey is anonymous, you will not be able to withdraw 

your data after completing and submitting the survey, as the researchers will not be able to identify your 

submission. If you do not participate in this research or withdraw from this research, you will not be 

penalized in any way.  

Future Use of Data: The results of this study may be published. Anonymous data from this survey may 

be used for future research projects without additional informed consent from the subject. Raw data 

from the survey may be posted in an online repository to enable others to learn from the data. 

Statement of Rights: You have rights as a research volunteer. Your being in this study is completely 

voluntary. You may stop taking part in this study for any reason at any time and with no penalty. You 

do not waive any of your legal rights by agreeing to this form. If you wish, you may take a screenshot 

of this form or print to keep it.  

If you agree to the above, please select “Yes” below: 

o Yes, I agree to these statements and would like to proceed to the survey  

o No, I do not wish to participate in this survey 
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About you 

What is your gender? 

o Male 

o Female 

o Non-binary / third gender 

 

What is your age in years? 

 

 

What is your highest level of completed education, or what education level are you currently in? 

o Primary school 

o Secondary school up to 16 years 

o Higher or secondary or further education (A-levels, 

BTEC, etc.) 

o College or university 

o Post-graduate degree 

What is your current employment status? 

o Full-time employed 

o Part-time employed 

o Retired 

o No paid job 

Which of the following best describes your household income last year? 

o £0 to £29,999 

o £30,000 to £47,499 

o £47,500 to £99,999 

o £100,000 and above 
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Background information 

  

The impact of agriculture 

The production of commodities that are in our everyday products results in large negative social and 

environmental effects. For example, the production of cocoa for our chocolate products is known to 

lead to child labour, large scale deforestation and other problems. To tackle these issues, several 

sustainable commodity sourcing initiatives have been introduced for meeting increasing demand 

without doing environmental and social harm.  

 

Photo by Dr. Richard Asare 

 Initiative one: certification 

Certification gives consumers certainty that a product meets a predetermined level of social, economic 

and environmental sustainability performance. An example of such a certification program is the 

Rainforest Alliance certification (formerly UTZ), which focuses on cocoa and coffee production. 

Another example is Fairtrade certification.     

  

Initiative two: Verified Sourcing Areas (VSA) 

VSAs are commodity production regions that commit to sustainable production and development. In 

VSAs, local farmers, government and other society groups together make a plan regarding local and 

global sustainability goals they want to focus on. Thus, every VSA has different goals and sustainability 

performance, and the local government plays a key role in ensuring process. VSAs and their progress 

are verified by an external and independent expert panel. 

  

VSAs report on their goals and progress through an online platform that is accessible to both companies 

and consumers. Companies then pick which VSA they want to source from and indicate this on 

packaging, allowing consumers to see what VSA and goals they are indirectly supporting by buying the 

product. 
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Take your pick 

Imagine you are doing groceries, and you are looking to buy some chocolate cookies. In the cookie 

aisle, you see five different versions of the type of cookies that you are looking for. Every option differs 

slightly in terms of pricing, whether the chocolate (cocoa) in the cookie is Rainforest Alliance (UTZ) 

certified, VSA sourced or noncertified, and, if available, the chocolate's country of origin.  

You will now be presented with several choice sets for cookies. For every set, we would like to ask you 

to choose your favourite out of the four options. Though the differences seem small, they are important 

for this research.  

  

People regularly indicate in willingness to pay surveys that they are willing to pay more for a certain 

product than they would be if they had to actually pay for it, such as in a store environment. However, 

we ask you to respond to the questions exactly as you would if you were in a store and had to pay 

for your choice.  

 

 

Which of the following options would you choose? 

  

  

o Option 1 

o Option 2 

o Option 3 

o Option 4 

o I choose none of the options 
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Which of the following options would you choose? 

  

 

o Option 1 

o Option 2 

o Option 3 

o Option 4 

o I choose none of the options 

 

Which of the following options would you choose? 

 

o Option 1 

o Option 2 

o Option 3 

o Option 4 

o I choose none of the options 
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Which of the following options would you choose? 

 

o Option 1 

o Option 2 

o Option 3 

o Option 4 

o I choose none of the options 

 

 

Which of the following options would you choose? 

 

o Option 1 

o Option 2 

o Option 3 

o Option 4 

o I choose none of the options 
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Which of the following options would you choose? 

 

o Option 1 

o Option 2 

o Option 3 

o Option 4 

o I choose none of the options 

 

Which of the following options would you choose? 

 

o Option 1 

o Option 2 

o Option 3 

o Option 4 

o I choose none of the options 
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Which of the following options would you choose? 

 

o Option 1 

o Option 2 

o Option 3 

o Option 4 

o I choose none of the options 

 

Which of the following options would you choose? 

 

 

o Option 1 

o Option 2 

o Option 3 

o Option 4 

o I choose none of the options 
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Almost there 

Finally, we are interested in how you, and how you think people around you would feel about about 

buying VSA sourced products. 

 

I think buying a more expensive VSA sourced product over a cheaper non-certified product is 

very good.  

o Strongly agree 

o Somewhat agree 

o Neither agree nor disagree 

o Somewhat disagree  

o Strongly disagree 

 

I think buying a more expensive VSA sourced product over a cheaper non-certified product is 

very responsible. 

o Strongly agree 

o Somewhat agree 

o Neither agree nor disagree 

o Somewhat disagree  

o Strongly disagree 

 

If they were aware of VSAs, the people who are important to me would think that one should buy 

a more expensive VSA sourced product over a cheaper non-certified product. 

o Strongly agree 

o Somewhat agree 

o Neither agree nor disagree 

o Somewhat disagree  

o Strongly disagree 

 

If they were aware of VSAs, the people whose opinions I value would themselves buy a more 

expensive VSA sourced product over a cheaper non-certified product.  

o Strongly agree 

o Somewhat agree 

o Neither agree nor disagree 

o Somewhat disagree  

o Strongly disagree 
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It would be easy for me to buy a more expensive VSA sourced product over a cheaper non-

certified product. 

o Strongly agree 

o Somewhat agree 

o Neither agree nor disagree 

o Somewhat disagree  

o Strongly disagree 

 

I think buying a more expensive VSA sourced product over a cheaper non-certified product will 

stimulate sustainable commodity production and development.  

o Strongly agree 

o Somewhat agree 

o Neither agree nor disagree 

o Somewhat disagree  

o Strongly disagree 

 

 

Do you have any further comments or questions? 

 

End of survey 
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10.5. Appendix 5 – Logit models with SN (model 3) and AT (model 4) excluded 

 
 
  

Model 3: TPB (excl. SN) + Place 

+ interactions + demographics 

Model 4: TPB (excl. AT) + 

Place + interactions + 

demographics 

Variable Coeff. 
Std. 

error 

Odds 

ratios 

P-

value 
Coeff. 

Std.   

error 

Odds 

ratios 

P-

value 

(Intercept)              -1,211*** 0,181 0,298 0,000 -1,267*** 0,185 0,282 0,000 

Price                    -0,991*** 0,055 0,371 0,000 -0,989*** 0,055 0,372 0,000 

AT                       0,024 0,039 1,024 0,527     

SN                           -0,058 0,036 0,944 0,127 

PBC                      0,015 0,037 1,015 0,685 0,049 0,036 1,050 0,178 

I(AT/Price)              0,015*** 0,003 1,015 0,000     

I(SN/Price)                  0,020*** 0,003 1,020 0,000 

I(PBC/Price)             -0,009*** 0,001 0,991 0,000 -0,009*** 0,001 0,991 0,000 

PlaceCameroon            -0,046 0,055 0,955 0,398 -0,046 0,055 0,955 0,398 

I(PlaceCameroon/Price) -0,036 0,072 0,965 0,615 -0,036 0,072 0,965 0,618 

GenderNon-Male           -0,100 . 0,052 0,905 0,056 -0,098 . 0,052 0,907 0,060 

Financial,status£100,000 -0,090 0,137 0,914 0,513 -0,065 0,137 0,937 0,636 

Financial,status£30,000  -0,047 0,064 0,954 0,463 -0,052 0,064 0,949 0,422 

Financial,status£47,500  -0,082 0,066 0,921 0,213 -0,084 0,066 0,919 0,204 

EducationHigher or secondary 

education 
-0,163** 0,062 0,850 0,009 -0,162** 0,062 0,850 0,009 

EducationPost-graduate degree 0,217* 0,094 1,242 0,021 0,230* 0,094 1,259 0,015 

EducationPrimary school  0,324 0,219 1,383 0,139 0,292 0,219 1,339 0,183 

EducationSecondary school -0,153* 0,074 0,858 0,039 -0,162* 0,074 0,850 0,029 

Age                      -0,157*** 0,028 0,855 0,000 -0,163*** 0,028 0,850 0,000 

AUC 0,735    0,736    

Significance levels:  0,000 = ***; 0,001 = ** 0,01 = *; 0,05 = . 
    

Table 18 - Results of logistic regressions from model 3 and model 4 
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