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standards in argi-food supply chains; and (3) how the recent economic crisis contributes to shifting 
end markets and the regionalization of Value chains. It concludes with a discussion of the future 
direction of GVC analysis and a potential collaboration with supply chain researchers. 
 

1.3.2. Analysis 
In 1970 US retailers and brand-name companies joined manufactures in the search for offshore 
suppliers of most categories of consumer goods, which led to a fundamental shift from what had 
been "producer-driven" supply chains to "buyer driven" supply chains. The geography of these 
chains expanded from regional production-sharing arrangements to full-fledged global supply 
chains. The GVC framework focuses on globally expanding supply chains and how value is created 
and captured their in. 
 
As supply chains go global more intermediate goods are traded across borders and more parts and 
components are imported for use in export. Goverments and international organizations are 
taking notice of this emerging pattern of global trade, which is being called a shift from " trade in 
goods" to " trade in value added" and " trade in tasks". 
 
Top down: is the governance of global value chains, which focuses mainly on lead firms and the 
organization of global industries. 
  
Bottom up: perspective is "understanding" which focuses on the strategies used by countries, regions and 
other economic stakeholders to maintain or improve their positions in the global economy. 
  
In "producer-driven" chains power is held by the final product manufacturers and is characteristic of 
capital technology, or skill-intensive industries. 
  
In "buyer driven chains"  retailers or marketers of the final products exert the most power through their 
ability to shape mass consumption via strong brand names.  
  
The role played by lead firms is highlighted in carious forms of GVC governance. Between the two extremes 
of markets and hierarchies there are three network forms of governance: Modular, relational and captive. 
  
In the network forms of GVC governance, the lead firm exercises varying degrees of power though the 
coordination of suppliers without any direct ownership of the firms. 

 
Five types of Global Value Chain Governance 



  
What is co-creating? 
Gives better costumers experiences 
Costumers get exactly what they want 
 
If a firm produces sustainable products it will only have value for the costumers if they think about 
the environment the product will give you more value than a person who doesn’t care about the 
environment. Then you have co-created value with the firm, because they have made a product 
that you add more value to, and if you tell your friends about this sustainable product the firm has 
added value from their customers. 
  
A study says firms today are focusing on how costumers can be engages in a co-creating with the 
firm. But the firms should rather focus on becoming involved in the costumer's lives. 
  
  
The picture underneath is an expression of value creation. 

 
  
  
Value creation can be dreaming about a new car even before the car gets ordered or 
manufactured. 
Value in use is costumres driven and accumulates over time in the customers sphere, which means 
that value is created in different spatial and temporal setting. 
Value in exchange doies not necessarily exist in one given point in time but instead can exist as 
multiple singular entities. 
A family vacation may include multiple choices and purchases at different points during the 
vacation where potential value is created in each transaction. 
  
Value as the customers creation of value in use 
Value is not created only by the firm. The costumers has an equal part of the value creating 
process. 



 

 
 
 



 
IMPORTANT NOTE (compettetive advantages for wall mart) 
All Wal-Mart stores are typically located within a day’s drive of a distribution center, and the company 
works closely with its suppliers to streamline deliveries. Grant (2003,p. 87) notes how the cross-docking 
process of receiving products directly from manufacturers with little handling in between eliminates store 
inventory overflows. Inbound trucks are immediately unloaded and the containers are reloaded on 
outbound trucks, bypassing wait times in warehouse inventory. Wal-Mart took out the middleman 
(wholesalers/distributors) and revolutionized stock delivery to become the discount format leader. 
  
Many researchers note, however, that managing this symphony through the desire to streamline its goods 
and follow its low-price mandate has had a dramatic impact upon Wal- Mart’s vendors. Argue that Wal-
Mart’s relationship with suppliers is a “market-making phenomenon” because it shapes trade, pricing, 
contracts, conduct, and the standards manufacturers must follow to bring goods to market. Both Petrovic 
& Hamilton (2006) and Fishman (2006) view this market-making capability as the most profound and 
potent of Wal-Mart’s effects. 

 

5.2 The hybrid media of economy and moral: a Luhmannian perspective on value-based-
food-chains 

Laursen, K.B. and E. Noe (2017). The hybrid media of economy and moral: a Luhmannian perspective on 
value-based-food-chains. Journal of Rural Studies, 56, 21-29. 

5.2.1. Abstract (Key words: Alternative food networks, Value based food chains, Social systems 
theory, Essentially contested concept, Hybrid, Conventionalization) 
 
Value Based Food Chains (VBFC) differ throughout Europe but are often found to share the same 
problem of integrating and maintaining their values as the chain grows. In this paper, we analyze a 
number of VBFC that have succeeded in this maneuver. We argue that the success of these cases 
relies on the capability of the VBFC in question to combine both normative values and economic 
concerns equally, by allowing the two to become hybridized. The hybridization, we argue, helps to 
secure the reproduction of the central normative values without reducing them to an ‘added 


