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Trust as a Valuable Strategic Variable in the Food Industry:

Different Types of Trust and Their Implementation

ABSTRACT

Although it is often suggested that trust is an important construct in relationship marketing,
there is only little empirical evidence of how, if at all, trust may be used as a valuable strategic
variable. In the 1990s, the international food industry faced a number of serious challenges,
most notoriously the mad cow disease. The present multiple case study, which is qualitative in
nature, explores how the Danish-British bacon supply chain has dealt with the challenges by
means of implementing different types of trust. The study confirms that there are different
types of trust that marketers can embrace and shows that when one type of trust is not
available marketers can draw on other types. The case study also maps different patterns of

implementing trust-based marketing approaches.

INTRODUCTION

In an article on the need for developing a long-term approach to marketing in services
marketing, Berry (1983) first coined the term relationship marketing. Although relationship
marketing since then has received widespread attention, there is still no consensus as to what
it constitutes (e.g., Harker 1999; Snehota and Soderlund 1998). The reason is, it has been
suggested, that theoreticians have different vantage points and stress different applications of
relationship marketing (Moller and Halinen-Kaila 1998). Indeed, Collins (1999) has argued

that the history of relationship marketing is characterised by more rhetoric than publication



effort on empirical evidence. In an effort to develop the theory of relationship marketing from

empirical findings, a research study was, therefore, established.

The article is structured as follows. First, some of the challenges that the food industry faced
in the 1990s are discussed; the Danish-British bacon supply chain in particular experienced a
number of serious challenges. Moving on, the reader is first introduced to relationship
marketing and the important construct of trust before areas where more empirical work needs
to be carried out are identified. Following that, the results of a multiple case study — designed
to investigate how marketers may use trust as a valuable strategic variable - are reported; the
study is quality in nature. The case study was conducted in the Danish-British bacon supply
chain in which the relationships between suppliers, processors and retailers on the one hand
and consumers on the other hand were being studied. The research methodology is then
described in some detail. The article concludes with a discussion of the findings and draws a
number of theoretical and managerial implications as well as suggests directions for future

research.

THE CHALLENGES

In the 1990s, the food industry faced a number of serious challenges. One case in point is the
British government that caused widespread panic when, in March 1996, it announced that mad
cow disease, or bovine spongiform encephalophathies (BSE), most likely had killed ten
people (The Economist 1998a). Since then, more than forty people are reported to have died
from the new-variant Creutzfeldt-Jakob disease, which is the human brain disease resulting
from exposure to BSE (Murray 1999). With the British government paying some one and a

half billion British pounds for cattle to be destroyed in 1997, the mad cow disease is the single



most expensive catastrophe to have befallen British agriculture. Of special interest for this
article is that it has been suggested that incompetence and secrecy in the British Ministry of
Agriculture, Fisheries and Food have surrounded BSE with examples of British officials
refusing to help outside researchers or, indeed, hiding information (The Economist 1998a,
1998b). Another case in point is the many incidents of bacterially contaminated meat, such as

contamination of Camphylobacter, Escherichia coli, Listeria monocytogenes and Salmonella

(Licking and Carey 1999; Tansey and Worsley 1995).

The incidents suggest that open communication between industry and government agencies is
important; for example, effective, forthright notification of parties affected by a recall is a key
consideration (Dulen 1999). Because of that, some companies have established crisis
management teams that handle the product recall, send out notice to consumers and nominate

a specific individual as media spokesperson (American Agent & Broker 1999; Berry 1998).

The European food industry in particular was hit by a series of food scandals. For example,
large quantities of oxblood were found in French wines; it was revealed that fruit and
vegetables from Belgium, Spain and the Netherlands were being sprayed with antibiotics; and
high levels of dioxins were discovered in Belgian food products (Morgenavisen Jyllands-
Posten 1998; Politiken 1999a; The Economist 1999a). In these episodes the concerned
companies failed to inform the public appropriately and the respective governments did not

notify the European Commission and the health authorities (Goddard 1999; Politiken 1999b).

It appears that only few food companies have installed procedures of advertising, informing
and labelling (Buus 1999; The Economist 1999b). Not surprisingly, perhaps, many European

consumers do not believe in the food industry or in the governments who are perceived as



lying about food safety or withholding scientific data (Ratzan 1998). The overall result has
been that there is little trust between the consumers on the one hand and the food industry and

the governments on the other hand.

As indicated, there is thus evidence to suggest that trust is a valuable strategic variable for
marketers in the food industry to consider when consumers are concerned about the safety and
quality of processed food products. But is it possible to put forward guidelines to direct

marketers on how to install trust with the consumers?

The Danish-British Bacon Supply Chain

The Danish-British bacon supply chain is an appropriate contextual setting for investigating
how, if at all, marketers have installed trust with the consumers. Total Danish agricultural
exports are valued at more than eight billion British pounds annually; this equates to over 30
per cent of the country’s total export earnings. At some two billion British pounds, pig meat
products are among the most important exports; about 80 per cent of the products are exported
with two-thirds going to EU countries. In terms of value, 20 per cent of the pig meat product
exports and 90 per cent of the bacon product exports are for the British market. The value of
the bacon product exports to the British market alone is 250 million British pounds annually

(Danske Slagterier 1998).

In the 1990s, Denmark’s historically strong position on the British market was challenged,
however, a development that caused much concern in Denmark, which has only few natural
resources other than farming. One serious challenge was that British consumers wanted to be

assured that the bacon supply chain was designed to deliver safe and high quality products and



that the farming systems were environmentally friendly and conformed to animal welfare
(Meat and Livestock Commission 1997; Woolven 1996). Another serious challenge was that
British legislation in 1999 banned stall-and-tether pig production, which made it difficult, if
not impossible, for processors and retailers in Britain to import Danish bacon products that for
the majority originated from such traditional productions (Vestjyske Slagterier 1997).
Although the legislation only applies to pig production in Britain, it was argued that the same
restriction should be imposed on pig farmers in Denmark who otherwise could sell at lower
prices since they would not need to invest in new production systems. In 1999, well in excess
of 80 per cent of the British pig meat production complied with the new legislation but no

more than about 15 per cent of the Danish pig meat production did that (Andersen 1998).

Only lately has the Danish bacon sector appreciated the seriousness of the challenges. One of
the more apparent responses has been that the sector is now changing to untethered pig
production. In an effort to address consumer demands for animal welfare and product safety,
the sector is also critically examining its practice of teeth-and-tail clipping and inclusion of
meat and bone meal in rations (Meat and Livestock Commission 1997). Finally, in addition to
frequent and effective communication campaigns, the sector has begun to provide consumers
with assurances about production and processing methods by means of trust-based marketing
activities, including the development of quality assurance schemes and food safety assurance

schemes that seek to enhance the image of the sector (Sloyan 1998).

RELATIONSHIP MARKETING

The marketing environment and business organisations changed radically toward the end of

the twentieth century. Markets became more global and technologically sophisticated; and



with intense competition and demanding consumers, companies placed greater emphasis on
service (e.g., Brodie 1999). Relationship marketing was now being advocated as the
appropriate paradigm for all businesses (e.g., Christopher et al. 1991; Gordon 1998;
Gummesson 1999). It was argued that traditional marketing with its 4Ps framework (price,
product, place and promotion) is too simple for today’s competitive environment, but that
relationship marketing, in contrast, seeks to improve business performance by means of
relationships, networks and interactions. But how do companies build relationships with their

important markets?

Young and Wilkinson (1989) have noted that the marketing literature historically has
examined relationships in terms of power, conflict, opportunistic behaviour and control (e.g.,
Gaski 1984; Spekman and Sawhney 1990; Stern and El-Ansary 1992). The introduction of
relationship marketing has, however, produced a more harmonious view of relationships with
constructs of concern, commitment, service, promises - and trust, which is the focal point for

this article (e.g., Anderson and Weitz 1992; Dwyer et al. 1987; Ganesan 1994).

Trust

Many authors have attempted to define trust (Anderson and Narus 1990; Bagozzi 1974;
Ganesan 1994; Geyskens and Steenkamp 1995; Gulati 1995; Moorman et al. 1992; Ring and
Van de Ven 1994; Shapiro 1987). Generally speaking, trust has been defined as the
“willingness to rely on an exchange partner in whom one has confidence” (Lewin and
Johnston 1997: 28; see also Deutsch 1960; Mayer et al. 1995; Moorman et al. 1992). In other
words, a partner, who trusts another partner, has confidence in that partner (i.e., benevolence

trust) and relies on that partner as an exchange partner (i.e., credibility trust). Trust is seen as



central to successful relationships leading to higher levels of loyalty to the bargaining partner
and thus to increased profitability because trust encourages partners to co-operate, seek long-
term benefits and refrain from opportunistic behaviour (Anderson and Narus 1990; Anderson
and Weitz 1992; Geyskens and Steenkamp 1995; Morgan and Hunt 1994). Honesty, safety,
credibility and previous experience are among several dimensions of trust (Egan and Greenley

1998).

Trust has been investigated in domestic buyer-seller relationships (e.g., Lewin and Johnston
1997; Morgan and Hunt 1994) and international buyer-seller relationships (e.g., Freytag and
Nielsen 1990; Patterson et al. 1998). Some studies have argued that trust emerges from factors
specific to the buyer-seller interaction (Sako 1992) but, recently, Johnson and Grayson (1999)
proposed four types of trust some of which emerge from non-specific buyer-seller interaction

factors. These types of trust are as follows.

Generalised trust Generalised trust is dictated by general shared norms of behaviour
and enforced by social mechanisms, such as peer pressure and threat of ostracism. People
operate under an assumption of generalised trust until they are given reason to do otherwise,

and so greater generalised trust fosters willingness to do business together.

System trust System trust is written down in rules and controlled by legislative
and regulatory institutions, such as trade commissions and health departments. People base
their trust upon these written rules and how effective the legislative and regulatory institutions

are in enforcing the rules.



Process-based trust Process-based trust is developed through repeated interactions
between two partners and thus depends on the behaviour of each partner and the history of
interactions among the partners. It appears that trust is built through ‘spiral re-enforcement’.

That is, process-based trust moves from being fragile to being resilient.

Personality-based trust  Personality-based trust is determined by individuals’ personality
traits and tells how willing an individual is to trust a partner. This type of trust is especially
important in the initial stage of a relationship when circumstances are ambiguous and specific

interaction-based clues are not available.

Johnson and Grayson provided no empirical evidence to support their proposal, though, but if
trust indeed is paramount to successful relationships and thus a valuable strategic variable,
marketers should appreciate that there may be different types of trust when they examine the
influence of trust on their business. In this regard it is important to understand that trust is a
process that changes over time and that it thus may be initiated and enhanced by the marketer
(Phan et al. 1999). But what happens when buyers question the intentions and motives of the

suppliers and/or ask whether the suppliers can perform reliably?

The present study seeks to test three propositions:

e There are different types of trust.
e Each type of trust is a valuable strategic variable.

e When one type of trust is not available it is possible and necessary to draw on other types.



RESEARCH METHODOLOGY

The case research method was the most appropriate method for collecting empirical evidence
and addressing the propositions. First, the objective of the study was to explore and gather
detailed evidence of how, if at all, different types of trust have been implemented. Since the
phenomenon of implementing trust was contemporary and on going, the activities had to be
investigated within their real-life context. The case research method facilitates the exploration
of complex social processes by taking a holistic perspective on real-life events with all of their
potentially rich and meaningful characteristics intact. Second, there was little prospect of
simplifying matters by excluding some variables whilst controlling and manipulating others.
The case research method, however, avoids the need to pre-select the context type variables to
be included in the investigations; instead, the important contextual variables impinging on the
behaviour of interest are observed, over time. The case research method also does not suffer
from the limitations of relativism because it reaches the external reality by collecting
phenomena, such as interview respondents’ perceptions. Throughout this process, findings are

evaluated through consideration of reliability and validity, as illustrated in Table I (Yin 1994).

Table 1. Reliability and validity of case research data

Reliability of the data was increased through the development of clearly conceptualised constructs (i.e., the four types of trust) and the use
of multiple indicators. Overall, the in-depth interviews were conducted and analysed by the author using a specific coding scheme who then
passed it on to a colleague who carried out an independent analysis using the same coding scheme. The two sets of analysis were then
compared for goodness-of-fit and disparities were reconciled through a third data interpreter.

Construct validity was secured with the use of multiple sources of evidence, such as in-depth interviews, company newsletters, annual
reports and records of suppliers and customers. Interview respondents were invited to review drafts of case study reports.

Content validity was pursued by first asking interview respondents what they understand by the term ‘relationship marketing’ before
probing to determine which activities they see as part of relationship marketing. These procedures were used to bridge any confusion
between definition and measures.

Interpretive validity was accomplished by approaching interview respondents for a second, or even third, interview when points raised in an
interview had been ambiguous. Respondents were also invited to review the draft for the case study report.

Contextual validity was sought by tape-recording the interviews for later transcription.

External validity was sharpened with the specification of the particular population of interest, that is Danish suppliers and processors of
bacon products to the British market.
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Design of the Case Research Study

The study, which this article reports on, was a multiple case study. It involved a number of
suppliers, processors and retailers in the Danish-British bacon supply chain. The primary unit
of analysis, which defines the design of the case study, was the individual supplier, processor
and retailer; and the sub-units were the marketing philosophy and the trust-installing activities

of these individuals.

Development of Theory from Case Research Data

Theory from the case research data was developed by means of a procedure consisting of eight
steps (Eisenhardt 1989). Cases were chosen for theoretical reasons. The study included Danish
Crown and Vestjyske Slagterier that together have 80 per cent of the market for Danish pig

meat products; three other entities were included in the study:

e Tulip International that is responsible for the marketing of bacon products from Danish Crown.
e The Federation of Danish Pig Producers and Slaughterhouses that co-ordinates the overall
marketing of Danish bacon products.

e ESS-Food that distributes 20 per cent of all pig meat products from Denmark.

The study involved interviews with both sides of a relationship (dyadic approach); this
approach has been regarded as necessary to fully understand a relationship (e.g., Anderson
1994). Although different sources provided information for the cases, the in-depth interview
was the main source of information, which is in accordance with Perry (1998). The data was

qualitative in nature; such data accommodate the local groundedness of the phenomena under
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investigation. The author interviewed the respondents in multiple-hour sessions; interviews

were tape-recorded in order to ensure reliability and later transcribed to allow analysis.

Overall, the study gathered data of two types: the basic characteristics of the organisations and
a thorough portrait of their trust-installing activities. The analysis of interview data was
carried out in two stages: within-case analysis involving write-ups for each case and cross-
case analysis involving searches for cross-case patterns. Each case was analysed in the four-
stage interactive process proposed by Miles and Huberman (1994). This process involved
coding, memoing about codes and different types of trust and testing propositions.
Interpretations were backed up through triangulation: if possible, any claim was supported

with multiple evidence (Yin 1994).

FINDINGS

The challenges faced by the Danish bacon sector were first assessed using Porter’s (1985)
model of five distinct competitive forces. This assessment was based upon not only the
findings from the multiple case study but also studies from the literature. Overall, the

following was found:

e Suppliers prefer to supply the market with bacon products at guaranteed prices.

e Processors want to do business with preferred suppliers and retailers.

¢ Retailers want timely deliveries of high quality, consistent bacon products at low prices from
preferred processors.

e Consumers expect that bacon products are safe and of high quality; that the products do not
vary between purchases; and that farming methods are environmentally friendly and conform

to animal welfare.
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The latter finding (i.e., that consumers expect that bacon products are safe and of high quality
etc.) is of particular interest: these expectations necessitate that trust-based marketing

activities be installed, as we shall see shortly.

Having assessed the Danish bacon sector, the case study then proceeded to test the
propositions. Overall, the study found evidence to support that trust is an important construct
of the marketing philosophy; there was also evidence to suggest that trust-installing activities
result in increased profitability for the bacon supply chain (see also, for example, Nielsen
2000). Thus, the case study found that some companies are more successful than others
because the degree of trust between the company and its business partners is high. (Case
interview evidence has been listed in Table Il, which is found toward the end of this section.
Evidence has also been included for business-to-business activities although the article mostly
focuses on trust-based activities toward the consumers.) As one British executive manager

explained:

“If [a processor or retailer] has bought 20 tonnes of meat product and is waiting for those
products then it creates huge problems if the delivery is late or wrong. This is why trust

is very important.”

Means of installing trust in a business partner include timely deliveries that conform to
specifications; general reliability; know-how of production requirements; valuable

information about the market; capable employees; appropriate service; and fair prices.

The study found evidence that there are different types of trust and that, when one type of trust
is not available, it is necessary and possible to draw on other types. When the British

government thus failed to protect its citizens from BSE infected meat products, retailers in the
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Danish-British bacon supply chain realised that they could no longer rely on the government
to foster comfort with food safety and quality (Wilson and Clarke 1998). As one British

executive marketing director said:

“People ... are having an enormous amount of trust in the retailer’s label, and trust in [the
private labels from] Tesco or Sainsbury’s is a very important thing because they [the
private labels] will rank higher in a lot of instances than major brands or manufacturers
and certainly higher than a lot of institutions or governments. So people ... probably trust
Tesco more than they would trust the Church of England or certainly more than they

would trust the government and so on.”

Consumers want to trust the suppliers, processors and retailers in the bacon supply chain to
carefully monitor the production of bacon products and to control potential hazards. If
necessary, players in the bacon supply chain should respond appropriately to accidents
according to legislative requirements and consumer requirements. The retailers, therefore,
turned from one system trust (i.e., the British legislation) to another system trust installing
their own meat assurance schemes. The retailers did this because of two reasons. First, it was
believed that there is greater food product safety and quality with such assurance schemes, as
problems can more quickly be identified. Second, the diligence with which the retailers, and
their suppliers, operate can be communicated to the consumer — and communication was

believed to foster trust resulting in the consumers continuous buying the bacon products.

In Denmark, a meat quality assurance scheme has now been launched and some ten per cent
of the national pig production have qualified (Boesen 1998; Lindhardt 1998). This scheme,
the Danish Quality Guarantee, applies to the whole of the pig meat sector and covers all
Danish pig meat products exported to the British market. The integrated structure of

Denmark’s meat sector is known as the Integrated Production System (Figure 1).
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' Pig breeding
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' Pig transport and handling

Product specifications Eating quality
v

' Slaughtering
v
Processing l Cutting Welfare
l Processing

Supervision and control i Nutrition
l Packing
Training and education i Environment
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Figure 1. Integrated Production System

Source: Danske Slagterier (1999), The Danish Pigmeat Industry, Copenhagen.

As illustrated in the figure, the Integrated Production System is a baseline for quality systems
and quality parameters. Consider first the quality system. All farms have a unique herd
number that makes it possible at the slaughterhouse to trace back an animal to the particular
pig breeder. Product specifications are prepared for pig meat products sold in Britain while
processing is being carried out according to consumer requirements as well as legislation. The

two steps of processing and packaging is being supervised and controlled by the industry and
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governmental veterinary services. Training and education refer to the fact that farm managers

and employees at slaughterhouses undergo formal study programmes.

Consider next the quality parameters. Food safety is concerned with enforcing industry-wide
standards to quality control. Furthermore, and in a response to the consumers, the industry in
Denmark has installed a ten-point plan that places strong emphasis on eating quality. The
industry has also found it important to examine issues of welfare, nutrition and environment
in order to meet the growing demand of pig meat from farming methods that are
environmentally friendly and conform to animal welfare. Overall, the described two-tier

system offers a number of benefits including the following ones:

o Excellent standards of meat safety, meat quality, and animal welfare are developed.
e Best practice is shared throughout the pig meat sector.

e The latest research and development are disseminated to everyone.

The evidence from the case study also showed that process-based trust may replace system
trust as a valuable strategic variable. By means of campaigns, British consumers long pressed
for improved animal welfare so that the British government eventually turned these
requirements into legislation. In an effort to comply with British consumers’ demand for
animal welfare, Danish farmers have not only changed to untethered production systems but
are also looking into their practice of teeth-and-tail clipping and the inclusion of meat and
bone meal in rations. The result has been that when British consumers felt that Danish farmers

could be relied upon they continued to buy the Danish bacon products.
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Tulip International had recently installed a relationship marketing programme that is built

around trust (in general). The programme went through three phases:

The first phase Advertising was employed as the route of brand advertising to a mass
market. The company put emphasis on specific brand benefits although its bacon products still
were a complimentary offer to the retailers’ private label products. Regular consumers were
rewarded for their loyalty with on-pack offers. The first phase was centred on transaction

marketing. As the marketing director explained:

“[When] we look at our more classic marketing route for our ... brand we are of course
trying to attract own label users to the brand so in that sense our more classic route is
trying to attract new users... | personally see advertising as being the more typically route
of a brand advertising to a mass market and not really having that direct dialogue with

the end customer.”

The second phase The company sought to establish a direct dialogue with the consumers.
It achieved this by putting in place a so-called care-line on the packages of bacon products: a
statement from the production manager, together with a telephone number, was listed and
consumers were invited call in with any comments or inquiries; the consumers who did so
were rewarded. At the same time, the company built up a database of known bacon
purchasers. The second phase was centred on process-based trust. As the marketing director

said:

“Trust is important... trust combined with service and understanding [of the customer’s

needs].”
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The third phase  Relationships between the company and the consumers got closer. There
were competitions, running over three-week periods, in radio and magazines. In the retailer
stores there were free samples of bacon products; point-of-sale materials such as recipes
offered inspiration for the consumers. The third phase was centred on personality-based trust.

As the marketing director described:

“There is also the routes of radio and magazine competitions. There is an element of
talking direct to the consumer or — be it that again it is on a very limited basis — on a

competition-type basis.”

In future phases, Tulip International plans to enter into direct mail to some of the consumers.
Overall, the programme shows that the company moved from addressing the concerns of the
mass market (advertising) to addressing the concerns of the individual consumer (care-line

and direct mail).

As earlier mentioned, in addition to the text units already referred in the main text, Table Il
provides an overview of representative text units that support the claims that have been made

throughout this article.
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Table 2. Case interview evidence of different sources of trust

System trust

Process-based trust

Personality-based trust

“People ... are having an enormous
amount of trust in the retailer’s label,
and trust in [the private labels from]
Tesco or Sainsbury’s is a very
important thing because they [the
private labels] will rank higher in a lot
of instances than major brands or
manufacturers and certainly higher
than a lot of institutions or
governments. So people ... probably
trust Tesco more than they would trust
the Church of England or certainly
more than they would trust the
government and so on.”

“[When] we look at our more classic
marketing route for our ... brand we are
of course trying to attract own label
users to the brand so in that sense our
more classic route is trying to attract
new users.. | personally see
advertising as being the more typically
route of a brand advertising to a mass
market and not really having that
direct dialogue with the end customer.”

“Trust is built between [a firm and a
customer] when they do business
together week after week, month after
month, year after year.”

“If [a processor or retailer] has bought
twenty tonnes of meat product and is
waiting for those products then it
creates huge problems if the delivery is
late or wrong. This is why trust is very
important.”

“Trust is important... trust combined
with service and understanding [of the
customer’s needs].”

“Hopefully, the relationship between
the company and the customer is the
stronger relationship... [Whatever the
trader has delivered] has been through
the company... image... good service,
reasonable prices, reliability...
information flow.”

“Relationship is how you sit and talk
with your customer, the right spirit of a
conversation, being close to the
customer — perhaps not friends but
definitely close to the customer... so
that the buying experience is pleasant.”

“Relationships is built by inviting your
customer out for dinner, playing golf
with them... everything that binds
people together.”

“Why should he make business with
us? Simply because he has a good
relationship with us... So even though
a competitor has a good product he
still wants to do business with us...
Sometimes we may not get exclusivity
but only access to doing business with
a customer.”

“There is also the routes of radio and
magazine competitions. There is an
element of talking direct to the
consumer or — be it that again it is on a
very limited basis — on a competition-
type basis.”

“[If this particular employee is leaving
the firm] then because of the
relationship [between this employee
and the customer] we as a firm might
suffer.’”

THEORETICAL AND MANAGERIAL IMPLICATIONS AND

DIRECTIONS FOR FUTURE RESEARCH

The objective of the qualitative multiple case study was to test three propositions: (1) that
there are different types of trust, (2) that each type of trust is a valuable strategic variable and

(3) that when one type of trust is not available it is possible and necessary to draw on other

types.

Overall, the case study found empirical evidence that trust is an important construct in

relationship marketing. For example, with many consumers having little faith in the food
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industry or in the governments, players in the Danish bacon sector found it necessary to
implement trust-based marketing activities, most notably the Integrated Production System
that serves as a baseline for quality systems and quality parameters. The bacon players have
also invested in their relationships, networks and interactions with important markets; for
example, Tulip International has moved from mass marketing to one-to-one marketing centred

on personality-based trust.

Specifically, the study confirmed the propositions that there are different types of trust
(generalised trust, system trust, process-based trust and personality-based trust) and that each
type of trust is a valuable strategic variable. The study also found evidence to support the
proposition that when one type of trust is not available it is possible and necessary to draw on
other types. Danish bacon producers thus turned to their own system trust by installing meat
assurance schemes instead of relying on the British government; in a similar way, processors
and retailers in Britain first turned to their own system trust and then later switched to process-
based trust by putting in place customer care-lines. By doing so, the players re-installed
trustworthiness, and the Danish bacon export worth 250 million British pounds annually was

safeguarded.

The managerial implications of the empirical findings are significant. In addition to more
traditional marketing activities, marketers must undertake a number of other equally important

tasks including the following ones:

e To promote the image of the company.
e To educate the consumers.

e To build relationships, networks and interactions with different markets.
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Consider first the promotion of the image of the company, which can take place through
multiple channels. Tulip International thus uses advertisements on television, radio and
magazines as well as point-of-sale materials — and has recently started to seriously explore

routes of care-lines and direct mailing campaigns.

Then look at the education of the consumers. For example, British retailers have turned to
their own system trust by means of meat assurance schemes and, in doing so, are addressing
both the benefits of eating meat products from farms that have qualified to participate in the
scheme (e.g., high nutritional value) and the risks (e.g., insignificant risk of contracting
Creutzfeldt-Jakob disease when eating meat-assured products). It should be realised that the
education of the consumers also can be undertaken by other players — for example, pig
breeders, distributors and people who are working in the health service. The message to the
consumers must be objective and balanced, though, because otherwise the consumers will not
believe in the message; this could be achieved by employing credible sources, such as
independent researchers/research agencies. And the communication channel through which

the message travels must also allow the consumers to ask questions.

Finally examine the building of relationships, networks and interactions with different
markets. It was evident from the case study that such ones have indeed been formed
throughout the bacon sector one reason being that the meat assurance schemes require the co-
operation of all players in the supply chain, including the pig breeders, the distributors, the

slaughterhouses, the processors, the retailers and the controllers (as depicted in Figure 1).

One avenue for future research is the following one: In order to be effective, meat assurance

schemes must be integrated along the whole bacon supply chain and that necessitates trust
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between the different players. But when a retailer works with many suppliers, confidential
information from an inspection at one supplier’s site might incidentally be passed on to
another supplier. What are the circumstances, then, that foster enough trust between the

players that these are able to put common goals above individual goals?

Another avenue is as follows: It is important for marketers to know if consumers believe in
system trust because if this is the case other companies may then free-ride on the consumers’
confidence without developing their own process-based trust with their consumers and thus

save considerable amounts of money.

Yet a third avenue for future research is to examine whether or not there is a link between the
trust that consumers place in a company and on the company’s relative brand image. In
general, successful brands tend to be those that are able to communicate core values that
match those held by prospective consumers. For example, do consumers with greater trust in a
company perceive it as different from those consumers who have a lower trust in the

company? Finally, how does a company build a brand that fosters trust?
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