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Background Questions
/eople attach diverse values to nature, including specific elements important for food security. Values are attached\
ecosystem services (mainly provisioning), but also to agricultural elements and cultural practices vital in obtaining food. In 1) What relational values are related to
north-eastern Namibia, the natural products to which values are attached are increasingly being sold. This is risking food elements and agricultural practices
degradation of this natural resources upon which local residents depend for food, income and wellbeing. The society is now In the Kwangali culture?
also integrated into market economy following the nearby established of a town, the only in the region. We are interested to
know If commercialisation of natural and agricultural products also affects the values people attach to nature. In this 2) How does commercialisation of
context, we investigate people’s values and perceptions of how commercialisation impacts their society and wellbeing. We agricultural and natural products affect
focus on relational values (also known as socio-cultural values) which reflect shared meanings for society and cultural these values?
Qoups, like moral responsibilities and actions towards natural resources management. J \ /
Material and Methods Results 1
Study Area Table 1: Articulated relational values and their relation to food security
= Nambi and Marema villages located in Kavango West Region, between the What Is valued How people value it Types of values
Okavango River and a forest area. (Z%dl"?‘;ted L
» Subsistence farmers, cultivating dryland crops in the forest, and vegetables Wild spinach (Cleome SDlrigiﬁzf{r?mlupcI;?(nLSn?tlggmn% ciggtion Cul.tural identity &
on the floodplain along the river. gynandra) Y J UL, Uhity aht p ~ |heritage
Manketti (Schinziophyton _
lect: 9 Vs rautanenii) nuts porridge They prepared for cultural rituals, e.qg. Svmbolic
Data co ecthn and analysis | | P g initiation, child naming y
= Data: Narratives provided through photovoice technique. False Mopane tree
(Guibourtia coleosperma) Livelihoods & health
=  Sample: 20 participants of different age and sexes. relish
| | | | Rain ritual Spiritual connection

for rainfall), valued as believed to enable
connection with ancestors.

Ancestors are consulted prior interaction
with nature (e.g. fishing, hunting).

(Makuzu ga Mutenda—

burial site of first Chief) Heritage values

Agricultural rituals Group cultivation and collecting natural
(Nyamb|) noroducts. Aim to increase food Social cohesion

oroduction, transfer agricultural

Knowledge and practices, and maintain .

. . Cognitive
peace and unity among villagers.
development

Floodplain, river and The areas are said to be food baskets |Social cohesion
forest ecosystems for food, pasture, medicinal plants, Sense of belonging

people’s happiness and belonging as Cognitive

well as sources for societal economic

development. development

\
I'= Food elements and practices are valued beyond cash gains. Maintance of cultural :

Fig 1. Natural and agricultural products sold. Photo: E. Mutota, 2017. I heritage, identity and social cohesion are important too.
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Results 2 Results 3
Fig 2: Expressed values among sellers and non-sellers ( n=20) Fig 3: Main societal problems associated with commercialisation
| | | 1 Exchange of food and goods is
Cultural Identlty & herltage 4 conditional on money

Livelihoods & health ] 3 Increasing conflicts over natural

| resources
Spiritual connection & sacredness 3 Reduction of traditional knowledge & 10
i practices
Symbolic 4
: Less solidality support among villagers
Social cohesion O Naitural products sellers
: (n=11) High prices for subsistences natural & -
Sense of belonging = Agricultural products agricultural products
i sellers (n=5) ' ' ' ' '
Aspirational & development 3 0 0 10 15 20
: Non-sellers (n=4) Number of respondents
Leisure & recreational
l l Summary
0 10 20 | | | |
Number of respondents = Valuing food items and practices for commercial purposes does not suppress
Natural products sellers ~ Agricultural products sellers ~ Non-sellers relational values. However, the involvement in formal economy seems to be the
Age range: 28—55 years driver values changes as non-sellers do not perceive social values anymore.
All formally employed
P S = Contrary to our expectations, few people who are not engaged in selling
| soual cohesion). - relying on formal employment for their livelihoods.

"= Spiritual and symbolic values seems to be more important for natural - S _ . . :
I products sellers than agricultural products sellers. !! = Commercialisation of natural and agricultural products is not just affecting

u relational values related to food security but the whole socio-economic
.= Everybody is selling except those relying on formal employment for cash. ¥ systems.



