
An Intersectionality Perspective of Climate Change, Global Value Chains and 
Vulnerable Consumers 
 
This track explores the dynamic complexities of the interactions among climate change, 
global value chains, consumption and the well-being of vulnerable groups, and the power 
asymmetries that underlie these interactions.  
 
Through monthly group-dialogues combined with ongoing fieldwork in, for example, 
Kenya, Vietnam, Colombia, Lebanon, the US and the EU, and through employing the 
critical praxis and complexity analysis encouraged by an intersectionality perspective 
(Grzanka 2014; Walby 2007) and sustainable optimization of adaptive systems (e.g., Hill 
and Martin 2014; Shultz et al. 2012), we seek to develop an understanding of various 
elements of complex and distressed system(s), including:  

i. the power asymmetries in global value chains related to climate change;  
ii. the heterogeneity and homogeneity of community members’ experiences, 

identities, and corresponding positions of privilege and oppression; 
iii. the livelihoods and agentic actions of those vulnerable to the effects of climate 

change; and 
iv. the policies, practices and potential for optimizing market-based solutions to alter 

the course of or to ameliorate climate change and consumer vulnerability in 
micro, meso and macro-systems, locally and globally, and where/when they 
interact. 

	
The	outputs	stemming	from	this	track	are	envisioned	to	include	joint-publications,	
project	collaborations	and	grant	submissions	that	explore,	conceptually	and	
empirically,	these	various	aspects	related	to	climate	change.	Having	a	diverse	group	
of	scholars	and	practitioners	that	study	and	engage	with	issues	related	to	climate	
change	at	multiple	levels	(e.g.	macro	and	micro)	and	across	geographies	is	
envisioned	to	expand	our	understandings	of	the	complexities	related	to	climate	
change	and	market-based	solutions	to	climate	change.		
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