The European Market for
Organic Products:
Growth and Development

Organic Farming in Europe:
Economics and Policy
Volume 7

Johannes Michelsen
Ulrich Hamm

Els Wynen

Eva Roth



The individual contributions in this publication remain the responsibility of the
authors.

The European market for organic products: growth and development /
Johannes Michelsen, Ulrich Hamm, Els Wynen and Eva Roth.- Stuttgart-
Hohenheim: 1999

(Organic Farming in Europe: Economics and Policy; 7)

ISBN 3-933403-06-5

ISSN 1437-6512

Edited by Prof Dr Stephan Dabbert
Department of Farm Economics, University of Hohenheim,
Germany
Dr Nicolas Lampkin
Welsh Institute of Rural Studies, University of Wales,
Aberystwyth, United Kingdom
Dr Johannes Michelsen
Department of Policy Studies, University of Southern Denmark,
Esbjerg, Denmark
Dr Hiltrud Nieberg
Institute of Farm Economics and Rural Studies, Federal
Agricultural Research Centre Braunschweig-Volkenrode (FAL),
Germany
Prof Dr Raffaele Zanoli
Dipartimento di Biotecnologie Agrarie ed Ambientali, University
of Ancona, Italy

Technical
editor: Dr Matthias Stolze

Published by: Universitat Hohenheim
Institut fir Landwirtschaftliche Betriebslehre 410A
D-70593 Stuttgart
Germany
Tel:  +49(0)711 459-2543
Fax: +49 (0)711 459-2555
E-mail: ofeurope@uni-hohenheim.de
http://www.uni-hohenheim.de/~i410a/ofeurope/

© Universitat Hohenheim/Institut fr Landwirtschaftliche Betriebslehre 410A,
1999. All rights reserved. No part of this publication may be reproduced, stored
in a retrieval system, or transmitted, in any form or by any means, electronically,
mechanically, by photocopying, recording or otherwise, without the prior
permission of the copyright owners.

Cover design and layout by walter + von schickh, Ettlingen, Germany
Printed and bound in Germany by Hago Druck & Medien, Karlsbad-Ittersbach



The authors gratefully acknowledge financial support from the Commission of
the European Communities, Agriculture and Fisheries (FAIR) specific RTD
programme, FAIR3-CT96-1794, ,Effects of the CAP-reform and possible further
development on organic farming in the EU*.

Johannes Michelsen, Ulrich Hamm?*, Els Wynen and Eva Roth

University of Southern Denmark
Department of Policy Studies
Niels Bohrs Vej 9

DK-6700 Esbjerg

Denmark

Tel: +45 65 50 41 61

Fax: +45 6550 10 91

E-mail: jm@sam.sdu.dk
http://www.sdu.dk/indexE.html

*University of Applied Sciences Neubrandenburg
Faculty of Agriculture and Landscape Architecture
Brodaer Strasse 2

D-17033 Neubrandenburg

Germany

Tel: +49 395 5693 209
Fax: +49 395 5693 299
E-mail: hamm@fh-nb.de

= This publication does not necessarily reflect the European
Commission’s views and in no way anticipates the Commission’s
future policy in this area. Its content is the sole responsibility of
the authors. The information contained herein, including any
expression of opinion and any projection or forecast, has been
obtained from or is based upon sources believed by the authors to
be reliable but is not guaranteed as to accuracy or completeness.
The information is supplied without obligation and on the
understanding that any person who acts upon it or otherwise



changes his/her position in reliance thereon does so entirely at
his/her own risk.



11
111
112
1.2
1.3
14

21
2.2
2.3
24

31
3.2
3.3
34

4.1
411
412
413
4.2
4.3
4.4

51

Table of Contents

Executive summary Fehler! Textmarke nicht definiert.
List of Tables vii
Country Abbreviations Xii
Introduction 1
Markets for organic products — theoretical considerations 1
Generic products and niche marketing 3
A marketing mix approach 4
Methodology and data quality 6
Other studies 8
Structure of the report 10
General characteristics of national markets for organic food 12
The national markets for organic food 12
The most important certified organic food products 16
Market shares and organic sector size 24
Summary 27
Place — Sales channels for organic food 28
Market structure 28
Domestic sales channels 30
International trade in organic food products 33
Summary 38
Product — Characteristics of organic food 39
Certification and labelling 40
Certification labels 40
Commercial labels 42
Importance of certification and commercial labels 43
Quality assessment of organic food 46
Degree of processing 49
Summary 51
Promotion of organic food 53
Retailers' sales arguments 53



5.2
53

6.1
6.2
6.3
6.4

7.1
7.2
7.3

8.1
8.2

821
8.2.2

8.2.3
8.3
8.4
8.5
8.6

9.1
9.2
9.3
10
11
12
13

Vi

Systematic promotion since 1993
Summary

Prices of organic food

Products sold as organic/non-organic
Price premiums to farmers

Price premiums paid by consumers
Summary

Markets for organic feed crops
Domestic markets

International feed trade

Summary

The long-term development of organic food markets
Professional marketing of organic food

Impact of EU and national regulations
on supply and demand of organic food

Influence of EC Reg. 2092/91 (certification)

Influence of EC Reg. 2078/92
(support for environmentally friendly farming)

Summing up influence of regulations on market development
Actors supporting the development of the organic food market
Driving forces in the national organic food markets
Bottlenecks in developing markets

Summary

Perspectives for developing organic food markets

Conditions for consolidating organic food markets

The European dimension

Some suggestions for developing organic food markets
References

Contributors — National experts

Key informants

Annex

a) Country specific reviews of national markets

for the five most important organic food products in 19971

b) Questions from the questionnaire completed by national experts

c) Supplementary tables

56
58
59
60
63
67
72
73
73
77
80
81
82

85
86

90

91

93

99
100
106
108
108
111
113
116
120
121
124

125
134
148



