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contain fewer additives than conventional products. Therefore consumers consider
organic products first of all more natural and healthier (Figure 1). Research in other
countries has shown the similar motivation ( Ekelund, 2005; Midmore et al., 2006;
Sylvander, Martine, 2006).
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Figure 1: Main motives for organic product buying of the Estonian consumers

First of all consumers want to buy organic vegetables (75% of respondents), fruits
(72%), milk products (60%), honey (58%), meat products (57%), bakery products
(54%) and herbs (44%).

Most of the consumers (44%) prefer to buy organic food from supermarkets but 23%
are also ready to purchase directly from farms and 18% from markets. Unfortunately,
in the current situation in Estonian supermarkets the choice of organic products is very
limited because organic processing is poorly developed. Direct marketing from farms
is highly dominating. The key issues for the Estonian organic market are the
development of organic processing and consumers' awareness.
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