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What motivates consumers to purchase organic

• Health concern 

• (Perception of) quality and taste

• Environmental and ecological motives
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• Locality

• Shopping environment

Drivers of willingness to pay for organic food 
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Motives for buying heirloom vegetable varieties

• taste and

• potential health-promoting properties
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egoistic-hedonic (taste, nutritional value, health) 

                                        higher than

altruistic motives (environment, ecology, societal benefits)

Motives for buying local food
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Communication Challenges

The differentiation of 
varieties should rather be 
mediated on the basis of 

taste, appearance and 
consistency.

Consumer-citizens  do not make a direct 
connection between CULTIVATED DIVERSITY 

and the food they eat



5



Communication Challenges

Consumer-citizens have highest 
chance of eating a new species or 
variety that they had not known 
before when going to a farmers’ 
market, eating at a restaurant or 

buying a vegetable box. 

Consumers are rarely aware of the difference 
between species and variety and, because of 
this, communicating about genetic diversity is 
very challenging
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Communication Challenges

When communicating about 
cultivated diversity, basic 

information (e.g., “What is a 
variety/cultivar?”) should be 

included

Complexity and multidimensionality of the topic 
(species diversity, genetic diversity, cultivar type, 
newly developed cultivars vs landraces, different 
breeding approaches for Organic Varieties/Organic 
Heterogeneous Material/organic pure lines, Organic 
Plant Breeding vs Breeding for Organic concepts, 
breeding vs seed production);
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Communication Challenges

Explain clearly how organic 
breeding is an enabler for organic 
farming in general, allowing it to 
reach its full potential, and to 
better achieve its sustainability 
goals in practice.
Promote the concept "to each land 
its seed, to each seed its land".

The topic of seed/breeding difficult to separate from 
related topics
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>>climate change adaptation
>> local production



Communication Challenges

Use positively framed messages>> 
This approach should be well 
balance in order to avoid to loose 
credibility 

Promote the concept of organic right 
from the start

Consumer expectation vs actual sector situation
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