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C ONTENT 

 

› 5 questions on consumers, orga nic a nd hea lth 

› Orga nic [a nd /  versus] functiona l food 
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W HY DO PEOPLE BUY ORG ANIC ?  

› ‘Hea lth’ ra nges a s a  ma jor motive in a  la rge number of consumer surveys  

 

(Bruhn, 2002; G uila bert &  W ood, 2012; Hughner, McDona gh, Prothero, 

Shultz, &  Sta nton, 2007; AC  Nielsen, 2005; Ma gnusson, Arvola , Hursti, Åberg, 

&  Sjodén, 2003; W ier, O´Doherty Jensen, Andersen, &  Millock, 2008; Za noli 

&  Na spetti, 2002) 
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(Hughner, McDona gh, 

Prothero, Shultz, &  

Sta nton, 2007) 
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ARE ORG ANIC  C ONSUMERS STATING  
THEIR ‘TRUE’ REASONS TO BUY?  
› A DK household pa nel da ta  a na lysis shows  
”even though households more often assign value to (and additionally 
assign highest values to) public good attributes, their actual propensity to 
purchase these goods is in fact strongly related to the extent to which they 
value private good attributes” (Wier et al. 2008) 
 
› An international survey analysis shows 
› ”There is no indication in this large data set that the preference for 

organic food is linked to selfish values. On the contrary, buying organic 
food is consistently and positively related to how strongly the consumer 
prioritizes universalism values” (Thøgersen, 2011) 
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ARE ORG ANIC  FOODS /  ORG ANIC  DIETS 
HEALTHIER?  

› “… litera ture la cks strong evidence 
tha t orga nic foods a re significa ntly 
more nutritious tha n conventiona l 
foods” (Smith-Spa ngler, et a l., 2012) 
 

› “… evidence is la cking for nutrition-
rela ted hea lth effects tha t result from 
the consumption of orga nica lly 
produced foodstuffs” (Da ngour et a l. 
2010) 
 

› … 

› “... C onsumption of orga nic foods ma y 
reduce exposures to pesticide residues a nd 
a ntibiotic-resista nt ba cteria ” (Smith-
Spa ngler, et a l., 2012)  

› ”… in orga nic produce the content of 
seconda ry meta bolites is 12% higher tha n 
in corresponding conventiona l sa mples” 
(Bra ndt et a l. 2011) 

› “… production of orga nic da iry products 
with different nutritiona l qua lities from 
conventiona l ones” (Pa lupi et a l., 2012) 

› (Ba ra nski et a l., 2014) => Ra ija  Ta hvonen 
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ARE ORG ANIC  C ONSUMERS MORE 
HEALTH-ORIENTED /  (LIVING ) HEALTHIER?  

 
› Hea lth consciousness, i.e. the a ttitude towa rds hea lthy ea ting, 
› ha s a  strong effect on the purcha se of orga nic products (Kriwy &  

Mecking, 2012) 
 

› (Kesse-G uyot et a l., 2013) => see Denis La iron 
 

› (Hoffma nn et a l. 2010) => see orga nicprints.org 
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W HAT DO ORG ANIC  C ONSUMERS MEAN 
W HEN THEY SAY ‘HEALTHY’?  

› C onsumers perceiving chemica ls to be risky ha ve been found to show a  
preference for na tura l food (Dickson-Spillma nn et a l., 2011)  
 

› Expression of modern hea lth worries (Devcich, Pedersen, &  Petrie, 2007) is 
rela ted to both sta ted preference for na tura l a nd orga nic food 

 

› A ha rmonious ba la nce if ‘unity with na ture’, a voiding ‘engineered food’ 
a nd ‘pollution’ (Luoma la  et a l., 2006) 
 

› “For hea vy buyers, this question [whether to buy due to hea lth or 
environmenta l rea sons] might be irreleva nt since both buying motives 
evolved from the sa me ideology” (Schifferstein &  Oude Ophuis, 1998)  
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ORG ANIC  MARKET DEVELOPMENT?  
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Organic unique 
selling point (USP): 
Healthy & 
Sustainable 

Functional food: 
Health 

Sustainable food: 
Sustainability 

Natural food, ‘Free from’-food, 
Traditional/ authentic food, …   
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ORG ANIC  MARKET DEVELOPMENT?  

“Two paradoxes become apparent:  

the health paradox and the price paradox.  

Consumers buy organic food primarily due to its perceived health benefits. This is 

interesting, as there has been no evidence that organic food is actually healthier” 

 
Hughner, R. S., McDonagh, P., Prothero, A., Shultz, C. J., & Stanton, J. (2007). Who are organic food 

consumers? A compilation and review of why people purchase organic food.  
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Aschema nn-W itzel, J.; Ma roscheck, N.; Ha mm, U. (2013). Are orga nic consumers preferring or a voiding 
foods with nutrition a nd hea lth cla ims?  Food Q ua lity a nd Preference 30, 68-76. 
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HOW  DO ORG ANIC  AND FUNC TIONAL 
FOODS (POTENTIALLY) RELATE?  

Fit well: 
 

› Purcha se is driven by simila r motive 
› (orga nic logo: ‘effective hea lth cla im’) 
› Both a re premium products 
› Simila r consumer segments interested 
› Trend groups such a s ‘LOHAs’ 

 
› Hea lth cla ims perceived more credible 

on hea lthy food ca tegories 
 
 

Fit badly: 
 

› Respective lifestyle driven by different 
va lues 

› No ‘hea lth cla im’ possible under the NHC  
regula tion 

› Underlying concept of science/ hea lth is 
incompa tible 

› Hea lth cla im products perceived a s less 
na tura l a nd ‘ta mpa red with’ 
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FUTURE ORG ANIC  SEC TOR RESPONSE 
TO FUNC TIONAL FOOD?  

› ‘Mimic and embrace’: Find a nd scientifica lly communica te evidence, 
develop orga nic functiona l food products 
 

› ‘Differentiate from’: Further develop a  different a pproa ch to hea lth, 
a ppea l to modern hea lth worries, communica te the ‘pla net hea lth’  
 

› ‘Segment and sub-brand’: Do both – a pply different stra tegies for different 
orga nic consumer ta rget groups (e.g. occa siona l, medium, regula r) 
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FOR MORE INFO 

 
 

http:/ / ba dm.a u.dk
/ ma pp/  
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