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» 5 questions on consumers, organic and health

» Organic [and / versus] functional food
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WHY DO PEOPLE BUY ORGANIC?

» ‘Health’ ranges asa major motive in a large number of consumer surveys

(Bruhn, 2002; Guilabert & Wood, 2012; Hughner, McDonagh, Prothero,
Shultz, & Stanton, 2007; AC Nielsen, 2005; Magnusson, Arvola, Hursti, Aberg,
& Sjodén, 2003; Wier, O 'Doherty Jensen, Andersen, & Millock, 2008; Zanoli
& Naspetti, 2002)
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Table 2. Themes identthed among buyers and
non-buyers of organic food

[. Consumers’ purchasing motives

Theme 1.
Theme 2.
Theme 3.
Theme 4.

Theme 5.
Theme 6.
Theme 7.
Theme 8.
Theme 9.
II. Deterrents
Theme 10.
Theme 11.

Theme 12.
Theme 13

Theme 14.
Theme 15.

Health and nutritional concern
Superior taste

Concern for the environment
Food safety, lack of confidence
in the conventional food industry
Concern over animal welfare
Support of local economy

More wholesome

Nostalgia

Fashionable/Curiosity

High price premiums

Lack of organic food availability,
poor merchandising

Skepticism of certification boards
and organic kabels

Insufficient marketing

Satisfaction with current food source
Sensory defects
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(Hughner, McDonagh,
Prothero, Shultz, &
Stanton, 2007)
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ARE ORGANIC CONSUMERS STATING
THEIR 'TRUE" REASONS TO BUY?

> A DK household panel data analysis shows

“even though households more often assign value to (and additionally
assign highest values to) public good attributes, their actual propensity to
purchase these goodsisin fact strongly related to the extent to which they
value pnvate good attributes”(\Wier et al. 2008)

> An international survey analysis shows

> "There Is no indication in thislarge 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
priontizes universalism values”(Thaggersen, 2011)
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ARE ORGANIC FOODS / ORGANIC DIETS
HEALTHIER?

v

“..literature lacks strong evidence “... Consumption of organic foods may
that organic foods are significantly reduce exposures to pesticide residues and
more nutritious than conventional antibiotic-resistant bacteria” (Smith-
foods” (Smith-Spangler, etal.,, 2012) Spangler, etal, 2012)
» "..in organic produce the content of

“..evidence is lacking for nutrition- secondary metabolites is 12% higher than
related health effects thatresultfrom in corresponding conventional samples”
the consumption of organically (Brandtetal.2011)

produced foodstuffs” (Dangouretal. » “..production of organic dairy products
2010) with different nutritional qualities from
conventional ones” (Palupi etal., 2012)
> (Baranskietal, 2014) => Raija Tahvonen

v
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ARE ORGANIC CONSUMERS MORE
HEALTH-ORIENTED / (LIVING) HEALTHIER?

> Health consciousness, i.e. the attitude towards healthy eating,
> has a strong effect on the purchase of organic products (Kriwy &
Mecking, 2012)

> (Kesse-Guyotetal, 2013) =>see Denis Lairon

> (Hoffmann etal. 2010) => see organicprints.org
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WHAT DO ORGANIC CONSUMERS MEAN
WHEN THEY SAY 'HEALTHY"?

> Consumers perceiving chemicals to be risky have been found to show a
preference for natural food (Dickson-Spillmann etal, 2011)

> Expression of modern health worries (Devcich, Pedersen, & Petrie, 2007) is
related to both stated preference for natural and organic food

> A harmonious balance if ‘unity with nature’, avoiding ‘engineered food’
and ‘pollution’ (Luomala etal., 2006)

» “For heavy buyers, this question [whether to buy due to health or
environmental reasons] might be irrelevant since both buying motives
evolved from the same ideology” (Schifferstein & Oude Ophuis, 1998)
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ORGANIC MARKET DEVELOPMENT?

Functional food:
Health

MAPP CENTRE FOR RESEARCH ON CUSTO
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Organic unique
selling point (USP):

» Healthy & «

Sustainable

)

I
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Sustainable food:
Sustainability

Natural food, ‘Fee from’-food,
Traditional/ authentic food, ...
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ORGANIC MARKET DEVELOPMENT?

“Two paradoxes become apparent.

the health paradox and the price paradox.
Consumers buy organic food primarily due to its perceived health benefits. Thisis

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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1. To what extent do consumers actually choose products with a claim?
Are organic consumers more / less inclined to choose a product with a claim?

Expectation 40% 60%
Conventional® _ 45% 55%
Organic _ 42% 58%
Converr;ggr;:;.'l'::laim- _ 49% 51%
orgnc clam- 7
0% 26% 40% EI‘JI% BDI% 1Dl|]%
= Choice of a product with a claim oChoice of a product without a claim

Aschemann-Witzel, J.;, Maroscheck, N, Hamm, U. (2013). Are organic consumers preferring or avoiding
foods with nutrition and health claims? Food Quality and Preference 30, 68-76.
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HOW DO ORGANIC AND FUNCTIONAL
FOODS (POTENTIALLY) RELATE?

At well: At badly:

> Purchase is driven by similar motive > Respective lifestyle driven by different

> (organic logo: ‘effective health claim’) values

> Both are premium products > No ‘health claim’ possible under the NHC
> Similar consumer segments interested regulation

> Trend groups such as ‘LOHAS’ > Underlying concept of science/health is

incompatible
Health claims perceived more credible > Health claim products perceived as less
on healthy food categories natural and ‘tampared with’

A%
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FUTURE ORGANIC SECTOR RESPONSE
TO FUNCTIONALFOOD?

» ‘Mimic and embrace’: Find and scientifically communicate evidence,
develop organic functional food products

» ‘Differentiate from’: Further develop a differentapproach to health,
appeal to modern health worries, communicate the ‘planet health’

» ‘Segment and sub-brand’: Do both —apply different strategies for different
organic consumer target groups (e.g. occasional, medium, regular)
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