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Organic market in Hungary

Why Hungary?
Hungary has an emerging organic market with numerous unexploited 
opportunities. The country offers exceptional conditions for organic 
production. It is GMO free. Many of its extensive fields are free from 
chemical pollution. The special characteristics of its climate and soils 
give a unique flavour and excellent nutritional value to its local agri-
cultural produce.

In Hungary more than 1500 enterprises produce approximately 100 
million euros’ equivalent of organically certified food every year on 
around 130 thousand hectares of land.
 
About 85 % of the total organic production is exported. The lion’s 
share of it leaves the country as raw material or as low added value 
bulk product.1

The estimates of ORA, ECOZEPT, BioVista (2008) state that the share 
of imports in Hungarian organic food consumption make up to about 
90% and this concerns primarily processed products.2

Unexploited market opportunities
Thus there is a significant gap in processing capacities in Hungary 
which might mean that there are important market opportunities for 
organic food processing companies.
This market opportunity is further enhanced by Hungary’s central 
geographical position and the large market potential of its sur-
rounding countries. The following table shows the market con-
centration of European countries with the highest revenues from or-
ganic products. Considering only the countries within a reasonable 
geographical distance (first and second neighbours) the cumulated 
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market share of the competitively accessible countries from Hungary 
makes up 51,6% of the total European market.3

Table 1. The European countries with the largest domestic con-
sumption of organic products and their cumulated share of the total 
organic market

Revenues from organic 
products, billion euros  

2010

Cumulated 
market 
share

Germany 6.0

72.2% for 
the top 5

France 3.4
United Kingdom 2.0
Italy 1.6
Switzerland 1.2
Austria 1.0
Spain 0.9
Sweden 0.8
Denmark 0.8
Netherlands 0.66
Belgium 0.4
Others 1.0
Total 19.6

Source: Tarnai after Lehota 2012 and FiBL & AMI 2012, based on 
national data sources.4

Willingness to pay more for organic
According to a study on organic and health food stores5, clients prefer 
products that contain organic raw materials, are free from additives 
and derive from controlled production. Their willingness to pay an 
extra price for these characteristics is 31-33% of the original product 
price. Hungarian consumers are willing to pay 23% extra price for 
products that are bought directly from the producer or contain only 
domestically produced ingredients.

Ökológiai Mezőgazdasági Kutatóintézet
Research Institute of Organic Agriculture | Forschungsinstitut für biologischen Landbau

P A R T N E R  O F  F I B L  S W I T Z E R L A N D

ÖMKi Ökológiai Mezõgazdasági Kutatóintézet (ÖMKi)
www.biokutatas.hu



According to a study on organic and health food stores,v clients
prefer products that contain organic raw materials, are free from
additives and derive from controlled production. Their willingness to
pay an extra price for these characteristics is 31-33% of the original
product price. Hungarian consumers are willing to pay 23% extra
price for products that are bought directly from the producer or
contain only domestically produced ingredients.

Source: Fürediné Kovács 2006, n=697

Motivating factors of consuming organic
In comparison with Western European countries, the Hungarian
consumers’ principal motivation for buying organic is health
consideration. Studies have shown that organic products are popular
due to being free from GMO, toxic chemicals, additives, artificial
flavourings and colourings, preservatives and because of their
supposed higher quality.vi Taste, nutritive value and price were

among the less important motivating factors, whereas protection of
the ecosystem plays a minimal role for most Hungarian consumers.

Factors that would increase organic consumption
The Hungarian consumers would increase their organic consumption
in case of

� a wider selection, more and better products, better
accessibility, more distribution channels, more stores where
one can buy organic,

� more information on the products and their health
implications,

� significantly lower prices,
� the presence of organic food in public catering.vii

Types of sales locations
According to estimates retail sales of organic products are dominated
by large food chains:i

Type Share
Malls, supermarkets 60%
Specialized stores 20%

On-line sales 6-7%
Farm sales 2-3%
Organic markets, fairs, events 6-10%
Source: Frühwald 2012

Source: Fürediné Kovács 2006, n=697

Motivating factors of consuming organic
In comparison with Western European countries, the Hungarian con-
sumers’ principal motivation for buying organic is health considera-
tion. Studies have shown that organic products are popular due to 
being free from GMO, toxic chemicals, additives, artificial flavourings 
and colourings, preservatives and because of their supposed higher 
quality.5 Taste, nutritive value and price were among the less impor-
tant motivating factors, whereas protection of the ecosystem plays a 
minimal role for most Hungarian consumers.

Factors that would increase organic consumption
The Hungarian consumers would increase their organic consumption 
in case of
• a wider selection, more and better products, better accessibility, 

more distribution channels, more stores where one can buy or-
ganic,

• more information on the products and their health implications,
• significantly lower prices,
• the presence of organic food in public catering.6
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Types of sales locations
According to estimates retail sales of organic products are dominated 
by large food chains:7

Type Share
Malls, supermarkets 60%
Specialized stores 20%
On-line sales 6-7%
Farm sales 2-3%
Organic markets, fairs, events 6-10%

Source: Frühwald 2012
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