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QUALITY, SAFETY AND CONSUMER BEHAVIOUR
TOWARDS ORGANIC FOOD
IN GERMANY AND PORTUGAL

ABSTRACT

The goal of this paper is to compare Portuguese@arman consumer behaviour
towards Organic Food Products (OFP). For this mepan extensive literature review on
quality and food safety of organic food productsswarried out and a consumer survey
was implemented, with data collected by means ogreal interviews in the capital cities
of the two countries. The data was analysed usasgriptive statistics and a comparison
of Portuguese and German consumers was made vdtinelp of chi-square tests and
ANOVA. The results show positive consumer attitudesvards OFP. However, its
consumption is much lower than could be expectenh fthese attitudes. Intentions to buy
OFP are quite high, suggesting that these produigkt obtain a substantial market share
in the future. This is an encouraging sign for pextive producers of OFP, who might
compensate the likely increase in unitary productemsts with an increase in total
production.

The study presented in this paper is the resudtrelsearch project supported by the
programme “CRUP - Accbes Integradas Luso Alemas42@ Portugal and by the
programme “Des Projektbezogenen PersonenaustayBéi’) 2004 mit Portugal” in

Germany.

Key-words: Organic food products, consumer behaviour, Germiastugal.
JEL Classification: M31, Q13, Q56, 112



1. INTRODUCTION

Due to increasing consumer dissatisfaction withveational food and increasing
environmental concerns about intensive productioocgsses in the last few years,
consumer behaviour towards organic products hesctgtl growing research attention.

Germany and Portugal are, respectively, the biggedtthe smallest producers of
OFP in Europe. In spite of the fast evolution ajasric farming in Portugal in the last 10
years, there are still substantial differences betwthe two countries. In Germany, a
bigger usable agricultural area is organically fednand the proportion of agriculture
companies working organically is considerably higHa Portugal, the area organically
cultivated is growing, with olive groves and cesehéving the highest proportion of land.
An increasing amount of organic foods is sold bydfeetailing in both countries but the
assortment of organic products and their marketesl& higher in Germany than in
Portugal (15% in Germany versus 2% in Portugal).

Four main factors may have contributed to the dgnoot the OFP markets in
Portugal and Germany: 1) an increasing level ofsaarer knowledge about OFP, in
parallel with increasing dissatisfaction with contrenal food and environmental
concerns; 2) higher levels of consumer trust indbganic origin and in the certification
labels of the products; 3) increasing demand of (@&SPecially due to the recent European
food crisis and scandals; and 4) the involvemenbigffood retailers in OFP is another
factor that can explain an increasing proportioroganic foods in the total amount of
food consumption in both countries.

The present paper reports research carried outrumdalateral project of the
University of Evora and the University of Humboldthe aim of the research was to
analyse the state of the art concerning the stidyr® and to compare the current status
of consumer behaviour towards organic food in tbeluese and the German markets.
Additionally, the study analysed and compared coreuperceptions and evaluations of
quality and safety in OFP, particularly in fruit®getables and meat.

The structure of the paper is as follows: the sedtnat follows presents a literature
review on the issues of quality, safety and consubehaviour towards organic food
products, after which a brief description of thervey method and some sample

characteristics are provided; following this, tlesults of the analysis are presented. In the



final section, the more relevant conclusions of teeidy and some marketing

recommendations are discussed.

2. LITERATURE REVIEW

Literature concerning research on organic food pectsl was obtained from a
number of different sources. The first source dbrimation was research undertaken by
national public bodies, stakeholder organizatiomsl aacademic institutions, which
included market research and academic researchcdnd source of information was the
reports from government funded research. Finatigividual country contributions to EU-
wide research projects also contained relevantmabte

In literature, there are several studies compadrganically and conventionally
produced food products. Different research methmgles such as market oriented supply
studies, surveys, consumers sensory panels andatiolh tests have been applied to
compare the two types of foodstuffs (e.g. Vetterletl987; Finesilver, Johns and Hill,
1989; Lampkin, 1990; Woese, Lange, Boess, and Bt@®7; Saffron, 1998; Heaton,
2001; Bourn and Prescott, 2002; Williams, 2002,edol et al, 2002; AFSSA, 2003; Bruce
and Lindskog, 2003). However, the results of redeare ambiguous in what respects the
eventual advantages of OFP. It is important toceothat the conclusions of the reviewed
studies are hard to compare, partly because théeuai samples for each crop was not
large enough, partly because different methods weed in different studies. Additionally,
so many factors play a role in determining the @afar consumers of organic food
products that it is often difficult to evaluate timaportance of each of these factors.

Specifically concerning the quality of conventibpeoducts and OFP, Finesilver et
al (1989), Woese et al (1997), Worthington (199Bj)uns@ and Grunert (2002) and
Midmore et al (2005), review different studies. pigs difficulties in the compilation and
generalization of results, some differences in iguabetween conventionally and
organically produced foodstuffs were revealed. eDtprevious reviews, most notably
Woese et al (1997), Worthington (1998 and 2001y,ebi2000), Brandt and Molgaard
(2001) and Williams et al (2000) have been incasigke or very cautious in their
conclusions, pointing out the poor quality and wi@eiation in the evidence that organic

food is better than conventional food.



Several studies have dealt with consumer attitboards OFP and, in a broader
sense, towards safety and quality in food. Thom{4888) provides a detailed review of
U.S. research on consumer demand for organic fariaama Midmore et al. (2005) do the
same in a European context. Several studies adedtlthat the majority of consumers
prefer OFP and have an increasing interest inkielgithd, 1989; Wilkins and Hillers, 1994;
Wandel and Bugge, 1997; Bruns@ and Grunert, 200Bhsumers also have positive
beliefs about OFP (Grankvist and Biel, 2001) aralithage of OFP is generally positive,
due to their perceived health value, safety andrahltiess (Beharrell and Macfie, 1991;
Tregear et al., 1994; Thompson and Kidwell, 1998;eGal., 2000; Bruhn, 2001; ZMP,
2001; ZMP, 2002; Zanoli and Nasppetti, 2002; Riectjua004; Zanoli and Nasppetti,
2004; Spiller and Luth, 2004; Luth et al., 2005nd& 2005). Also Magnusson (2004)
concluded that the most common beliefs associatiéldl @FP are that they are 'more
expensive' and 'healthier.'

Nevertheless, the proportion of regular purchade®EP is low (Alvensleben,
1998; Grankvist and Biel, 2001; Grunert and Kristam 1995; Roddy et al., 1996; Wandel
and Bugge, 1997). Also Magnusson (2004) found, tinaspite of the positive attitudes
towards OFP, only a few consumers purchase theolaidg Some studies revealed that
these discrepancies between preferences and bahawight be explained by the higher
prices of OFP (Alvensleben and Altmann, 1987; Grumad Kristensen, 1995; Jolly,
1991; Mathisson and Schollin, 1994; Roddy et &96L Tregear et al., 1994) and by their
limited availability (Jolly, 1991; Mathisson andt&dlin, 1994; Roddy et al., 1996; Tregear
et al., 1994; Wandel and Bugge, 1997). Consumesfaetion with conventional foods can
be another reason for the non-consumption of OFkel(@Ed, 1989; Mathisson and
Schollin, 1994).

Williams et al. (2000) found that consumers beliévat OFP have better sensory
attributes. However, research involving a sensaniyep of trained consumers recognized
little taste advantage in OFP (Haglund, 1998). Nk Jonsall’s (2000) study find any
perceived sensory superiority in OFP. Johanssoralet(1999) concluded that the
information that a product is organically producediuces consumers’ preferences.
However, it has also been found that there aretmmg correlations between consumer
positive beliefs about and the choice of OFP, drad the organic label is not a salient

choice cue for all types of food products (Graskand Biel, 2001).



Wier et al. (2005) investigated the organic foodkats in two European countries,
Great Britain and Denmark, identifying their maiffefences and similarities. The focus
was on consumer preferences and priorities, laigelichemes, and supply and sales
channels as a basis for assessing market stadmldyprospects for future growth. Results
showed that consumer confidence is sustained bgnargabelling schemes and that
organic food purchase decisions are primarily nadéd by ‘private good’ attributes such
as freshness, taste and health benefits. Attribateh as environmental protection, animal
welfare, small-scale production and local supplg kess important for the majority of
consumers.

Torjusen et al. (2001) studying the OFP decisiokinta process found that
frequent buyers are more concerned with OFP chaisiits, search for more information
and think more about their choice than less fregbelyers. Regarding the motives for
purchasing OFP, Schifferstein and Ophuis (1998)clemied that health is a more
important motive for occasional consumers thanhiesvy consumers. Heavy consumers
purchase OFP for health as well as environmengasloes. Magnusson (2004) concurred,
stating that the consumer’s decision -making folPQ§& mostly based on the perceived
consequences of OFP on human health and on thecpoot of the environment. However,
in this study, perceived positive health conseqesrappeared to be a stronger motive for
purchasing OFP than the environmental benefits.

Furthermore, the literature indicates a large grotimccasional consumers who
only buy small amounts of organic products per pase. Several studies (ZMP, 2001;
Enneking, 2003; Michels et al., 2003) compared éhescasional consumers with heavy
buyers and, particularly, with those who prefebtry in organic food shops. Overall, these
studies indicate that this consumer group largeiyesponds to the average household
with respect to socio-demographics as well as ¢tady patterns. Nevertheless, the group
can clearly be distinguished from customers of vigéood shops (Michels et al., 2003).

Those studies revealed the following purchasingepad of occasional buyers: 1)
they are motivated more by hedonistic (i.e. taate) health reasons, while regular buyers
stress more the positive environmental effects@atsd with organic food production; 2)
they show a clear preference for buying in supeketaras opposed to buying in organic or
health food shops; 3) they are less knowledgedideitaOFP market characteristics such

as certification labels, specific organic brandsappropriate shopping locations; 4) they



are generally younger than regular buyers; 5) wheg buy OFP, they buy cereals, fruits
and vegetables, while regular buyers predominaitbose organic dairy products or meat
and; 6) they show less willingness to pay a pricempum for OFP and show little
knowledge about prices (overestimation of orgaoidf prices) (ZMP, 2001; Enneking,
2003; Michels et al., 2003).

Finally, concerning the OFP perceived value; sdvexadies may be referred to.
Huang (1996) and Thompson and Kidwell (1998) armalysonsumer preferences for
organic farming in relation to their willingness tccept sensory defects and Van
Ravenswaay and Blend (1999) discussed purchasalplitibs and demand functions for
regular, eco-labelled, and unlabelled apples. Sother studies accessed consumers’
willingness to pay a price premium for organic afesproducts (Weaver et al. 1992; Ott,
1990; Govindasamy and lItalia, 1999; Underhill amgLEroa, 1996Zanetti, 1998; Boland
et al. 1999; Gil et al., 2000; Loureiro and Hiné02).

3. RESEARCH METHODS

To reach the defined goals for the study, the rebehad two phases: an initial
gualitative, exploratory phase, followed by a qitative survey implemented in Portugal
and Germany. First, to obtain comprehensive inftionaabout the production and
commercialization of organic food products and abactual consumption preferences,
qualitative interviews with experts in the field meconducted. Information about quality
and safety of OFP was also explored in these i@s: The interviewees were retall
managers of organic food products and food reseeschrhe review of literature, together
with the results of the exploratory study, allowth@ design of the questionnaire to be

applied to the consumer.

3.1. Questionnaire Design

The questionnaire was written in Portuguese afddamman and included 25 main
guestions. The first four questions aimed at thasttaction of the sample. Then
respondents were asked, using a Likert scale, athmit beliefs relating to organic
products, and using an importance scale, abouintipertance of different sources of

information to the formation of those beliefs. Rasgpents were than asked about their



consumption behaviour relating to organic productgeneral, and to specific categories
of products (e.g., milk and dairy, meat, fruitsheTrespondents who were buyers of
organic products were asked about their buyingepattand about the importance of outlet
and product attributes for their buying-decisiomddiionally, the non-buyers were asked
about the reasons for this particular behaviour.

Attitudes towards organic products were measurddgusnvo different Likert
scales. The first scale, with 8 items, measured aftikudes indirectly, by examining
attitudes towards consumers of organic products thedsecond scale, with 9 items,
measured the attitudes directly related to organiciucts. After this, the non-consumers
were asked about their intentions with regard ®rtfuture behaviour concerning organic
products and their willingness to pay for differeategories of organic food products.

In order to further characterize OFP consumersthadactors that may influence
behaviour, respondents’ attitudes to the envirorimesre also measured using a Likert
scale of 7 statements related with protection efghvironment. Finally, the questionnaire
included an additional 4 socio-demographic questitihat allowed a more complete
characterisation of the sample and the identificataind profiling of consumer segments
with different behaviours, attitudes and prefersn@tating to organic products.

Due to the extension and complexity of the questhne, the survey was
conducted through face-to-face interviews with thepport of show cards. The
guestionnaire was first pre-tested with a small bemof food consumers and, after
revision, on a wider scale. Forty questionnairesevapplied in all age groups defined for
the sample. The objective of the pre-test was yoout the questionnaire both with

respondents and interviewers.

3.2. Sample

The information was collected through personal rinésvs during spring and
summer of 2005; 419 interviews was conducted, atw214 were in Lisbon and 205 in
Berlin. The data was collected in Lisbon and Beslimce the area of the study had to be
restricted and it was considered that in the twpitah cities, which are the two main
markets for OFP in each country, it would be pdssito reach a wider range of

respondents.



Therefore, the population under study was the lishod Berlin residents, who
conceded a certain amount of knowledge about orgpmdducts. A quota sampling
procedure was implemented, with gender and ageoatot variables. Two separate
samples were designed for Berlin and Lisbon (TdbleRespondents from all the main
districts in the two cities were included in thengde.

Table 1 — Berlin and Lisbon Samples: Age Group Disibution

Berlin Lisbon
Gender 18-34 | 35-49 | 50-65 +65 Total | 18-34 | 35-49 | 50-65 +65 Total
Male 27 32 25 15 99 35 26 25 15 100
Female 26 30 26 24 106 34 28 28 23 114
Total 53 62 51 39 205 69 54 53 38 214

4. EMPIRICAL RESULTS

The questionnaire data was coded and introduce8HB8S version 13. Three
different databases were assembled: one for Lisbespondents, one for Berlin
respondents and a third that combined all the redgrats. The data analysis consisted of
descriptive statistics (frequencies, mean, anddsiah deviation) of all the variables
measured in the questionnaires and a comparis@eghan and Portuguese consumers.
Significant differences (p<.05) between the twordaes were analysed with the help of
cross-tabulations and chi-square tests for the mamariables and ANOVA for the metric
variables.

The Lisbon and Berlin respondents were found tedyg different with regard to
their knowledge, behaviour, attitudes and prefezsmnelating to organic products. When
the two groups of consumers were compared, sigmificlifferences at the 5% level of
significance were found in 109 of the 155 variahlader analysis (70.3%). If a 10% level

of significance is admitted, this percentage risespproximately 75%.

4.1 Socio-Demographic Profile
Concerning the socio-demographic profiles of the tgroups of respondents,
significant differences in gender and age were foohd between the two cities, the

frequencies of distribution of the different grougggresponding to the ones established in



the sample design. Additionally, there was no gigamt difference in the declared social
class: 56% of Berlin respondents and 61% of Lisbespondents stated that they were
middle class and an additional 21% and 16%, res@dgt of lower middle class.

However, significant differences between the respots of the two cities were
found in the declared household income, family simd level of education. With respect
to the level of education, it can be said that @rlid there is a much higher percentage of
respondents with a craft certificate (bachelor deythan in Lisbon, whereas in Lisbon
there is a much higher percentage of respondenitisonly CSE or high school certificate.
The figures clearly reflect the different educatigystems of the two countries and a
slightly inferior level of formal education amoniget Lisbon respondents. It is also worth
noting that 38% of respondents stated that theyahawliversity degree. This percentage is
far above the Portuguese average, which might piieed by two factors: firstly, in the
capital the proportion of residents with a univigrslegree is considerably higher than in
the country as whole; secondly, it is only natuttaht people with higher levels of
education have a greater knowledge of organic fpramlucts, a condition true of the
population under study.

Respecting household income, the Lisbon respondieatared a higher net income
(on average 1500€) than the Berlin respondents al@rage, approximately, 1300€).
However, because the Lisbon respondents live inifeigntly bigger households, the per

capita income is, probably, not very differenthie two samples.

4.2 Knowledge about OFP

Concerning the declared knowledge about organia fpooducts, significant
differences were found between the two cities. Tiegority of respondents declared
average knowledge about this type of product. H@anethis percentage is much higher in
Lisbon (74.8%) than in Berlin (52.7%). Conversehg percentage of respondents with a
low declared knowledge of organic products is higiheBerlin (36.1%) than in Lisbon
(17.3%). Yet, it is also in Berlin that a biggeoportion of respondents stated that they
had considerable knowledge about organic produttts 2% versus 7.9% in Lisbon.

Regarding the beliefs about organic products, ned@ots from the two cities show
significant differences for five out of the six nseiaed beliefs. For the whole sample,

organic food products are, in decreasing ordemgfortance: products without chemical
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additives (mean 4.34); products with an officialrtiéeate (3.94); products without
preserving additives (3.81); natural or organiceldad (3.32); wholesome products (2.72)
and from the farm (2.49) (Figure 1). However, th@t®guese consumers tend to agree
significantly more strongly than the Germans tha@faaic products are products without
chemical additives and are labelled natural or migaOn the other hand, German
respondents associate organic products with aniaffseal more than do the Portuguese
and disagree less strongly that organic produetgperduced in farms and are wholesome

products.

Figure 1 — Beliefs Relating to Organic Food Produst(mean scores)

¢) without chemical additives
f) with official seal &

e) without preserving adds [ H Total
b) natural or organic labelled [ B Portugal
d) wholesome products B Germany

a) from the farm k&

With respect to the importance of information segrcfor organic product
knowledge, none of the listed sources was congidezey important (all means were less
than 4). Nevertheless, the experts (mean 3.56) tlaee most important source of
information, followed by friends and family (3.19dvertisements and events (2.82) and
information on outlets (2.72). Consequently, it daam concluded that the information
sources out of the control of the firms are mor@onant in building consumer beliefs
than are the traditional marketing communicatiarigo

Once again, Portuguese and German consumers aiécsigtly different in the
importance they attach to the different informatsmurces. Germans value relatively more
than the Portuguese experts’ opinions and poirsiatd- information and the Portuguese

find the information they get from advertising margortant than do the Germans.
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4.3 Attitudes towards OFP

Moving now to attitudes towards organic productgyfe 2), it can be said that
respondents have a very positive attitude to tyje tof product. Respondents strongly
agree that organic products are good for healtra(e41), that they are of better quality
(4.15), tastier (3.63), and without adverse eff¢8td3). People also tend to disagree with
the negative statements about organic productspdRdents do no think that organic
products are a fraud (mean 1.78), inferior to cotieeal foods (1.82), or a temporary
fashion (2.41). However, they do think that theg amore expensive (4.47) and less

attractive than conventional foods (2.86).

Figure 2 — Attitudes Towards Organic Food Productgmean scores)

f) more expensive
a) good for health
b) better quality | resreorssrrrrrerer s ————— e

d) tastier

i HE Total
h) without adverse effects o |
g)more attractive ortugal
B Germany

i) temporary fashion
e) inferior to conventional foods
¢) cheating

1 2 3 4 5

Additionally, respondents are of the opinion thahsumers of organic products
care about their health (mean 4.38), are demandamgumers (4.01), care about the
environment (3.73) and are well informed consum@$8). People also think that
consumers of organic food products have high inco(8e18) but they tend o disagree that
those consumers are led by a trend (2.85), dooherate conventional foods (2.73) or have
health problems (2.85).

Portuguese and German consumers also showed signifdifferences in their
attitudes towards organic food products and conssin@erman consumers disagree more
strongly than the Portuguese that organic prodatsa temporary fashion but they also

judge the appearance of organic products worse tthafPortuguese. On the other hand,
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Portuguese consumers agree relatively more strahgly the Germans that organic food
products are good for health, are of better quadibd are tastier. They also disagree more
strongly than the Germans that organic food pradact a fraud.

Moreover, Portuguese consumers tend to agree nwamegl/ than the Germans
that consumers of organic food products care abmit health and are demanding and
well informed consumers. Additionally, German resgents agree relatively more
strongly than the Portuguese that organic food wmess have high incomes and do not

tolerate conventional foods.

4.4 Consumption and Buying Behaviour

With respect to consumption and buying behaviducan be said that 83.9 % of
respondents declared to have consumed organic fwoducts. This percentage is
significantly higher in Germany (89.3%) than in ®egal (79%). Moreover, the percentage
of habitual consumers of organic food productsis® aignificantly higher in Germany
(27.4%) than in Portugal (20.1%). On the other hamel Portuguese consumers of organic
food products tend to state significantly more @rextly than the Germans that there are
other organic food consumers in their household2@2versus 67.4%).

On average, consumers of organic food productsi@rexclusive consumers, and
a small proportion of the total amount of food aemgtion is organic (on average less than
25% of the food consumed is organic). This proparis higher for fruits and vegetables,
eggs and olive oil (more than 25% but less than)5&86 lower for rice, pasta and wine
(less than 10%). Grain, bread, milk, dairy produamney, jam and poultry and other meats
lie between these two extremes. The proportion ted Portuguese that declared
consumption of organic fruits, vegetables, hona,jolive oil and wine is significantly
higher than that of the Germans. However, Germamswners eat significantly more
organic grain, bread, rice, pasta, eggs, milk and/groduce than the Portuguese.

Approximately 76% of the respondents stated thaty tbought organic food
products. Again, this proportion is significantligher in Germany (87%) than in Portugal
(66%). On average, buyers spend less than 50€ pethnon organic food products.
German buyers spend significantly more money oamcgfood products than Portuguese

buyers, but still, on average, the amount spelessis than 50€ per month.
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The majority of respondents buy organic food praslu speciality shops (52% of
the buyers), followed by from the producer (37.4%)permarkets (37.3%), traditional
grocers (31.2%), hypermarkets (29%), health foampsh(26%), herb shops (17.5%) and
pharmacies (6.2%).

When compared with the Portuguese, German buyersofganic food products
significantly more from speciality shops (65.7% 4$3%), the supermarkets (50% vs
21.3%), the traditional grocers (44.8% vs 14.0%)lth shops (32% vs 18.4%) and herb
shops (20.9% vs 13.2%). On the other hand, a signily higher proportion of
Portuguese buyers stated that they bought orgaod products from hypermarkets
(62.5% vs 2.3%). These figures reflect both théed#hces in total consumption of OFP
and in the structure of the organic food distribatchains in the two countries.

Concerning attribute importance for outlet choi€éggre 3) the most important
attribute is the price/quality ratio of the produ¢mean 4.27), followed by availability of
the desired products (3.94), range of products4j3@utlet location (3.62), opening hours
(3.36), prices (3.25), customer care (3.17), shuppmonvenience (3.16), price offers
(2.93), payment with credit card (2.59), and peasoelationship with the owner (2.04).

Figure 3 — Attribute Importance for Outlet Choice (mean scores)

K) credit card

J) sells what | want e o

i) CUStomer Care [ SR rrrrreren

h) knowing the owner =

g) cheap £

0 off H Total
) offers | B Portugal
e) range Of prOdUCtS e A A F S S E IS LIRS R D Germany

d) can buy all products

c¢) opening hours §

b) pI‘OXImIty A A LSS LLLLLLLS . .

a) Price/quality

2,5 3 3,5 4 4,5

German and Portuguese respondents differ signtfican the importance they
attach to the various attributes that form the $&mi choosing their food outlet. Therefore,
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the price-quality ratio and outlet location arengdiigantly more important for German

consumers than for Portuguese consumers, whilepgigpponvenience, range of products,
price, customer care, and personal relationshif whe owner is more important for

Portuguese respondents.

Moving now to attribute importance for OFP buyidegeision (Figure 4), flavour is
the most important attribute with a mean of 4.4lofeed by the absence of additives
(4.19), environmentally friendly production (4.0®fficial certification (3.78), nutritional
value (3.89), price (3.77), appearance (3.19), yictdn region (2.96), and brand (2.01).
German and Portuguese consumers attach signiffcdiffiérent importance to six of these
nine attributes. Therefore, the absence of additittee nutritional value and the official
certification of organic food products is signiftly more important for the buying-
decision of Portuguese buyers than for German Buyehile price and region of

production are significantly more important for tBermans than for the Portuguese.

Figure 4 — Attribute Importance for Buying Organic Products (mean scores)

b) flavour

&) without additives o e sy

o) environmentally friendly by

B Uit ValUe oy m Total
) official seal b 0 Portugal
@ Germany

d) appearance

h) area of production |0 — L

c¢) brand

4.5 The Non-Buyers of OFP
The non-buyers of organic food products were asisalit the reasons that could

explain their behaviour (Figure 5). The higher erf the organic food products is the
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reason that best explains this behaviour (mean).3'B& difficulty in finding organic
products (3.38) and the fact that they are unaviailan the respondents’ usual food outlet
(3.33) are also relatively important for respondeithese reasons are followed by the fact
that some of the non-buyers do not think that agand conventional food products are
any different (2.72), think that the products ariallt to preserve (2.67), do not know
where to buy these products (2.65), and do nottlike appearance (2.33).

The Portuguese and German respondents also mentibifierent reasons for not
buying organic food products. German non-buyerseegmore strongly than the
Portuguese that it is because of the higher pricerganic products and because they do
not see any differences between OFP and convehfmod Portuguese non-buyers agree
significantly more strongly than the Germans thayt do not buy organic products

because they are difficult to find and they areallgunot available in their food outlet.

Figure 5 — Reasons for Non-Buying of Organic produs (mean scores)

a) highprice fpeo o

b) difficult to find

¢) unavailable in my outlet

| Total
e) see nodifferences I e
................................................... a Portugal
9) difficult to preserve b | Germany

d) don’t know w here to buy

f) appearance

Non-consumers of organic food products were ald@®ds series of questions
about their future intentions concerning organiodigroducts. 29% of respondents agreed
that consuming organic products would be a goo@rapce, 50.6% declared that it would
probably be so, 17.7% did not know, and only 2.58d st would not be a good

experience. The proportion of Portuguese resposdtrat said yes was much higher
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(44.4%) than the proportion of Germans (8.8%). Acminigher proportion of German
respondents declared that they did not know (2%4%.9%) or no (5.9% vs 0%).

Approximately 67% of the non-consumers acknowleddfeat they had seen
organic food products for sale. Again, this projortis much higher among the German
respondents (90.5%) than among the Portuguesengspis (54.8%). Moreover, 25.6% of
the non-consumers declared that they would buynicgdbod products if they were
available in their food outlet, 29.5% said thatytiobably would, 26.9% declared that
they did not know, and 17.9% said they would note Tpercentage of Portuguese
respondents that said that they would or probalduldvbuy OFP under this condition is
much higher than the proportion of Germans (84.5%%.2%).

Finally, non-consumers were asked if in the futimey intended to look for and to
buy organic food products; 24.4% of respondentd saey did, 43.6% said that they
probably did, 28.2% said that they did not know antly 3.8% declared they didn’t. The
major difference between Portuguese and GermarunmTs is in the proportion of people
that said yes (31.1% vs 15.2%) and that declaraikiiey did not know (17.8% vs 42.4%).

4.6 Willingness-to-Pay for OFP

Respondents were also asked about their willingteepay for different categories
of organic food products in a scale of percentdgaarease in the price (1. zero WTO, 2:
until 10% more; 3: between 11% and 25% more; 4véen 26% and 50% more; 5: more
than 50%). The willingness-to-pay for organic fsuind vegetables was the highest;
respondents were willing to pay between 11 % an&o2%ore for these products (mean
2.39). The second highest was eggs (2.38), follolyeg@oultry (2.33), other meat (2.31),
milk and dairy produce (2.22), olive oil (2.19),agr and bread (2.05), honey and jam
(1.90), rice and pasta (1.77), and wine (1.69)cdh be added that, in general, the
willingness-to-pay for organic products is sigraintly higher among Portuguese
respondents than among German respondents. Theegogptions are milk and dairy
produce and poultry, for which significant diffecms were not found, and eggs, for which

the willingness to pay of the Germans is highenttinat of the Portuguese.
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4.7 Attitudes towards the Environment

Finally, the respondent’s attitudes towards therenment were evaluated with the
help of a Likert scale (Figure 6). Respondents tiendgree strongly with the statements
that reflect the negative impact of human civiliaaton the environment and they try to
act coherently with their opinions, buying recyclgdoducts, separating waste and
supporting actions for the protection of the enwment. German and Portuguese
respondents hold significantly different attitudes/ards environment. It can be said that,
in general, Portuguese respondents tend to agtagvedy more strongly with all the
statements in the scale. Only in the statementtahewseparation of waste do the German

consumers have a significantly higher mean tharPtiveuguese.

Figure 6 — Attitudes towards Environment(mean scores)

d) irreversible env. destruction I )

a) civilization is destroying the env. | 3
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5. CONCLUSIONS AND RECOMMENDATIONS

OFP and organic farming are very relevant botlpfoducers and consumers, since
they have the potential to aid in the solution ofaage of problems related to food
production, consumer’s safety and quality conceemsjronmental sustainability, animal
welfare, and rural development. Also, OFP are béegna major opportunity for food

producers in Europe, due to a growing consumerdstefor certified organic products.
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This is a precondition for developing a market doganic food and as a consequence to
raise farmers’ income.

The consumer survey described in the present pepefirmed past research,
showing that consumers in both countries underystodsidered they had relatively good
knowledge of OFP and that they would continue tll lpmsitive attitudes towards these
products. For the respondents, the absence of chkeatdditives and certification are the
attributes that best define OFP. Additionally,p@sdents perceive OFP as being healthy
and of good quality. OFP perceived taste supeyigsitalso important for consumers, but
the respondents strongly perceive OFP as being expensive than conventional food
products. Moreover, respondents are of the opitihat OFP consumers are health and
environmentally conscious people, as well as bdemmanding consumers with relatively
higher incomes.

Given the good image of OFP in both markets, tleglared consumption is much
lower than could be expected. The majority of reslemts stated that they consumed
organic products but most of them also eat conweati food products and are light
consumers and buyers of this type of product. TR® Ghare of the total amount of food
consumed is quite low in both samples. Therefdre&an be stated that the marketing
strategies for OFP should aim at increasing thguieacy of the purchases and the amount
of OFP bought per purchase by existing consumatiser than focusing at increasing the
number of consumers.

From the survey results, it can also be concludest fresh OFP are more
successful in the markets than transformed OFPs Tdaut may be explained by factors
relating to both demand and supply. On the one hprabably consumers have worst
quality perceptions of transformed OFP and theyadiovalue as much the OFP attributes
in this type of product. On the other hand, dueeithnological barriers and the higher
increase in the costs of production, the supplyarisformed OFP is also much lower than
for fresh OFP.

Respondents give as their main explanation fomthreconsumption of OFP their
higher price and reduced availability in the shapther than negative opinions about OFP
attributes. Therefore, intentions to buy OFP arngedugh (but not very strong), suggesting

that these products might still obtain a substhmtiarket share in the future. This is an
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encouraging sign for prospective producers of OFR9 might compensate the likely
increase in unitary production costs with increasdstal production.

However, the willingness-to-pay for different catdgs of OFP was, on average,
relatively low. Generally, it can be said that theclared willingness-to-pay is higher for
fresh organic products than for transformed progluéts such, only for fruits and
vegetables did the respondents accepted an indrepgee over ten percent.

It is also important to note that OFP are prefeaflgtbought in speciality shops
and directly from the producer. Consequently, ih dge stated that consumers go to
different types of food outlets to buy OFP and tgy lmther food products, for which
supermarkets and hypermarkets are preferred. Eorespondents a good food outlet is
one that has a large range of products and a gooé-guality ratio for the products it
sells.

The study also showed that the Portuguese and @Ge@#EP consumers are
significantly different in their behaviour relatingp OFP. More Germans are OFP
consumers and they consume organic products inebiggounts than the Portuguese.
However, German respondents are shown to be mare gensitive and are, on average,
less willing to pay a price-premium for organic gwots. Moreover, it can be stated that,
generally, German consumers do not hold as stratitudes towards OFP as the
Portuguese. These facts might be explained by thater maturity of the OFP German
market, where consumers build their opinions ornir tben experience and OFP are not
perceived as 'exotic' products but more similardoal food products.

Given the study results, it can be concluded tlkeapondents perceive OFP as
healthy, safe and of good quality. However, theselycts are also perceived as expensive
and difficult to find in the bigger food retailergyhere consumers do their everyday
shopping. Consequently, in order to increase @& market share, producers and
retailers should concentrate their marketing edfash distribution and merchandising
strategies. It is necessary to place OFP in the pace, where buyers can easily purchase
them, and to display the products on the pointabé-$n a visible and appealing form, so
that consumers want to buy them.

It is also important for market growth and succésat the identity and the
communication strategies of OFP stress the nawsalrsafety and healthiness of this type

of product, in order to reinforce the existing pios attitudes towards organic food
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production. Moreover, communication strategies &hastrongly combat consumers’
perceptions of OFP high-prices by either justifythg premium prices, when they exist, or
stressing their low levels.

The survey results also showed that the informasimurces out of the control of
the firms are more important to build consumersefelthan are the traditional marketing
communication tools. Nevertheless, experts are latively important source of
information about of OFP in both countries. As suphblic relations aimed at those
experts should be given considerable importancéhnéencommunication strategies of the
firms, in order to develop experts’ favourable apns about OFP.

In conclusion, it can be said that the researcbrted in this paper is only a small
contribution to expand the knowledge on qualityesaand consumer behaviour towards
organic food in Germany and Portugal and it reviedihe need for more research in the
field. More primary research is needed to confimd durther the findings of the OFP
advantages related to attributes valued by consjmamely their perceived healthiness
and safety. Specifically, research could be dewelop order to quantify the differences
between OFP and conventional food products in tmal content and in quality
indicators such as biological, chemical and sendery., flavour) attributes and the
relationship between the consumption of organidpects and human health.
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