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PROJECT AIMS AND STRUCTURE

THE CONDOR PROJECT

The market for organically produced foods in Europe, while increasing in recent
years still remains relatively small. This project makes a systematic and scientific
examination of consumer decision-making processes involved in the choices
between organic and non-organic, fresh and processed foods. It brings together
a multidisciplinary team from eight EU member states (Denmark, Italy, Finland,
Germany, Greece, Spain, Sweden, and the UK) in a three year project, completed
at the end of 2005.

Methods for the elicitation of salient beliefs, including affective (emotional)
associations and moral concerns, were developed, as was a theoretically based
consumer decision-making model and methods for the segmentation of consumers
based upon values. This gave information on the role played by values and beliefs,
feeding into the marketing of organic foods.
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Project Structure

MAIN OBJECTIVES
« To provide a basic understanding of the processes involved in consumer decision-
making on the purchase and consumption of processed and fresh organic foods

» To model consumer choice of organic foods based on attitudes, values, and
beliefs, including affective and moral concerns

The five integrated workpackages cover the development of common methods of
collecting consumers’ views, creating a model of consumer choice, segmentation
analysis, cross-country comparative study, and the dissemination of results to
industry, NGOs, policy makers and the general public.

For further information and more detailed results visit:-
www.condor-organic.org/
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Workpackage 4:
Integration Study

Segmentation Methods

Implications and Dissemination




RESULTS

Organic consumption across Europe has now entered the
mainstream, no longer is it restricted to specific kinds of
consumers. Whilst the organic market is less than 10% of
total food spend, it is significant and in many EU countries
is set to grow.
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Comparison of purchasing patterns for organic food
What consumers told us about their shopping habits in 8 EU countries

Evidence from mature organic markets, such as Denmark,
demonstrates that once a good variety of organic products
become available in a number of outlets, consumers do purchase
and convert to organic foods.

Our results indicate that to ensure growth in the organic market
— in both the fresh and processed foods sectors — priority one
should be getting the supply chain right, making the foods more
widely available. The next step is understanding (organic as well
as non-organic) consumers, identifying their belief structures
regarding organic foods, and using this insight to overcome
mistrust and uncertainty through labelling and other types of
information, thereby encouraging initial use.

For further information and more detailed results visit:- www.condor-organic.org/



ORGANIC CONSUMERS’ BELIEFS

CONDOR research with over 8400 consumers across
Europe found that the reasons why consumers buy, and the
reasoning behind their purchases, are very similar across
countries as different as Greece and Germany, Spain and

Denmark. ey
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Users of organic foods have more positive beliefs than non-
users. For example, improved taste, being more ‘natural’,
making a contribution to a longer healthier life, creating :
beneficial outcomes for the environment and society as a
whole, are seen as the key benefits. However, users and
non-users were unanimous about possible negative aspects
of organic foods, such as higher price and lower shelf-life.
Further, whether consumers trusted in organic food or not
was independent of the use of organic foods. Additionally,
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Consumers’ beliefs about organic foods
The bigger the web the greater the influence on choice

organic consumers believe that by following their organic The more people thought that organic was healthier, was
purchasing habits they are doing the right thing, and are seen better for the environment and tasted better — the more
to be doing so by friends, family and neighbours._ positive they felt about buying it. Negative beliefs towards

buying organic food, overall, were insignificant

Regular consumers of organic foods have more
complicated belief structures, attitudes and values than
non-organic consumers. Attitudes towards fresh as well
as processed organic foods were mostly positive.
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For further information and more detailed results visit:- www.condor-organic.org/



OVERALL CONCLUSIONS:
WHAT DO CONSUMERS THINK?

CONSUMERS’ ATTITUDES TO ORGANIC
FOOD

Irrespective of whether consumers buy organic foods or
not, overall in all 8 countries, they have many positive and
fewer negative associations to organic foods. This leads

to the conclusion that the main marketing messages could
be the same for all consumers based on their positive belief

structures. PRICE AND AVAILABILITY

MARKETING MESSAGES If a consumer believes in the benefits of organic foods,
price is not necessarily a barrier to purchase, whereas

availability often is. The more organic food is available

the more consumers buy, signalling that the more organic
foods retailers provide, the more they will sell as consumer
familiarity and confidence grows.

Health and taste are important factors when buying all foods.
However, when buying organic foods, in addition to health
and taste, a positive consequence for the environment and
associated positive moral values are important attributes that
differentiate organic foods in the market place.
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COMMUNICATING ORGANIC MESSAGES OVERALL

Consumers need more and better information that they
trust, to be sure that they are buying organics. Better
labelling to validate organic credibility is essential,
especially where levels of trust in organics are lower in
Southern EU countries.

Getting inside the heads of non-organic consumers,
using the belief structures identified, overcoming mistrust
and uncertainty, and encouraging initial use, coupled
with getting the supply chain right, will ensure growth in
the organic market — in both fresh and processed foods
sectors.

Our research identified that common belief structures exist
across the EU: the clear message is that what has worked
before in some markets will work again in others. This is a
strong message for both pan-European and home market

producers, manufacturers and retailers of organic foods.

For further information and more detailed results visit:- www.condor-organic.org/



Project Website
www.condor.org

Project Partners

UNIVERSITY OF SURREY (UniS) Co-ordinator

Professor Richard Shepherd (email: r.shepherd@surrey.ac.uk)
Food Consumer Behaviour and Health Research Centre, University
of Surrey, Guildford,

Surrey, GU2 7XH, UK

Web: www.surrey.ac.uk/SHS/fcbh.html

VTT BIOTECHNOLOGY (VTT)

Dr Liisa Lahteenmaki (email: liisa.lahteenmaki@uvtt.fi)

VTT Biotechnology, PO Box 1500, Tietotie 2, 02044 VTT, Finland
Web: www.vtt.fi/bel/epro/consumer/indexe.htm

INRAN

Dr Anna Saba (email: saba@inran.it)

Istituto Nazionale di Ricerca per gli Alimenti e la Nutrizione, via
Ardeatina 546, 00178

Roma, ltaly

Web: www.inran.it

AGRICULTURAL UNIVERSITY OF ATHENS (AUA)

Dr George Chryssochoidis (email: gc@aua.gr)

Agricultural University of Athens, lera Odos 75, Votanikos, 11855,
Athens, Greece

Web: www.agribusiness.aua.gr

UNIVERSITY OF MURCIA (UM)

Professor Jose Munuera (email: munuera@um.es)
Marketing Department, Facultad de Economica y Empresa,
University of Murcia Campus, Universitario de Espinardo,
30.100 Murcia, Spain
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Web: www.bfel.de
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Stakeholder Involvement: Industry/Consumer/
NGO

THE FOOD CONSULTANCY
Diane McCrea (email: diane@mccreal.demon.co.uk)
127 Havannah Street, Cardiff Bay, Cardiff, CF10 5SF, Wales, UK

UNILEVER

Dr Bob Hurling (email: bob.hurling@unilever.com)
Unilever Research, Colworth, Colworth House, Sharnbrook,
Bedford, MK44 1LQ, UK

Web: www.unilever.com

HELSINGIN MYLLY OY (HELSINKI MILLS LTD)
Dr Raimo Keskinen (email: raimo.keskinen@helsinginmylly.fi)
Helsinki Mills Ltd, Puurtajankatu 34, Jarvenpaa 04440, Finland

GKOLOGISK LANDSFORENING (ORGANIC DENMARK)
Tom Krog Nielsen (email: tkn@okologi.dk)

Jkologisk Landsforening, Frederiksgade 72, DK-8000 Aarhus C,
Denmark

Web: www.okoland.dk or www.organic-denmark.com

European Commission Project Officer
Dr Rosanna D’Amario (email: Rosanna.D’AMARIO@cec.eu.int)
European Commission Research DG Quality of Life Programme

Key Action 1 on Food, Nutrition and Health, SDME 08/08 B-1049,
Brussels, Belgium
Web: www.cordis.lu/life

- This project is being carried out with financial support of the European

Communities, under the 5th Framework Programme for Research,
% Technology & Demonstration, specific RTD programme Quality of Life
L) and Management of Living Resources, Key Action 1 “Food, Nutrition &
Health”. It does not necessarily reflect the Commission’s views and in
no way anticipates its future policy in this area.
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