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Abstract

This dissertation analysis organisational problems which impede
the development of the organic market in Germany. Supermar-
kets could take a key position in marketing organic products but
in spite of an increasing demand they do not invest enough in
their communication and supply policy. The basis of this study is
the transaction cost theory of WILLIAMSON (1990). The quali-
tative-empirical part of the study consists of interviews with or-
ganic marketing experts. The assessments of the experts showed
that the market potential for organic products is not exhausted at
all. Organic marketing is hindered of the consumer’s information
deficit, their non-trust in the authenticity of the products and the
high premiums for organic products. Advertising campaigns
overcome these sales barriers are necessary but expensive. The
fourth marketing barrier is the organisational problem. Hedging
of organic marketing investments is one aspect of it and builds
the main focus of this analysis. The organic market has an ele-
vated need for safeguarding because of its special characteristics
as e.g. the small number of potential trade partners, unsteadiness
of availability and the fragmentation of the organic market.
Analysis of the transaction factors is therefore the precondition
for extension of the organic market.
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Abstract

In this dissertation the relevance of direct marketing as income
alternative for organic and conventional farmers was analysed.
Main focus of the study was a primary analysis of 200 direct
marketing farms (1995/96) in Germany. Organisation, economi-
cal significance and difficulties of the direct marketing were de-
scribed. The product range was analysed. The most important
products were potatoes, vegetable, eggs and meat. Mainly two
distribution channels were used: off-farm selling with 36% of the
direct marketing turnover and selling on weekly markets with
18% of the direct marketing turnover. The share of the direct
marketing turnover amounted on average to 40% of the total
turnover of the farms. On organic farms this share was a little
higher than on conventional farms. The farmers’ assessments
showed a positive image of the direct marketing. There was,
however, no correlation between the contentment and the eco-
nomical indices. In addition to this survey, four in-depth case
studies were conducted analysing the economic situation of the
farms.
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Abstract

This dissertation is part of the Munich research Association of
Agricultural Ecosystems (FAM). It is an analysis of the organic
marketing initiative “Klostergut Scheyern” in Bavaria. 41 or-
ganic farms involved in the project are situated in the surround-
ings of Scheyern. The most important products in this region are
grain, potatoes, vegetable, beef and milk. The first analysis was
about the regional marketing possibilities for the organic prod-
ucts of the experimental station Klostergut Scheyern. Distribu-
tion channels were a farm shop and two supermarkets. Con-
sumer’s wishes were investigated in two surveys with 150 people
(personal interviews 1993-98). The results showed that the con-
sumers were interested in organic products but the demand was
moderate. Difficulties concerning the farm shop are discussed.
The second part of the project was an analysis of supply and de-
mand of organic products in the region around Klostergut Schey-
ern. The organic farmers in the region were interviewed (1996).
Their most important product was grain for baking. The farmers
were able to market 100 percent of the grain on the organic mar-
ket. Problems existed in marketing organic milk and meat. Inter-
views with market experts (1997-99) have been conducted to
find out market opportunities of the region. The experts predict a
positive development of the organic market in the region, but the
availability of the products, taste, quality and service is in need
of improvement. 280-600 consumers of the region were inter-
viewed per year (1994-96). The most important buying motive
for them was that the products were produced in the region.
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Abstract

This survey is about farmers prices of organic plant products
(fruit, vegetables, potatoes and cereals) in Germany. It was pub-
lished by the “Zentrale Markt- und Preisberichtsstelle” (ZMP).
Data were collected from 1,400 organic farms in Germany, all
members of the ArbeitsGemeinschaft Okologischer Landbau
(AGOL). Data were collected weekly. In this survey the monthly
calculation for 2000 is presented graphically. The range of prices
and the average price for 2000 are tabulated. Prices are specified
for direct sale, for retailers and for wholesailers separately. For
each product a market analysis is given for the year 2000, de-
scribing consumption, preferences and import needs. Further-
more the organic market is compared with the conventional mar-
ket for each listed product.
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Abstract In this dissertation opportunities for a regional joint marketing of
organic products in Bavaria was analysed. In Bavaria the gov-
ernment label “Oko-Qualitit, garantiert aus Bayern” is estab-
lished for organic food produced in Bavaria. Interviews with ex-
perts of the organic market in Bavaria build the empirical inves-
tigation of the study. The opinions concerning the regional label,
the trade with organic milk and cereals and the conceptions of
the organic joint marketing in Thuringia, Saxony and Austria
were analysed. The expert assessments showed that the joint la-
bel for organic food in Bavaria has a good acceptance. An exten-
sive survey with consumers (telephone interviews) revealed that
organic products have a good image and that the regional label
was assessed positively for augmentation of the organic con-
sumption. The main aim of the communication policy is to make
consumers trust in organic products.
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