
MARKETING MIX ORGANIC FOODS

The application of elements of marketing-mix in organic agriculture plays a ing- mix. Organic food producers involved in
marketing activities come across vari-.

There are 3 layers of decisions in this model i pre-supply: this is related to certification decisions, laws and
regulations related to government agencies, and finally expert opinions on the industry structure and evolution,
ii supply: this is related to the production, production methods, imports, and sold quantities, and iii channels of
distribution: broken down into 3 main categories, long or standard channel, short channels, and direct
channels. The cultural differences cause consumers in different countries to have various motivations with
regard to OF, such as health and tradition in France vs. The organic food system 2. Further, the logistics of the
value delivery network need to be investigated. The interviews were recorded digital voice recorder ,
transcribed, coded, and analyzed using content analysis [ 30 ]. For regular buyers of organic goods, organic
food consumption is a way of life. But this latter is only highlighted in fewer studies. Trust in the organic
foods distribution system Given the prevailing climate of food-related fear and consumer uncertainty, trust
indicators may have a significant role to play. A supply-side study has been developed to assess the
production-distribution model. This is very likely to be in direct relation with the type of consumers and their
preferred and most used channels of distribution. Nonetheless, product, price, promotion and place are
effectively used to capture the target market. This technique allows the researcher to include large amounts of
textual information and methodically identifies its properties by detecting important structures of its content.
Further, to be qualified as organic, processed foods must be processed in certified facilities. While both types
of product are marketed to achieve the same objective, i. The largest market for organic products in was
Germany 5. Handlers of organic products must also be certified. This is the other major factor, and one that
could mitigate the seasonality of foods: further processing could provide a wider market and a longer selling
window for perishables. In this respect, buying organic food isn't only about making a tasty dinner for two
later in the evening, but expressing support for a movement or cause. This element of the marketing mix deals
with business communications with the target market. Most dairy farms would be considered large producers
in this context. Building trust in the OF supply requires more than just ensuring product quality and product
knowledge, labeling or setting proper pricing and communication strategies, as trust is missing at various
levels of the marketing value delivery system and the food supply chain. Imports from warmer climates offer
this consistency; we see California and Mexico lettuce occupying shelves year-round because, for reasons of
efficiency, retailers prefer to deal with a single supplier rather than displace the year-round supplier with a
seasonally-available product. By characterizing producers' use of the value chain to get products to the
consumer, we can break the organic producers down into three categories: large, small and medium-sized
operations. To address the abovementioned objectives, our approach is based on an integrative
production-distribution model cf. More services and features. However, different supermarket retail groups
have very different strategies concerning the marketing of organic products. Whole Foods Market is especially
successful in using public relations in highlighting the benefits of its products and business. Even if people
hold positive attitudes toward organic food, uncertainty lowers their likeliness to purchase, and causes them to
further scrutinize the higher prices. In addition, the firm uses the Whole Trade label for products that come
from suppliers certified under the Whole Trade Guarantee for sustainability, fair labor practices and related
criteria. Also, the company addresses vegetarian and special dietary preferences through the Engine 2
Plant-Strong product line. The production of the latter is of little interest to mainstream grocery chains as it is
limited to a few hundred tons. The main problem for producers and growers is to supply this demand. By
purchasing food that reflects their values and lifestyles, consumers in turn fulfill egocentric needs that make
them feel good about themselves. Among other factors, production methods and operations size are key here.
Since organic products have entered into the mainstream market, a similar mainstream value chain has
developed for organic products being sold through conventional outlets. Personal health remains a strong
motivating factor, organic food products being perceived as less associated with health risk than conventional
food products [ 19 ]. The propensity to behave in an environment-friendly way environment and animal
welfare relates to the value of universalism whereas supporting the local economy is related to the value of
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benevolence. See general information about how to correct material in RePEc. The vast majority of sales
transactions occur in these stores. They motivate behavior because they guide goal setting and choice of
action. The principal goal of organic production is to develop enterprises that are sustainable and harmonious
with the environment. Small organic producers tend to not use distribution intermediaries. Whole Foods
Market effectively uses its marketing mix, which emphasizes public relations and product quality. Large
volumes of organic imports, coming in from other regions, are used to balance the undersupply. If you know
of missing items citing this one, you can help us creating those links by adding the relevant references in the
same way as above, for each refering item.


