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Outline

m> Organic market background
ﬁ HDRA and Supermarket Watch
Committed organic consumers

HDRA members as committed
organic consumers
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The Committed Organic Consumer (Joint Organic Congress 2006)

European organic market
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UK organic market value
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UK organic vegetable market oo4-05)

Total consumer expenditure on organic vegetables
59M UK consumers
Retail value: £223M
Volume: 152.1K

A

Other sales
Direct & multi- Supermarket sales (Wholesale, catering,
farm direct sales (via pre-packers) processing etc)
T ¥. A 7Y
"1 Imports
Agricultural UK Farm gate 36%
supply 4 Farm gate value: £52M
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industry T

Distribution involved in all parts of the supply chain

Organic vegetable land area: 6,364ha
Approx. 580 organic vegetable growers

I5{D

* Number of organic growers based on Soil Association certified vegetable growers and their share of the total UK certified and in-conversion farmers. E
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HDRA

» Founded in 1958

» On of Europels largest organic
membership organisations

» Researches, collates and disseminates
information about organic growing and
food, focusing on horticultural land

management
5D

R [N

_|
>0
D
0
o
3
=
=
()
o
O
C
(@]
Q
=]
(@)
0
o
-}
(7))
C
3
0}
-
—~
[
S.
-}
~
O
C
(@]
Q
=]
(@)
0
o
>
(@]
o
D
»
(7))
N
(@)
(@)
(0]
N

Bl
>l

May 06



Supermarket Watch

Aim: To improve understanding of why and where HDRA

members bought organic vegetables and to determine the

origin and price of organic vegetables in UK supermarkets
throughout 2004

Approaches:

Part one: Background

information of them as

Data collection by an organic consumer
HDRA members in

2004 \ Part two: survey of

organic vegetables in
UK supermarkets

_|
-y
@
O
o)
=
3,
pom
@
aQ
o
<
Q
)
=
o
O
o)
>
(7))
c
=
@
-
—~
[
o
>
—
@)
<
Q
)
—~
o
O
o)
>
Q
Q
®
7]
7]
N
o
S
)

Data analysis, brief literature review and dissemination
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Supermarket Watch

Questionnaire on:

» Weekly spend on organic vegetables

» Percentage of organic vegetables
bought

» Factors to encourage purchasing

» Where and how regularly organic
vegetables were bought
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Who are committed organic

=
o
consumers?
High number of 3
issues and motives g
FamllleS Wlth (Padel and Foster, 2005) g)
children under 5 yrs z
Empty nesters High willingness 5
o 5 S to pay o
<Y = (Zanoli, 2004) %.
f» 2
(TNS, 2003) Buy in %
. supermarkets 8

Social classes A, B or R)

C1 / educated / affluent

(TNS, 2003)
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Characteristics of UK committed
organic consumers

%"}?
f f*% -

A

84 per cent of organic
sales purchased by 23 per
cent of consumers

(DEFRA, 2004)

Live in
London and
the South
East

(Padel and Foster, 2005)

Fruit and
Vegetables a key
entry point

(TNS, 2003)

Motivations

(Padel and Foster, 2005)
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HDRA members

32,000
members
Organic
gardening
charity

Middle-aged

or older
R [IN

Pragmatic Interested In
organic organic principles
gardeners and recycling
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Households

Aging (80 per cent over 40 yrs)
Small (average 2.05 persons)

45%

40%
a5, | Percentage of household

30% . members in each age range
25%
20%
15%
10%
5%
o  mmm N B [N | |

0-2yrs 3-5yrs 6-11yrs 12-18 yrs 19-39 yrs 40-60 yrs 60+ yrs
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Data from HDRA Supermarket Watch, 2005
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Purchasing level
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% of organic veg bought

Data from HDRA Supermarket Watch, 2005
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Purchasing outlet

1.7%

3.4%

7.8%

5.3%

On average
HDRA members
bought two
thirds of organic
VegetableS N m Supermarket
B Box scheme
supermarkets = Farm shop

M Farmers market

O Wholefood/organic shop
O Independent retailer

| Other

0
11.3% 65.2%
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Data from HDRA Supermarket Watch, 2005
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Vegetarianism
Are HDRA organic consumers vegetarians?

Yes
25%

No
75%
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Data from HDRA Supermarket Watch, 2005
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Vegetable growing

Do HDRA organic consumers grow their own

vegetables?
No

1%
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Yes
89%

Data from HDRA Supermarket Watch, 2005
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Motivations

Environmental
ISSUes

Packaging & A, Sourcing
Issues ISSUes
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Data from HDRA Supermarket Watch, 2005
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Summary

:

Similarities Differences g
Empty nesters High vegetarianism | | ki
3

Relatively high High vegetable e
purchasing level growing S
Purchase from Strong environmental | | i
supermarkets motives 2
7?7 7?7 E
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Varied and dynamic

‘Horrified at proportions of vegetables
coming from abroad. I didnltirealize quite
how much until | started recording itl]

HDRA Member

'l am worried about the amount of
packaging of organic vegetables, a lot of
which seems not to be recyclable.!|’

HDRA Member

_|
>
()
O
o
=
3,
pom
D
Q
o
=
Q
o
=3
o
0
(@)
>
7
c
=
(¢
-
—~
c
o.
=
—
o
S
Q
o
=3
o
@
o
5
Q
Q
(4]
o
7
N
o
o
P

Bl
>l

May 06



More information

Questions?

s Reports

;_,__:;-;_*_. www.organicved.org.uk
¥ ngeen@hdra.org.uk
cfith@hdra.org.uk
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