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GLOBAL @KOLOGI



Global udvikling i det gkologiske
landbrugsareal 1999-2011
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Det globale marked for gkologiske fgde-
og drikkevarer
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Kilde: Organic monitor and The World of Organic Agriculture 2012 & 2013



Fordelingen af det globale
gkologiske marked 2011
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Fordelingen af dansk gkologisk
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De stgrste markeder for gkologiske
fedevarer i Asien, 2009/10
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Million hectares

Udviklingen i det gkologiske
landbrugsareal | regioner
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Asiatiske lande med det stgrste
okologiske landbrugsareal 2011

China

India

Kazakhstan
Philippines 96'317
Indonesia 74.034

Iran (Islamic Republic of) 43.332

Thailand 34.829

Pakistan 24.924
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Viet Nam 23.400
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Asien — nettoeksportgr; Europa —

nettoimportgr af gkologiske fedevarer
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Demand side
Motivation
Value orientation
Environmental concern
Food culture

Ability

Income level/-growth

Supply side
Opportunity

Soil and climate
Relative prices
Distribution channels

Organic food
consumption

Regulation Market development

Regional laws and regulation Control
National laws and regulation Certification
Subsidies Labeling

Information
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@Dkologi i Asien

Regionen er hjemsted for en lang raekke forskellige
udviklingscenarier for den gkologiske sektor, fra begyndende
idvikling til velegulerede.
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Opsummering af markedsoverblik

* >92% af verdensmarkedet er i Europa og
Nordamerika, men markedet for gkologiske
fedevarer vokser (iseer) i de store byer i Asien,
og i andre dele af verden

* Japan, Sydkorea, Hong Kong, Taiwan og
Singapore deler 85% af det gkologiske marked
| Asien

— Japan alene 50%



Demand side
Motivation
Value orientation
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K@BSMOTIVER | KINA



Kulturelle veerdiprioriteringer

| undersggelser af kulturelle vaerdiprioriteringer,
findes Kina-og\Vesteuropa pa modsatte poler af
vigtige dimensioner, herunder Hofstedes (1980)
"Ind|V|duaI|sme/koIIekt|V|sme og “lang-/
korttidsorienterings” dimensiener og-Schwartz’s
(2006) "HarmonizMestring" og "Hierarki-
egalitarisme’ dimensioner.
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Spgrgsmal 1

Har motivationen for at kgbe gkologiske

fedevarer rod i samme eller forskellige

vaerdiprioriteringer i Kina og Vesteuropa?
— | Vesteuropa er kgb af gpkologiske fegdevarer

forankret i hvad Schwartz betegner
"universalistiske" vaerdier, dvs.:

» "forstaelse, tolerance, veerdsattelse og beskyttelse af
alle mennesker(s velfeerd) og naturen."



Spgrgsmal 2

* Er kinesiske forbrugeres holdning til at kegbe
gkologiske fedevarer baseret i de samme
opfattelser vedrgrende varerne som i Europa?

— laegger man veegt pa de samme eller nogle andre
fordele og ulemper?

* Fordele: Miljpet, sundhed, fri for kemikalier, smag,
dyrevelfaerd

* Ulemper: Pris, tilgeengelighed, udvalg, holdbarhed, snyd
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Forskelle mellem dem, der “kender”
og dem der “ikke kender” gkologi

Baggrundskendetegn _m

. 7Kender" sruppen har Indkomst? 2.57 2.27
_ .g PP Uddannelse? 4.54 4.35
— Hgjere indkomst Kan 1.83 181
— Laengere uddannelse (M=1, F=2)
Alderl 2.27 2.27
Familie- 3.59 3.85
stgrrelse

Note: N=770.118-25=1,26-34=2,35-44=3,45-60=4.2
No formal schooling = 1, < primary school = 2, primary school
= 3, secondary school = 4, tertiary education = 5, post-
graduate degree = 6. Difference significant, p <.001. 3Monthly
household income, < 3000Y = 1, 3-5000Y = 2, 5-8000Y = 3,
8-10000Y =4, > 10000Y =5. Difference significant, p < .001.
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Forskelle i veerdiprioriteringer mellem
dem, der “kender” og dem der “ikke
kender” gkologi

 "Kender" gruppen scorer i gennemsnit hgjere
pa hvad Schwartz kalder "universalisme"
veerdier (M = .49) end "kender ikke"-gruppen
(M =.38), (t=2,754, p <.01).

* |Ingen andre veerdiprioriteter adskiller sig
mellem grupperne



Hvilke vaerdier er en positiv holdning til at
kobe gkologiske grontsager baseret i? n-s29

Stimulation -.14**
Self-direction | -.02
Universalism A1
Benevolence | -.10%
Tradition .09
Conformity | .06
Security 12*
Power | -.01
Achievement -.08
Hedonism .06

Note: These are partial correlations, controlled for individual variation in scale use by
measuring attitudes as residuals after regressing the attitude towards buying organic

vegetables on the mean score for the 40 value items (Schwartz, 1992). * p<.10, ** p
i
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Hvilke opfattelser pavirker holdningen
til at kebe gko-gronsager i
Guangzhou, China?

Smager bedre

Pesticidfri

Sundere

Standardized solution
n =525
17/12/13 John Theggersen Excellent model fit,



Mediering af vaerdiernes indflydelse

* Effekterne af universalisme og sikkerhed
(vaerdier) forsvinder, nar der kontrolleres for
oko-opfattelser, som dermed synes at mediere
disse effekter
— Vaerdierne pavirker opfattelserne af gkologi, som

dernaest pavirker holdningen til at kebe gkologi

* Mennesker med disse veerdier har tendens til

at tro steerkere end andre, at gkologiske
fedevarer fx er fri for kemikalierester



Kinesiske forbrugere kgber gkologiske fgdevarer af samme
grunde'som forbrugere i Europa.

Disse grunde er afledt af gkologiske f@edevarers specifikke
kendetegn.

@nsket om at kpbe gkologiske feadevarer synes ligelede
rodfeestet i overlappende veaerdiprioriteringer, der ha
med, at gkologiske fedevarer opfattes som or

“samfundsgavnlige” i begge kulturer. - =

| forhold til Europa, synes en bredere vifte af grundlaegg
veerdier at spille en rolle for motivationen til at.k@
fedevarer i Kina - ikke kun universalisme, men og

i‘



HVAD HAR VI BRUG FOR AT VIDE
MERE OM?



Forbrugerholdninger pa flere markeder og over
tid

Hvad betyder det for forbrugerne, at gkologiske
varer er fra Danmark?

Forbrugernes kendskab, holdning til og brug af
gko-maerkningsordninger

Hvordan opleves og hvad betyder merprisen pa
de forskellige markeder?

Hvordan kommer man ind i de rigtige
detailhandelskaeder i de asiatiske storbyer?



Tak for jeres opmaerksomhed!

Sporgsmal?

Mail: jbt@asb.dk
Web: http://au.dk/en/jbt@asb.dk

17/12/13 John Thggersen
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The thai organic market

 The estimated value of Thai organic

productions was 135.44 million US dollars in
2009 (Green Net)

— = 50/50% sold domestically and exported.

 The main marketing channel for organic
products in Thailand is supermarket chains,
but specialized shops and direct marketing
(farmer markets or membership schemes), are
also important



Domestic demand

e Supermarket chains are increasingly stocking
imported organic products, offering Thai
consumers the opportunity to enjoy a wider
range of organic processed foods

 Whereas organic fresh produce is mainly of
domestic origin, organic processed food products
are mostly imported and the majority of imports
are processed foods (imported as packaged
products).
— The Thai organic sector also withessed an expansion

of processed foods, mostly single-ingredient products,
in some cases using imported organic raw materials.



Certification and Regulations

 The Thai national organic standards was
introduced in 2002 and the national accreditation
for organic certifiers in 2004.

* Avoluntary scheme; only the Organic Agriculture
Certification Thailand (ACT, non-profit), has been
accredited for its organic certification activities.

* |In addition to ACT, the main local certification
bodies are the Organic Crop Institute (Dept. of
Agriculture), and The Northern Organic Standards
Organization (private).



Certification and Regulations

 More than half of the organic farms are
certified by foreign certification bodies; mostly
from the European Union.

* ACT is the only Thai certifier that is
internationally recognized, but still not on the
major markets





