
Austrian  
organic market 
communication 

Barbara Köcher-Schulz 
 

12th International Seminar on  
Organic Farming 
Paris, Agence BIO 

28th February 2017 



Organic share of agricultural land 

Source: FiBL 2017 
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Organic farming in Austria 

Organic  holdings  account  for  19 % of  

agricultural  holdings  in Austria  

Number  of  organic  holdings  
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Gastronomy  

Direct sales  

Food retail market  
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Organic labelling 

EU Organic Logo 

ÅJoint organic logo 

ÅProvides the sector with a 
visual identity 

ÅMandatory since 1 July 
2010 

AMA-Biosiegel / AMA Organic Seal 

ÅVoluntarily added to the EU 
organic logo 

Å Indicates organic foods of 
particularly high quality 

ÅFood safety and quality 



Communication strategy - objectives 

1. Promotion of sales of organic food products 

2. Increasing awareness of organic logos which are 
available indiscriminately to all producers and 
processors in the domestic market: 

ï EU organic logo 

ï AMA organic seal 

3. Communicating knowledge about the special 
characteristics of organic farming/organic food 
products 



Target groups 

Heavy Users 
Å 7 % of house-holds 

Å 2/3 of organic sales 
 

ĄStrategy: 
Reinforce their choice 
of organic foods 

Light Users 
Å 74 % of house-holds 

Å 1/3 of organic sales 
 

ĄStrategy: 
Raise the positive 
image of organic food; 
EU organic logo as a 
neutral, safe and 
trustworthy organic 
label 

Non-Users 
Å 19 % of house-holds 

Å no organic sales 

 
 

ĄStrategy: 
Create a positive image 
of organic food 
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