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Organic products are popular with shoppers, but considered 
too expensive, with one in two Europeans and North 
Americans citing cost as the main reason for not  
buying organics.

Functional foods are most popular in North America, with 
whole grain, high �bre foods and cholesterol-reducing oil  
and margarines leading the Functional Food ranking.

Europeans reject the majority of functional foods to choose 
natural and full �avoured foods over �low calorie� options.

Organic products remains one of the most 
sought-after food categories in Europe and 
North America � but high prices and minimal 
selection and/or lack of availability remain  
the biggest obstacles to their further growth, 
according to the latest Organics and Functional 
Food survey from The Nielsen Company  
released at ANUGA today.  

According to the Nielsen survey, one in two Europeans and 
North Americans say the main reason they don’t buy organic  
is simply because “it’s too expensive”. In many markets, from 
the UK to the Nordics, demand for organic products can 
exceed supply, which is why the cost of most organic  
products is beyond the reach of the average consumer.

Consumers clearly associate “Organic” with personal health 
and wellness – the most important lifestyle trend of this 
decade.  According to the survey, one in two (48%)  
European consumers and 57 percent of North Americans  
say the main reason they choose organic products is because 
“it’s healthier for me”.  Only one in seven Europeans (16%) 
said they bought organic products because “it’s better for  
my children” or because “it’s better for the environment”.

Organic growth continues
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Highest ranking in the European region for organics are 
Greek (67%) and Spanish consumers (60%) who said they 
buy organic products because “it’s healthier for me” – while 
one in fi ve Portuguese consumers buy organic because “it’s 
healthier for my children”.  In the renowned green and 
environmentally-friendly Nordic countries of Finland, 
Sweden, Norway and Denmark, the main reason consumers 
buy organics is because “it’s better for the environment” while 
one in four (19%) Dutch consumers buy organic because it’s 
“kinder to animals”. 

In the Nordics where demand for organics exceeds supply, 
Nielsen’s Health and Organics report released in Sweden 
earlier this year cited a signifi cant increase in awareness for 
the environment by Swedish consumers, yet the selection of 
organic products is limited in many categories.  “Consumers 
tell us that if these products were readily available – and 
easily found during their shopping trip - they would 
defi nitely choose organic products,” said Patrick Dodd, 
President, ACNielsen Europe, � e Nielsen Company.

In Denmark, organic sales have grown 16% in the last year. 
As in other countries, organic choices are gaining greater 
shares in the categories where they are off ered, but are also 
being introduced into new categories that previously had 
no organic off ering.

Among those who say they never purchase organic products, 
the main reason for not purchasing is because “they don’t 
believe they off er additional health benefi ts” (53%) and 35 
percent cite “too expensive”.

In the UK, demand for organic produce has increased around 
twenty percent year-on-year for the past two years, particularly 
for fresh fruit and vegetables where demand is currently 
outstripping supply.  “Per capita, the UK is the world’s 
biggest market for organics, with 1.4 billion organic sales 
in the past year”. 

“
”

“
”

By focussing functional and organic food 
at Anuga we are responding to actual and 
important aspects of current demands.  
The international scope of Anuga will 
drive the development of both 
sectors immensely. 
Wolfgang Kranz, Executive Vice President 
Koelnmesse GmbH
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About The Nielsen Company

The Nielsen Company is a global information and media 
company with leading market positions  in marketing 
information (ACNielsen), media information (Nielsen Media 
Research),  online intelligence (NetRatings and BuzzMetrics), 
mobile measurement, trade shows and  business publications 
(Billboard, The Hollywood Reporter, Adweek). The privately 
held company is active in more than 100 countries, with 
headquarters in Haarlem, the Netherlands, and New York, USA. 
For more information, please visit, www.nielsen.com. 

About ShopperTrends

ShopperTrends, a service of The Nielsen Company offers in-
depth and complete analysis of the changing behaviour of 
shoppers in over 50 markets globally. It provides information 
on where, when and how often people visit different outlet 
types, how they perceive the key retailers, and provides insights 
into key aspects of shopping behaviour.

About the Global Online Consumer Survey

The Nielsen Global Online Consumer Survey is conducted twice 
a year to gauge consumer attitudes and opinions to a variety of 
topics and current affairs. The April 2007 survey was conducted 
in 47 Markets: Argentina, Australia, Austria, Belgium, Brazil, 
Canada, Chile, China, Czech Republic, Denmark, Egypt, Estonia, 
Finland, France, Germany, Greece, Hong Kong, Hungary, 
India, Indonesia, Ireland, Italy, Japan, Korea, Latvia, Lithuania, 
Malaysia, Mexico, Netherlands, New Zealand, Norway, 
Philippines, Poland, Portugal, Russia, Thailand, Singapore, South 
Africa, Spain, Sweden, Switzerland, Taiwan, Turkey, UAE, United 
Kingdom, US and Vietnam. The margin of error of the survey is 
+/- 4% for n=500 and +/- 3% for n=1000.
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