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Extended summary 
 

The main objective of the deliverable 4.4 is to evaluate consumers’ WTP for organic products 

and compare both with existing brands as the exclusive signal of quality and with additional 

signals incorporated. 

The literature about demand for organic products shows that there is a price gap between 

organic and conventional food. The first works (Ott, 1990; Misra et al., 1991) that measure 

this gap were centred on the consumers’ evaluation of certified food products. After, Loureiro 

et al. (2002), Chinnici et al. (2002), Haghiri and Mcnamara (2007) enlarge this study to 

different ways to signalise the absence of pesticide residues on food and on the evaluation of 

consumers’ concerns about the health and environmental dimensions of organic food. Another 

part of the literature (Wandel and Bugge, 1997; Boccaletti and Nardella, 2000; Tsakiridou et 

al., 2006) on consumer demand for organic food considers that organic food consumption 

would rise appreciably if the prices of organic food would decrease considerably. However, a 

more recent literature (Monier et al., 2009 and Bunte et al., 2010) using field experiments, 

shows that marginal reductions of organic prices may not change consumer’s decisions of 

buying organic rather than conventional food products. 

Nevertheless, all these works do not focus on comparing the WTP of consumers for organic 

farming with alternative certifications. Moreover, they do not control the representation of 

consumers tested, compared to the national population, in order to measure the real potential 

market for organic production. In the present work, we used an experimental market and we 

determined consumer’s willingness to pay (WTP) for produce grown with different pesticide 

levels. For our experimental markets conducted in Portugal (April, 2009), France (May, 2009) 

and Greece (February, 2010) consumers’ WTP were estimate using the apple example, for 

three levels of pesticide reduction: i) “Regular”: apples produced in the respect of the legal 

legislation. These apples don’t have any cue. ii) Integrated Pest Management (IPM): apples 

produced with a decrease of the pesticides’ use. In our experimental markets, IPM strategy 

involved three different signals with a “generic” IPM certification, a retailer brand and a 

protected designation of origin, (iii) “Organic”: apples produced without any synthesis 

pesticides. More recently, we conducted the experimental market in Netherlands (October, 

2010). In this country, we tested two types of organic certification: The conventional organic 

certification, tested in the previous countries (where no chemical pesticides have been used in 
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the production process) and a certification “Organic Plus” where no chemical and organic 

pesticides have been used. Results obtained in the latter country are preliminary and will be 

confirmed by the Deliverable 4.5. 

After showing that consumers’ premium for pesticide reduction is not independent from the 

product’s sensory attributes, we give the quantitative results for the consumers WTP for a 

pesticide reduction. In the context of our experimental auctions, the premium for organic is 

around 96% in Portugal, 72% in France and 68% in Greece. It should be noted that demand 

for organic products seems relatively important in the EU countries that we tested. However 

in Netherlands, organic production seems to be less valued by the consumers. The average 

premium for conventional organic certification is only around 11% and 22% for the 

certification “Organic plus”. 

Countries where the experimental auctions were conducted do not necessarily correspond to 

countries where income levels are highest in the EU (specifically for Portugal and Greece). 

Moreover, we show that the income is not significant to explain the premium for organic 

products. This means that the demand for organic product is likely to grow significantly 

within the EU in the coming years, this demand involves a priori all segments of the 

population and the willingness to pay for these products is relatively large. 

This positive result was not observed for less restrictive alternatives (in terms of pesticide 

reduction), leading to limit the contribution that we can expect from consumers in favor of a 

partial reduction of pesticides (for example, using integrated pest management-IPM-system). 

In terms of pesticide reduction, "Nothing but organic" seems to be the leitmotif of European 

consumers, so it is reasonable to consider an important development of this mode of 

production in the coming years.  
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1. Introduction  

There is a vast literature on consumers’ preferences for organic food relative to conventional 

products (Bonti-Ankomah and Yiridoe, 2006). This literature has done emphasis to several 

issues: i) consumer knowledge about organic products; ii) factors that oriented demand for 

organic products; iii) profile of organic consumers; iv) size of organic price premium of 

consumers’ willingness-to-pay for organic foods. Our literature survey starts with 

ethnological study on consumers of organic products and after we present the principals’ 

works that study the price gap between organic and conventional food. 

 

1.1 Consumption of organic products 

Studies that focus on organic agriculture find themselves at the intersection of a variety of 

disciplines (Bellon & Lamine 2009). The most widely written about research in France, 

Europe and North America deals with the subject of organic agriculture by focussing on the 

study of organic products, with a variety of different emphases. This review of the research 

carried out on the subject encompasses economic studies that bring further information to bear 

on the matter, and is written with a view to carrying out an ethnological study on consumers 

of organic products. This is related to the research carried out by Sylvander on how French 

and European consumers view organic products (2003), as well as to the studies of Vermeir & 

Verbeke (2006) that focus on what might be termed organic products’ ‘perception of 

efficiency’ in Belgium, and how this influences the consumption and purchase of organic 

products. The research of Yiridoe et al. (2005), Soler et al. (2002) and Holt (2006) is also 

considered. This discusses what might be referred to as the ‘willingness to pay’ for the 

consumption of organic products. The research of Ureñal et al. (2008) is also considered, 

which posits that in Spain men and women do not share the same attitude to organic products 

(women are more favourably disposed to them) nor the same degree of willingness to pay 

(men are willing to pay more), and three kinds of organic product consumers can be discerned 

– users that are habitual, those that are occasional and those that are potential. These 

economic studies provide a lot of information on the impact of some of the socio-

demographic aspects of our research. Our readings on organic products are on three different 

levels: production, the market and purchasing, and the consumer.  
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1.1.1. Organics: a (new) production method 

Various research studies have been carried out that draw comparisons between organic 

production methods that are conventional and those that are new. Hendrickson & Heffernan 

(2002) demonstrate the importance of pinpointing the weaknesses within the world food 

system. Holloway et al. (2007) examine the efficiency of setting conventional and alternative 

production methods against each other, and look at different distribution systems in the UK 

(organic food boxes, farm sales, farmers’ markets) where the relationships of power both 

internal to these production-distribution systems and external to them can sometimes hinder 

their development.  

 

French and non-French sociologists examine the way alternative markets work and the 

development of farm-to-fork networks, and look at the confidence-loyalty relationship 

between producers and consumers. This is considered in Sweden (Hochedez 2008), Denmark, 

and in the UK (Wier et al. 2008). Concerns about ethical trading, sustainable development, 

and fair trade are examined in the writings of socio-economic studies of fair-trade and organic 

products (Adams & Raisborough 2010, Anthropology of Food 2009). Consumption of organic 

products is linked to a consumer ethics mindset that incorporates religious, ecological and 

political value-systems  (Lindeman & Väänänen 2000). Strategies developed by producers, 

sellers and consumers of organic products in California demonstrate economic, ethical and 

political interests that are both convergent and contradictory (Alkon 2008).  According to 

Burch et al. (2001), so-called green thinking and green practices manifest themselves among 

each of the interested parties (producers, sellers and consumers). The green thinker’s mindset 

is permeated by these issues to the extent that these consumers eat, live by and practice an 

organic way of life.  

 

Economists and sociologists are becoming more and more interested in the way organic 

production methods are developing. This interest incorporates concepts surrounding issues of 

territoriality, territory, local products, and farm-to-fork networks (Anthropology of Food 2005 

& 2007, Goodman & DuPuis, 2005). Goodman (2003) and Holloway et al. (2007) compared 

the outlook of North Americans and Europeans as far as the production and purchase of local 

produce is concerned. Fonte (2008) examines the increase in value of local production and in 

rural development as it relates to local know-how in ten European countries. Guthman 

considers the ways in which production and consumption can be re-designed in the light of 

organic products’ tastes, provenance and quality (2002).  Hinrichs (2000) analyses two kinds 
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of direct sales at agricultural markets in the USA, and raises the question of local production. 

He also emphasises (2003) the political, social, economic and moral value-system of global 

and local production systems. Selfa & Qazi (2004) have researched the producer-consumer 

relationship within local food systems in Washington state, and look at how local agro-feed 

networks are defined both sociologically and geographically. 

 

1.1.2 Organics: a (new) way of buying and consuming 

Sociologists and economists have looked at the market for organic products in various parts of 

the world. In the USA, the strategies and views adopted by producers and sellers of organic 

products are not the same as those of the consumers. The lack of understanding of organic 

products that is demonstrated in consumer opinion is reflected in their buying habits and 

consumption (Chrzan. 2010).  In Canada, the kind of relationship between organic producers 

and consumers specific to a given area (within the community, market gardens, and public 

awareness focal points) has an influence on the purchase of organic products (Kerton & 

Sinclair 2010).  The behaviour of Norwegian consumers and producers as far as organic 

products are concerned is compared with that of other Europeans, where production-

consumption models are more highly developed (Storstad & BjØrkhaug 2003). 

 

The accrediting and purchasing of an approved product has meaning to the consumer. In 

Australia, this manifests itself as ‘eating green’ (Lockie et al. 2002), and in the USA as a 

preference for organic and fair-trade brands (Howard & Allen 2010).  In Mexico, the issue of 

accreditation is dealt with as falling within the « participatory organic certification » label, an 

initiative which aims to maintain the integrity of the organic brand (Nelson et al. 2010).  

 

The motivation of consumers of organic products in various countries is examined, namely in 

Sweden (Magnusson et al. 2001), and in the UK (Makatouni 2001).  British consumers are 

motivated by seasonality and French consumers by preservation of the ecosystem (Brown et 

al. 2009).  Sirieix et al. (2006) in France and Zanoli & Naspetti (2002) in Italy analyse the 

motivation underlying the purchase decisions of organic products, taking into account cultural 

value systems (including tradition, family, environment, children’s health, and well-being). 

Zukin (2008) demonstrates through the examination of the motivations underlying purchase 

decisions that the adoption of organic buying habits enables a tiny part of the population of 

the centre of Manhattan to set itself apart morally and socially and to exclude other 

consumers. 
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1.1.3 Organic consumption – a (new) way forward for consumers1 

Consumer behaviour is analysed through the examination of various themes including fears 

about food, perceptions of organic products, and the social factors that determine their 

choices. 

Researchers have looked at food fears and risks (Dougas & Wildavsky 1984, Fischler 1998, 

Apfelbaum 1998, Peretti-Watel 1999 & 2000) and have observed that the discourse 

environment surrounding health and food safety issues creates anxiety (Dab 1998). Some of 

these fears are set out in detail, such as those fears about avian flu that were faced by the 

Vietnamese (Fournier 2009).  Sometimes consumer behaviour that seems unpredictable is 

justified by a particular discourse environment – an example being the residents of an English 

village wishing to preserve their rural identity by producing and consuming unpasteurised 

milk that is nevertheless considered a risk by the authorities (Enticott 2003). 

Various studies have been carried out on the characteristics attributed to organic products. 

Researchers have looked at the attitudes of consumers concerning the quality and safety of 

organic foods and of low input food (Midmore et al. 2005).  In Greece, attitudes towards 

organic food are focussed on fruit and vegetables (Tsakiridou et al. 2006). In Australia, a 

study has dealt with how ethnic origin (Afro-American or Caucasian) impacts on the purchase 

and consumption of organic and non-organic products (Zepeda et al. 2006). In Canada, 

perceptions of organic consumption as an alternative ethical set of consumption values as a 

result of a family decision is examined in three ethnic and cultural groups (Beagan et al. 

2011).  Researchers have drawn up sociological profiles of organic consumers in New 

Zealand (Campbell & Liepins 2001), Northern Ireland (Davies et al. (1995), and in the USA 

(Abrams et al. 2010). Other researchers have looked at the process of social identification that 

is going on in the USA and in the UK among consumers who regularly buy organic products 

(Bartels & Reinders 2010). 

Sociologists have looked at a variety of social, cultural, religious, political and economic 

factors in the context of the consumption of organic products. Lockie et al. (2002) found 4 

groups of organic consumers that were delineated by the type of organic products bought over 

the year, levels of education, income, and the proportion of organic products bought. Lea & 

Worsley (2005) looked at the interaction between the personal value-system, including 

preservation of the environment, socio-demographic factors (gender, age) and beliefs about 

organic agriculture. They found that in Australia, women had a more positive attitude to 

                                                 
1 On the behaviour of consumers and their sociological classification, cf. Corbeau 1997. 
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organic food than men. Little et al. (2009) looked at the relationship between types of food, its 

supply, and food preparation in the home. Women did the shopping, made product and 

supplier choices and prepared the meals while demonstrating concerns about their own body 

shape and the health of their children. 

E.J. Roe (2006) looked at the way in which men chose their foodstuffs for food preparation. 

Certain specific values were attached to the food, for example men make fish into sushi while 

others prefer to buy and eat organic potatoes rather than conventional potatoes. 

 

Many studies have been carried out that deal with the issue of where food is made available, 

particularly at specialised food outlets, and at Amap stores where local produce is sold on a 

regular basis (Associations pour le maintien d’une agriculture paysanne – Organisation for 

the support of rural agriculture)2. In France, most economic and sociological studies deal with 

the analysis of the so-called organic basket (François et al. 2002, François & Sylvander 2004, 

Dubuisson-Quellier & Lamine 2004, Lamine 2008, Ouédraogo 1998).  Two types of organic 

consumers have been distinguished. These are: habitual consumers who are organically 

literate, as it were, and who have strong views on the subject and have a significant number of 

organic products in their shopping basket and/or a number of different categories of organic 

products. The other type of organic consumer is the occasional consumer whose shopping 

basket will include very few organic products and/or few categories of organic products.    

 

The limitations are largely a result of the actual research methods – the directive questionnaire 

– which do not allow the researcher to grasp the overall picture of the consumers’ views and 

habits. Free interviews are a way of gathering more detailed information about consumer 

thinking and behaviour. A number of questionnaire research campaigns were carried out by 

phone (Sirieix 2000, Lockie et al. 2002, etc.) or by email and were undertaken by market 

research organisations (Bartels & Reinders 2010, Adams & Raisborough 2010, Howard & 

Allen 2006, Lea & Worsley 2005, etc.).  

Researchers are not in a position to compare consumer behaviour views, which were recorded 

only with reference to one single supply source that specialised in the sale of organic 

products. Moreover, consumers, including those of organic products, shop in different places.  

The categorisation of consumers of organic products does not comprehensively cover all 

consumers of organic products. Sociologists have, notably, omitted to take into account 

                                                 
2 Very occasionally at supermarkets and superstores (François et al. 2002). 
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studies of small-scale organic consumers – those who consume only one or two organic 

products or just one category of organic product. This has been noted by Hughner et al. 

(2007), based on a thorough review of sociological studies on consumers of organic products. 

In their studies, sociologists have also set aside those who consume non-accredited organic 

products even where they are still organic and those who do not consume organic products. 

 

We are proposing to deconstruct the analytical categorisation of organic consumers, and in 

order to do this, we are putting forward a proposal for an ethnographic study of consumers of 

organic products on a small, medium, large and very large scale. We will undertake research 

within the home with a view to drawing up a profile of the full gamut of consumer behaviour, 

as even large-scale consumers of organic products who are habitual and have strong beliefs 

about the subject do not consume only organic products. We consider it to be very important 

that an examination is carried out into the ways in which types of consumption are negotiated 

within the household, given that the home environment is not one straightforward unit of food 

consumption, but a place where various kinds of behaviour are exhibited that are sometimes 

contradictory (Valentine 1999).      

 

1.2 Consumers’ willingness-to-pay for organic foods 

Our work focuses on the literature that studies the price gap between organic and 

conventional food. The first works that measure this gap were centred on the consumers’ 

evaluation of certified food products. After, others works enlarge this study to different ways 

to signalise the absence of pesticide residues on food and on the evaluation of consumers’ 

concerns about the health and environmental dimensions of organic food. Part of the literature 

on consumer demand for organic food considers that organic food consumption would rise 

appreciably if the prices of organic food would decrease considerably. But, recently, some 

literature shows that marginal reductions of organic prices does not change consumer’s 

decisions of buying organic rather than conventional food products. 

The pioneer work of Ott (1990) evaluates the consumer’s willingness to pay for food that are 

certified as pesticide residue-free (CFRF). The work focus was consumers’ concerns about 

using pesticides in fresh produce. The author used the answers of a questionnaire responded 

by shoppers from Atlanta counties (USA) to determine the price premium that consumers are 

willing to pay for CFRF fresh produce. He concluded that two-thirds of the respondents 

would pay a premium for CFRF fresh products 5 to 10% higher than current prices. In line of 
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this work, Misra et al. (1991) conducted a consumer survey in Georgia (USA) to determine if 

consumers are willing to pay a higher price for fresh products that are certified as free of 

pesticide residues (FPR). The results of the contingent evaluation show that 54% of the 

consumers, which wanted to pay a price premium for FPR, were willing to pay up to 10% 

more.  

The work of Loureiro et al. (2002) enlarges the evaluation of certified products to the study of 

the impact of environmental dimension of food products. The authors analyse the 

“environmentally sound” practices on consumers’ WTP for eco-labelled apples. They used 

the answers of apple-buying consumers to a survey conducted in two grocery stores in 

Portland (USA). They observed that the amount of price differential between the apple eco-

labelled and the conventional and the organic ones has a negative relationship with the WTP 

level. They estimated a small mean premium for eco-labelled apples (5%) and considered that 

the context of the procedure used, with conventional and organic apples as substitutes, had an 

influence on these results. Many consumers have considered organic apples a better 

environmentally alternative and they would be more willing to pay a higher premium for 

them.  

The study of Chinnici et al. (2002) was centred on the health dimension of organic food 

products. The authors carried out a survey to study the relation between the receptivity to the 

price of organic products and preferences stated by Italians consumers as regards the benefits 

linked with their consumption. The whole of consumers know that there is a price premium of 

20-30 per cent for organic produce but only the consumers that have a consolidated 

consumption of organic produce and are “health conscious” have stated they are willing to 

pay this premium. 

Wier et al. (2003) evaluate the Danish consumers WTP for organic food products and they 

realise that consumers are more sensitive to price changes of organic food products when 

these products are signalise as organic. They also verified that comparable prices between 

organic and conventional food are perceived as a signal of low quality. 

Gil and Soler (2006) analysed the Spanish consumers’ decisions to pay a premium for organic 

olive oil. They designed an experimental market based on two types of information about 

organic olive oil: price of conventionally produced non-organic olive oil; and two alternative 

information channels to inform about certain beneficial attributes of the organic virgin olive 

oil. They observed that information about conventional produce increased the perceived value 

of the organic product. The results also show that only the consumers that have already 
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bought organic products were willing to pay a price premium and only 5% of them would be 

willing to pay the correspondent market price.    

Haghiri and Mcnamara (2007) analysed the factors that affect Canadian’ consumers decisions 

in respect of paying a price premium for organic fresh products. The authors conducted a 

survey with the goal of knowing the perceptions towards the consumption of fresh fruit and 

vegetables. The results show that Canadian’s consumers are willing to pay at least 10 per cent 

premium for organic fresh products. They also observed a positive relation between the 

motivation of paying an additional price for organic produce and the transmission of 

information about these products. 

Didier and Lucie (2008) compared French consumer’s willingness to pay for organic and fair-

trade chocolate product. They designed an experimental market and used the Becker-

DeGroot-Marschak’s mechanism to measure the value of environmental and social 

dimensions of these products. They also identified different consumer profiles based on their 

evaluation of the labels linked to these dimensions. The authors observed that nearly half of 

the consumers were not sensible of the presence of fair-trade and organic labels on a product. 

This segment of consumers evaluated better the taste and health dimension of the product than 

its social and environmental dimensions. The consumers that positive evaluated the presence 

of the labels (two different segments) were willing to pay 20% to 30% higher the price of 

conventional ones.  

The work of Wandel and Bugge (1997) belongs to the literature that said that organic food 

consumption would rise appreciably if the prices of organic food would decrease 

considerably. The authors evaluate Norwegian consumers concerns about environmental 

aspects of food, measuring consumers’ willingness to pay for foods from environmentally 

sound production. The results show that more than 70% of the Norwegian consumers were 

willing to buy organic foods, if the price difference between conventional foods and organic 

foods does not exceed 5%.  

The authors Boccaletti and Nardella (2000) conducted a consumer survey in Italy to know if 

the costumer of large supermarkets/hypermarkets would be willing to pay price premiums for 

organic fresh products and to what extent.  The results of their contingent evaluation were in 

line with those of past studies which supported the idea that consumers would accepted to pay 

a small premium for organic produce. They observed that 70% of consumers would not pay a 

price premium higher than 10% of the regular price.  
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Posri et al. (2007) evaluated consumers’ attitudes towards and their willingness to pay for safe 

vegetables in semi-urban/rural regions of Thailand. They used a dichotomous choice 

contingent valuation method (DC CVM) where consumers made choices between safe 

vegetable and its conventional type at a given price difference. They concluded that up-

country Thai consumers are willing to pay current market premium levels for organic 

vegetables. 

The results achieved by Tsakiridou et al. (2006) do not corroborate with the idea that 

consumers are willingness to pay small premium for organic food products. The authors 

measure consumers’ WTP for organic products in Greece and they find that the average price 

consumers are willing to pay for organic products is 35 percent higher than the prices of 

conventional products. Also, their study shows that the more credible the price differences 

between organic and conventional products, higher the premium for organic products. After 

this work, Tsakiridou et al. (2009) evaluated the Greek consumers’ willingness to pay for two 

different products: organic and traditional specialty guaranteed products. The authors wanted 

to know if consumers’ quality awareness, beliefs and socioeconomic characteristics that 

influenced the consumer’s willingness to pay, are the same for the two kinds of products. The 

results showed that there are no difference between the price premium for the two products 

(2€ per kilo). They also observed that WTP for TSG products was influence by 

socioeconomic factors but the same was not found for organic products, for which 

socioeconomic factors seem to have a limited influence. 

Monier et al. (2009) pointed out the future of organic consumption in France and they studied 

French organic consumer patterns with the goal of know if they are or not occasional 

consumers of organic products. The authors analysed the impact of price on buying organics. 

They concluded that consumers are prone to enlarge their demand for organics to a large 

variety of goods. Their work showed that the price gap between organic and conventional 

products does not change because the marginal reductions of the organic price. Their results 

are in line with the work of Bunte et al. (2010), when they considered that consumer demand 

for organic products changes when price gap between organic and conventional is high and 

does not change when this price gap is low. Bunte el al. (2010) wanted to know to what extent 

consumer demand for organic products in Netherlands is sensitive to changes in the prices of 

organic food and also to changes in the prices of conventional products. They show that the 

reduction of organic price for some distribution products, like organic milk, potatoes and rice 

do not shift demand much.  
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2. Methodology 

The aim of our work was to measure the consumers' willingness to pay for apples produced 

with different levels of pesticides use, and to compare results from various European 

countries. In accordance with the commitment under the original program TEAMPEST, we 

first led experimental sessions in three countries: Portugal, France and Greece. We describe 

below these experimentations, but we added at the end of this deliverable, the results obtained 

in Netherlands, with the same kind of protocol, and with two different organic certifications 

(conventional organic and “organic plus”). 

The goal of the experiments was the same in the different countries even if few differences 

appear between the protocols. Mainly these differences were introduced in order to improve 

the previous protocols. The first sessions were carried in Portugal during April 2009, the 

second set of sessions was carried in France in May 2009 and the last sessions were 

conducted in February 2010 in Greece.  

In this section, we present the sample and the recruitment procedure, the products used during 

the sessions and the protocols used for the three first countries.3 

 

2.1 Subjects 

Altogether 309 subjects participated in the experiments (102 in Portugal, 107 in France and 

100 in Greece). The sessions took place in sensory analysis rooms and were able to receive 

between 8 and 16 participants. For each country the same set of criteria was used in order to 

recruit the participants. The same questions have been asked to the participants in Lisboa, 

Dijon and Thessaloniki. To be selected for the experiments, subjects had to be regular 

consumers and buyers of apples. They had to tell to the recruiter a realistic price for one kilo 

of apples. All the participants received an explanation letter to expose the context in which 

apples will be evaluated and the incentive mechanism.  

 

                                                 
3 We do not integrate at this stage the proposed protocol in Holland in October 2010. Indeed, the results obtained in this 

country are very preliminary and the number of sessions of the experimental market will probably be to increase at the 

begining of 2011. The full comparison of the four European countries will be presented at the deliverable 4.5. 
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Table 1 - The characteristics of the participants for each country. 

 Portugal France Greece 

Sample 

Size 

N=102 

Nber women :  

Nber men :  

N=107 

Nber women : 55 

Nber men :52 

N=100 

Nber women : 56 

Nber men :44 

Age 

18- 30 years old : 23% 

31-40 years old : 33% 

41-50 years old : 17% 

51-60 years old : 22% 

> 60 years old : 6% 

18- 30 years old : 26% 

31-40 years old : 19% 

41-50 years old : 21% 

51-60 years old : 18% 

> 60 years old : 16% 

18- 30 years old : 42% 

31-40 years old : 14% 

41-50 years old : 19% 

51-60 years old : 14% 

> 60 years old : 11%  

Income 

< 1000 € /month : 7% 

1000-2500€/month :56% 

2500-4000 €/month : 25% 

>4000 € /month : 12% 

< 1000 € /month : 7% 

1000-2500€/month : 39% 

2500-4000 € /month : 44% 

>4000 € /month : 9% 

< 1000 € /month : 26% 

1000-2500 € /month : 46% 

2500-3500 € /month : 19% 

>3500 € /month : 9% 

Family 

size 
Mean : 2.73 ;  S.E : 1.06 Mean : 2.6 ;  S.E : 1.45 Mean : 3.16 ;  S.E : 1.48 

 

We notice that in the Greek sample the first class of age (18-30 years old) is over-represented 

compared with the Portuguese and French samples. Note that in the three countries the same 

constraints were imposed about the number of participants without professional activities 

(such as housewives, students, etc.). Moreover, the family size seems to be larger in Greece 

than in the two other countries. 

2.2 Products 

Broadly, in each country, apples produced with three levels of pesticide use were proposed to 

the participants. The first level of pesticide use is defined by the minimum quality standard in 

force. In this category, the apples, named "regular", respect only the national law for the 

pesticides use. 

The second level of pesticide is defined by a controlled reduction of pesticide use compare to 

the existing legislation. The decrease of pesticide in production methods can be guarantee by 
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the government, by the retailer or by the producers’ union. In order to identify the best way to 

promote this reduction, we proposed apples certified by each of these organisms. 

Finally, the organic apples represent the last level of pesticides use, where chemical inputs are 

prohibited. The table 2 presents the apples proposed to participants in each country. In the 

case of the Portuguese experiment, we were careful to take into account the heterogeneity of 

tastes that can be observed in the market. In the first step of the Portuguese experiment, the 

participants had to taste six apples from two different varieties: three Granny Smith and three 

Royal Gala. In the two varieties, the three level of pesticides use was proposed (regular, IPM 

and organic) but participants didn’t have any information about the products’ characteristics 

except the name of the variety. The objective was to determine if the consumers can reject an 

apple because of its variety. At the end of the first stage, the favorite variety of each 

participant was identified, and then each participant continued the experiment only with his 

favorite variety (Granny Smith or Royal Gala).  

Table 2 – Types of apples by experimental market 

Portugal France Greece 

Granny Smith Royal Gala Golden Starklin 

1. Regular 

2. PDO (Alcobaça) 

3. IPM 

4. Retailer brand 

5. Organic  

1. Regular 

2. Small Regular 

3. PDO (Limousin) 

4. IPM 

5. Retailer Brand 

6. Organic 

1. Regular 

2. Regular with 

variety name 

3. PDO (Zagorin) 

4. IPM 

5. Retailer Brand 

6. Organic 

In France and in Greece, only one variety was proposed to the participants. Apples were 

selected according national preferences for varieties and according to supply constraints. In 

France, the organic apples was not available in the same size than the other apples, for this 

reason a small regular apple was added in order to control the effect of the apple size. In 

Greece, we wanted to test a « sticker » effect, so we added an apple with the name of the 

variety (but with the same pesticides level than the regular apple).  
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2.3 The experimental markets 

In order to assess the WTP for apples produced with different levels of pesticides, the BDM 

procedure (Becker, De Groot, Marschak, 1964) was used to elicit participants’ willingness to 

pay. The incentive mechanism allowing the consumers to make an actual decision is a sale4.  

The mechanism is quite simple, the participants give the maximum price he's ready to pay for 

the product, and then he draws lot the selling price. If the selling price is greater than the 

willingness to pay given by the participant he cannot buy the product. If the selling price is 

lower than (or equal) his revealed willingness to pay, the participant buy the product at the 

selling price. So participants have to be cautious when they write down their willingness to 

pay because they likely will have to pay the price they announced.  

The session began by explaining the procedure verbally to everyone. To ensure the revelation 

mechanism was properly understood (auction process) a trial auction was held with 

alternative products. 

Basically, the sale experiments were conducted following four steps. For each of them, 

consumers had to answer to same question: “What is the maximum price you are ready to pay 

to buy 1 kg of this apple ?”. The steps are defined according the information given to the 

participants to evaluate the apples. 

In the first step, the consumers did not have any information about the apples except the 

variety. To evaluate the participants can look at and taste the apples. As explained in the 

previous subsection, all the participants have to evaluate six apples in this step (3 Granny 

Smith and 3 Royal Gala in Portugal, 6 Golden in France and 6 Starklin in Greece). So at the 

end of this step, each consumer has given a maximum purchase price for 6 apples 

(participants could refuse to buy the apple with a zero price). After this evaluation, Portuguese 

participants had to answer to a sensory analysis questionnaire. 

In the second step, participants had to evaluate 5 apples (from their favorite variety) for the 

Portuguese participants and 6 apples for the French and the Greek participants. No 

information was given to the participants and they were not allowed to taste the apples. These 

apples were presented simultaneously to the participants with their label.  

                                                 
4 Note that two additional steps were included in Portugal and France but are not presented here. These steps 

were independent of the apple sale and were focused i) on a processed product ii) on a choice experiment. 
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At the end of this step the French and the Greek participants had to answer to few questions 

about their knowledge on labels used in the experiment. 

In the third step, each participant received an information sheet to clarify the meaning of the 

labels. The information given to the participants were not exactly the same in the three 

countries. The reason why this information differs is the heterogeneity of national legal 

frameworks. The table 3 presents the information given to the participants according to the 

country and the logo. 

Table 3 – Information about different certifications 

 Portugal France Greece 

Regular 

(no label) 

These apples are 

produced according to 

national rules regarding 

pesticides use. 

These apples are 

produced according to 

national rules regarding 

pesticides use. 

These apples are 

produced according to 

national rules regarding 

pesticides use. 

IPM State’s guarantee that 

pesticides use has been 

reduced by half 

Producers’ guarantee that 

pesticides use has been 

reduced 

Producers’ guarantee that 

pesticides use has been 

reduced 

Retailer Retailer’s guarantee that 

pesticides use has been 

reduced by half 

Retailer’s guarantee that 

pesticides use has been 

reduced 

Retailer’s guarantee that 

pesticides use has been 

reduced 

PDO Producers from 

« Alcobaça »  guarantee 

that pesticides use has 

been reduced by half 

State’s guarantee that 

pesticides use has been 

reduced 

State’s guarantee that 

pesticides use has been 

reduced 

Organic State’s guarantee that no 

chemical pesticides have 

been used 

State’s guarantee that no 

chemical pesticides have 

been used 

State’s guarantee that no 

chemical pesticides have 

been used 

Variety   These apples are 

produced according to 

national rules regarding 

pesticides use. 
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In the fourth step, participants evaluated each apple with the same information than in the 

previous step but they were allowed to taste the apples.  

The Greek participants had to evaluate the apples in a fifth step. The information condition 

was exactly the same than in the previous step but we explained them that the rates of 

pesticides residues found in apples are lower than the national law in force, and then the 

European law. 

Finally, each Portuguese participant revealed 21 prices, each French participant revealed 24 

prices and each Greek participant revealed 30 prices. 

 

3. Results 

3.1 Distribution of the willingness to pay values 

In Figure 1a,b,c one can see histograms regarding the distribution of the WTP in the three 

countries, considering the information provided in the four situations mentioned before. The 

refusal to buy was identical in the two first countries, 8% in Portugal and 7% in France. It is 

also possible to say that the distribution in both countries is close to the normal distribution. 

In Portugal, the WTP mean value is around 0,83€, and the median 0,8€. In France, these 

values were slightly higher, with a WTP mean value of 1,29€ and a median of 1,2€. In Greece 

the refusal to buy is equal to 2,4% and the mean value is around 1€. 

 

Figure 1a: distribution of WTPs for Portugal 
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Figure 1b: distribution of WTPs for France 

 

 

Figure 1c: distribution of WTPs for Greece 

 

 

  

0
.0

5
.1

.1
5

.2
F

ra
ct

io
n

0 1 2 3 4 5
prix



 21

3.2 Descriptive analysis of the WTP evolution  

Figures 2a,b,c show the confidence intervals for the WTP obtained, regarding the different 

information provided (namely: “PROVA” for the first situation, concerning the sensorial 

analysis; “STIKER” for the second situation, regarding the visual analysis; “INFO” for the 

third situation, related to the visual analysis with the simultaneous presentation of the 

respective certifications; “PROVA+INFO” for the fourth situation, concerning both the 

sensorial and visual analysis). 

Figure 2a.: Confidence intervals (95%) of the mean WTP by type of apple and information situation in Portugal 

 

Figure 2b.: Confidence intervals (95%) of the mean WTP by type of apple and information situation in France 
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Figure 2c.: Confidence intervals (95%) of the mean WTP by type of apple and information situation in Greece 

 

 

The most surprising feature was the homogeneity in the answers obtained about the relative 

value of the WTP, both by the comparison between the different information situations, as 

well as by the comparison of the WTP for the different types of certification. However, the 

WTP of the French consumers are significantly higher than those revealed by the Portuguese 

consumers, between 20% and 80% according to the type of certification. This result is not 

surprising if one considers the difference in the average salaries of the two population samples 

and, even more important, the difference in the apples’ market price in both countries5. Note 

that, despite the relatively low incomes, the Greek premium for organic apples is greater than 

all the premiums of the other countries. 

The first major result concerns the consumers’ reaction in a situation in which the sensorial 

analysis is not taken into account. Observing the WTP obtained in the third situation, 

                                                 
5 The average salary of the portuguese participants was about 1000€ and in France of about 1600€. The average 

price, when the experiments took place, of 1 kg of apples was 1,51€ in Portugal and 2,04€ in France. 
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regarding the information provided on pesticide reduction, one observes a clear hierarchy 

between the three different types of apples.  

In Portugal (figure 2), the conventional apple (CON) was evaluated on average at 0,56€ and 

the integrated protection apple (PI) obtained an increase, when comparing to the CON value, 

of 0,30€ (+53,6%). The organic apple (BIO) increases its average WTP about 0,54€ (+96,4%) 

when compared to CON apple. In France the results are identical. However, in this country, 

the organic apple’s evaluation was done comparing it to the small apple (PEQ), in order to 

annul the negative effect of its size. For this country, figure 3 shows and average WTP in 

situation 3 of 1,01€ to the CON apple, with an increase of 0,44€ (+43,6%) for the PI apple. 

The BIO apple gets about 0,56€ (+72,5%) when compared to the PEQ apple. 

One should say that, both in Portugal and France, the increase (or reinforcement) of the 

information provided on the partial reduction of pesticides regarding the PI apple, didn’t 

provoke any effect on its evaluation. When comparing the results obtained in situation 2 

(“STIKER”) and 3 (“INFO”), they are relatively similar for the PI apple. Nevertheless, the 

comparison of the same situations for the BIO apple, shows that this kind of apple takes 

advantage of a significant re-evaluation between the two situations (an average increase of 

0,12€ in the two countries). 

Even though the results described for the evaluation of the BIO apple, in situation 3, can be 

clearly justified by the consumers’ demand for products produced with low levels of 

pesticides, the results obtained for the PI apple should be analyzed more carefully. In France, 

the survey carried out to get the a priori knowledge of consumers, showed that only 42% of 

the participants had a clear knowledge about the real meaning of the PI certification. Thus, the 

information provided on this type of certification about the use of pesticides was essential to 

justify the relevance of the consumers’ demand for a partial reduction in pesticides’ use. On 

the other hand, the information provided about the organic certification was already known by 

91% of the surveyed population. In this case the information provided between the second and 

the third situations means mostly a bigger focus of the consumers’ knowledge on this fruit’s 

characteristic. One can verify that this focus generated a positive and significant re-evaluation 

of the WTP for this kind of certification. In the case of the organic apple, the increase of its 

value compared to the CON apple is greatly due to this production mode (and not because of 

some certification stratagem of the evaluated product). The same can’t be said for the PI 

certification. 
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The second important result that should be highlighted concerns the CON apple. This apple is 

depreciated when moving from situation 2 to situation 3 (especially in France, where the 

average decrease of the WTP was about 0,12€). This effect was already shown by Rozan et al. 

(2004) and Combris et al. (2010) works. Within an evaluation framework of different 

certifications of foodstuffs, this kind of result can be interpreted as a change in the consumers’ 

references related to their acceptance of a certain way of production. The “non-positive” 

information regarding certain types of food generates a negative effect in the WTP. This 

negative effect may become even more significant than the positive effect provided by the 

information on pesticides’ reduction on the certificated products. This decrease in the WTP 

between situation 2 and 3 is, after all, significant for the French experiment, with an average 

decline of 0,1€ (see also Fox et al, 2002, in a different context about food safety) 

Shortly, the effect of information on the pesticides’ reduction may have: i) a significant 

positive effect when dealing with a total reduction of pesticides as in organic farming; ii) a 

potentially important negative effect for those apples resulting from a conventional production 

mode, in which doesn’t occur a pesticide reduction.  

The interpretation of this last result is connected to the change in the consumers’ referential 

after they get the information. This referential is very important in order to evaluate the 

context in which the WTP gain shape and also the different market segments capable of being 

won by the different certifications. The sensorial evaluation of the product is also a part of this 

context, since it is so difficult to adopt, in a credible way, a ceteris paribus evaluation strayed 

from such an essential parameter as is the organoleptic characteristic of food6. The situations 

1 and 4, in which the apples were actually tasted by the participants, allowed illustrating this 

phenomenon. In Portugal, situation 1 highlighted that the BIO apple is not so highly evaluated 

at the sensorial level (around 10,8% lower than the CON apple). This result surely explains 

why the difference in the WTP between the BIO and CON apples is not higher than 34,4%, in 

situation 4, where the consumers have all the information; and yet that difference was 96,4% 

in situation 3. In France, in situation 1, it is the PI apple that distinguishes itself (in a positive 

way) when compared to the other apples (+ 40,4% compared to the CON apple). One realizes 

that, in situation 4, this apple’s evaluation is higher than that of all the other apples, reaching 

                                                 

6 About this issue, see also the Combris et al. (2010) discussion. 
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+87,6% when compared to the CON apple (this one is under evaluated at the sensorial level) 

and surpassing significantly the BIO apple by 8,5%. Thus, the limelight position given to the 

BIO apple in situation 3, is threatened by the simple effect of the taste characteristic. 

It is so easy to follow the trajectory of the average WTP for organic apple, according to the 

information available to consumers. Figure 3 below uses the example of the results obtained 

in Greece (the same type of exercise can be performed with similar results in other countries). 

The largest gap between organic apple and the conventional one is 0.62 €. It is obtained in the 

phase of complete information on pesticide reduction (without information on the taste of 

apples), which shows the real expectation of consumers for this type of certification. 

 

Figure 3 : Trajectory of WT for organic apple in Greece 
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4. Policy Recommendations 

The results found in both experimental markets show that there is a consumers’ willingness to 

pay for products obtained under pesticide reduction conditions. One may verify that the 

information provided to the consumers about the pesticide use in food production increases 

their willingness to pay for the organic products. But the same situation is not valid for the 

integrated protection products. The most important result shows that providing information 

leads to a decrease in the WTP for the conventional product. This result could be observed in 

the two countries: i) in Portugal, the average WTP for the integrated protection apple and for 

the organic apple are, respectively, 53,6% and 96,4% higher than the average WTP of the 

conventional apple; ii) in France, the average WTP for the integrated protection apple and for 

the organic apple are, respectively, 43,6% e 72,5% higher than the average WTP of the 

conventional apple. It is also important to mention that for the processed product (apple 

juice), the increases in the average WTP are not so high as those found for the fresh products. 

The interpretation of the results according to the differentials observed in the WTP for the 

conventional product may predict a loss of its market share when compared to the other kinds 

of products.  

The detailed knowledge of the consumers’ willingness to pay for a reduction in the several 

risks connected to the pesticides’ use is essential for both the definition and the successful 

implementation of environmental policies. 

The most important result for policy recommendations is that pricing for organic products is 

much too high to allow real environmental effectiveness, it is paradoxical to see that 

consumers show a real interest in this type of food (today, organic products are no longer the 

preserve of a class of sporadic purchasers) and that on the other hand, the prices practiced are 

out of proportion to the WTP of consumers, even though this is high. Consequently, it might 

be really necessary to subsidize organic farming.  

  



 27

References  

Abrams K., Meyers C. & Irani T. (2010). Naturally confused: consumers’ perceptions of all-natural and 

organic pork products, Agriculture and Human Values 27(3): 365-374.  

Adams M. & Raisborough J. (2010). Making a difference: ethical consumption and the everyday, The 

British Journal of Sociology 61(2): 256-274. 

Alkon A. H. (2008). From value to values: sustainable consumption at farmers Markets, Agriculture and 

Human Values 25: 487-498. 

AlrØe H.F., Kristensen E.S. (2001). Values in organic farming and their implications, in Pasquali M. (ed), 

Preprints from Eurosafe 2001 « Food Safety, Food Quality, Food Ethics », A&Q, University of Milan, 

pp.115-116. 

Anthropology of food S5 (September 2009). Can consumers save the world? Everyday food consumption 

and dilemmas of sustainability. [en ligne] 

Anthropology of food S2 (Mars 2007). From local food to localised food. Special issue on local food 

products and systems. [en ligne] 

Anthropology of food 4 (mai 2005). Local foods. [en ligne] 

Apfelbaum M. (dir.) (1998). Risques et peurs alimentaires, Paris, Odile Jacob. 

Bartels J. & Reinders M.J. (2010). Social identification, social representation, and consumer 

innovativness in an organic food context: a cross national comparison, Food Quality and Preference 

21(4): 347-352. 

Beagan B. L., Ristovski-Slijepcevic S. & Chapman G. E. (2010). People are just becoming more 

conscious of how everything’s connected: ‘ethical’ food consumption in two regions of Canada, 

Sociology 44(4): 751–769. 

Bellon S. & Lamine C. (2009). Conversion to organic farming : a multidimensional research object at the 

crossroads of agricultural and social sciences, A review. Agron. Sustain. Dev. 29: 97-112. 

Boccaletti, S., M. Nardella (2000). Consumer willingness to pay for pesticide-free fresh fruit and 

vegetables in Italy. International Food and Agribusiness Management Review, 3: 297-310. 

Bonny S. (2000). Les consommateurs, l’agriculture, la qualité et la sécurité des aliments : une analyse du 

questionnement des consommateurs et des réponses apportées, Productions Animales 13(5) : 287-301. 

Bonti-Ankomah, S., Yiridoe, K. E. (2006). Organic and Conventional Food: A Literature Review of the 

Economics of Consumer Perceptions and Preferences. Final Report. Submitted to Organic Agriculture 

Centre of Canada. Nova Scotia Agricultural College. 

Bourdieu P. & Delsaut Y. (1981). Pour une sociologie de la perception, In Actes de la recherche en 



 28

sciences sociales 40 : 3-9. 

Brown E., Dury S. & Holdsworth M. (2009). Motivations of consumers that use local, organic fruit and 

vegetable box schemes in Central England and Southern France, Appetite 53: 183-188. 

Bunte, F., Van Galen, M., Kuiper, E.,  Bakker, J. (2007). Limits to Growth in Organic Sales; Price 

Elasticity of Consumer Demand for Organic Food in Dutch Supermarkets. The Hague, LEI, Report 

7.06.20; ISBN/EAN: 978-90- 8615-127-1. 

Burch D., Lyons K. & Lawrence G. (2001). What do we mean by ‘green’? Consumers, agriculture and 

the food industry, in S. Lockie and B. Pritchard eds. Consuming foods, sustaining environments 

(Brisbane: Australian Academic Press), pp. 33-46. 

Campbell H. & Liepins R. (2001). Naming organics: Understanding organic standards in New Zealand as 

a discursive field, Sociologia Ruralis 41(1): 21-39. 

Chinnici, G., D'Amico, M., Pecorino, B. (2002). A multivariate statistical analysis on the consumers of 

organic products. British Food Journal, 104 (3/4/5): 187-199. 

Chrzan J. (2010). The American omnivore’s dilemma: Who constructs “organic” food ?, Food and 

Foodways 18: 81-95.  

Conner, D. S. (2004). "Consumer preferences for organic standards: Does the final rule reflect them?" 

Journal of Sustainable Agriculture 23(3): 125-143. 

Corbeau J-P. (1997). Pour une représentation sociologique du mangeur, in Pour une étude 

pluridisciplinaire de la consommation alimentaire, Economie et Sociétés (23)9 : 147-162. 

Dab W. (1998). L’information sur la santé et la sécurité est-elle condamnée à être anxiogène ? », in 

Apfelbaum M. (dir), Risques et peurs alimentaires, Paris, Odile jacob, pp. 149-158. 

Davies A., Titterington A. & Cochrane C. (1995). Who buys organic food: A profile of the purchases of 

organic food in Northern Ireland, British Food Journal 10: 17-23. 

Didier, T. and Lucie, S. (2008). Measuring consumer’s willingness to pay for organic and Fair Trade 

products. International Journal Of Consumer Studies 32: 479-490. 

Douglas M. & Wildavsky A. (1984). Risk and culture. An essay on the selection of technological and 

environmental dangers, University of California Press, Berkeley, 224p. 

Dubuisson-Quellier S. (2003a). Confiance et qualité des produits alimentaires : une approche par la 

sociologie des relations marchande, Sociologie du travail 1 : 95-112.  

(2003b). Goûts des produits et goûts des consommateurs. La pluralité des épreuves de qualification dans 

la mise en marché des produits alimentaires, in Juger et échanger. La construction sociale de l’accord 



 29

dans une économie des jugements individuels, Dubuisson-Quellier S. et Neuville J.-Ph. (dir.), INRA 

Editions, Collection MSH, Paris. 

Dubuisson-Queller S. & Lamine C. (2004). Faire le marché autrement. Le cas des « paniers » de fruits et 

de légumes bio comme mode d’engagement politique des consommateurs, Sciences de la Société 62 : 

145-167. 

Enticott G. (2003). Risking the rural: nature, morality and the consumption of unpasteurised milk, 

Journal of Rural Studies 19: 411-424. 

Fischler C. (1998). Raison et déraison dans la perception des risques alimentaires, Cahiers de nutrition et 

de diététique 33 (5) : 297-300. 

Fonte M. (2008). Knowledge, Food and Place. A Way of Producing, a Way of Knowing, Sociologia 

Ruralis 48(3): 200-222. 

Fournier T. (2009). Coping with new food-related risks. Avian flu and urban Vietnamese consumers, 

Anthropologie of Food [en ligne]. 

François M., Persillet V. & Sylvander B. (2002). Analyse des paniers des consommateurs en produits 

biologiques en Ile de France et en Pays de La Loire. Étude Gret/Inra « Prospective des marchés des 

produits biologiques : fidélisation et apprentissage ». 

François M. & Sylvander B. (2004). Les consommateurs de produits biologiques en France et leurs 

achats. 

Gil, J. M., Soler, F. (2006). Knowledge and willingness to pay for organic food in Spain : Evidence from 

experimental auctions. Food Economics – Acta Agriculturalae Scandinavica Section C, 3 (3&4): 109-

124. 

Gracia, A. and T. de Magistris (2008). "The demand for organic foods in the South of Italy: A discrete 

choice model." Food Policy 33(5): 386-396. 

Goodman D. (2003). The quality ‘turn’ and alternative food practices: reflexions and agenda, Journal of 

Rural Studies 19(1): 1-7. 

Goodman D. & DuPuis E.M. (2005). Should we go ‘home’ to eat? Toward a reflexive politics 

of localism, Journal of Rural Studies 21(3): 359-371. 

(2002). « Knowing food and growing food: beyong the production-consumption debate in the Sociology 

of Agriculture », Sociologia Ruralis 42(1): 5-22. 

Guthman J. (2002). Commodified meanings, meaningful commodities: re-thinking production-

consumption links through the organic system of provision, Sociologia Ruralis 42(4): 295-311. 



 30

Haghiri, M., McNamara, M. (2007). Predicting Consumers’ Acceptability of Pesticide-Free Fresh 

Produce in Canada’s Maritime Provinces: A Probit Analysis. Journal of International Food & 

Agribusiness Marketing, 19 (4): 45-59. 

Harper, G.C., Makatouni, A. (2002). Consumer perception of organic food production and farm animal 

welfare. British Food Journal, 104 (3,4,5): 287-299. 

Hendrickson M. & Heffernan W. (2002). Opening spaces through relocalisation: Locating potential 

weakness of the global food system, Sociologia Ruralis 42(4): 347-369. 

Hinrichs C. (2000). Embeddedness and local food systems: notes on two types of direct agricultural 

markets, Journal of Rural Studies 16(3): 295-303. 

(2003). The practice and politics of food system localization, Journal of Rural Studies 19(1): 33-45. 

Hochedez C. (2008). Le bonheur est dans le panier. Réseaux alimentaires alternatifs et commercialisation 

des produits issus de l’agriculture biologique : l’exemple suédois, in Géocarrefour Agricultures, 

durabilité et territoires 83(3) : 225-233. 

Holloway L., Kneafsey M., Venn L., Cox R., Dowler E. & Tuomainen H. (2007). Possible food 

economies: a methodological framework for exploring food production-consumption relationships, 

Sociologia Ruralis 47(1): 1-19. 

Holt G. (2006). A conceptual model of willingness to pay for organic food in the UK, in Sociological 

Perspectives of Organic Agriculture: From Pioneer to Policy, Holt G. & Reed M. (dir.), CABI 

Publishing, pp. 88-106. 

Howard P.H. & Allen P. (2006). Beyond organic: consumer interest in new labelling schemes in the 

Ventral Coast of California, International Journal of Consumer Studies 30: 439-451. 

Huang, C., K. Kan, et al. (1995). "Joint estimation of consumer preferences and willingness to pay for 

food safety." American Journal of Agricultural Economics 77(5): 1391-1391. 

Hughner R., McDonagh, Prothero A., Shultz C.J. & Staton J. (2007). Who are organic food consumers? A 

compilation and review of why people purchase organic food, Journal of Consumer Behaviour 6: 94-

110. 

Kerton S. & Sinclair A. (2010). Buying local organic food: a pathway to transformative learning, 

Agriculture and Human Values 27(4): 401-413. 

Lamine C. (2008). Les intermittents du bio. Pour une sociologie pragmatique des choix alimentaires 

émergents, MSH (eds), Quae (eds). 

(2004). Manger bio : de l’aliment-qualité à l’aliment-santé, in Plantes, sociétés, savoirs, symboles. 

Matériaux pour une ethnobotanique européenne. Lieutaghi, Musset (dir.), vol I, Mane, Alpes de 

Lumière. 



 31

Lassaut B. & Sylvander B. (1983). Rôle des caractéristiques qualitatives des aliments dans l’évolution des 

consommations alimentaires : quelques analyses de cas, Économie rurale, 154. 

Lea E. & Worsley T. (2005). Australians’ organic food beliefs, demographics, and values, British Food 

Journal 107: 855-869. 

Lindeman M., & Väänänen M. (2000). Measurement of ethical food choice motives, Appetite 34: 55-59. 

Little J., Ilbery R. & Watts D. (2009). Gender, consumption and the relocalisation of food: a research 

agenda, Sociologia Ruralis 49(3): 201-217. 

Lockie S. (2002). ‘The invisible mouth’: mobilising ‘the consumer in food production-consumption 

networks’, Sociologia Ruralis 42(4): 278-294. 

Lockie S., Lyons K., Lawrence G. & Mummery K. (2002). Eating ‘green’: motivations behind organic 

food consumption in Australia, Sociologia Ruralis 42(1): 23-40. 

Lockie S. & Kitto S. (2000). Beyond the farm gate: production-consumption networks and agri-food 

research, Sociologia Ruralis 40(1): 3-19. 

Loureiro, M. L., J. J. McCluskey, et al. (2002). "Will consumers pay a premium for eco-labeled apples?" 

Journal of Consumer Affairs 36(2): 203-219. 

Magnusson M. K., Arvola A., Hursti U.K., Aberg L., & Sjoden P.O. (2001). Attitudes towards organic 

foods among Swedish consumers, British Food Journal 103: 209-226. 

Makatouni A. (2001). What motivates consumers to buy organic food in the UK? Results from a 

qualitative study. organic-research.com 1: 1-11. 

Michelsen J. (2009). The Europeanization of Organic Agriculture and Conflicts over Agricultural Policy, 

Food Policy 34: 252-257. 

Midmore P., Naspetti S., Sherwood A-M., Vairo D., Wier M. & Zanoli R. (2005). Consumer attitudes to 

quality and safety of organic and low input foods: a review. Aberystwyth: University of Wales. 

Misra, S. K., C. L. Huang, et al. (1991). "Consumer willingness to pay for pesticide-free fresh 
produce” 

Western Journal of Agricultural Economics 16(2): 218-227. 

Monier, S., Hassan, D., Nichèle, V., Simioni, M. (2009). Organic Food Consumption Patterns. Journal of 

Agricultural & Food Industrial Organization, 7: Article 12. Available at: 

http://bepress.com/jafio/vol7/iss2/art12. 

Nelson E., Gomez Tovar L., Schwentesius Rindermann R. & Gomez Cruz M.A. (2010). Participatory 

organic certification in Mexico: an alternative approach to maintaining the integrity of the organic 

label, Agriculture and Human Values 27: 227-237. 

Ott, S. L. (1990). "Supermarket shoppers' pesticide concerns and willingness to purchase certified 



 32

pesticide residue-free fresh produce." Agribusiness 6(6): 593-602. 

Ouédraogo A-P. (1998). Manger « naturel », Les consommateurs de produits biologiques, Journal des 

Anthropologues 74 : 13-27. 

Peretti-Watel P. (2000). Sociologie du risque, Armand Colin, Paris. 

(1999). Pourquoi et pour qui un risque est-il acceptable ? Représentations du risque et inégalités sociales, 

Les cahiers de la sécurité intérieure 38 : 9-35. 

Posri, W., Shankar, B., Chadbunchachai (2007). Consumer Attitudes Towards and Willingness to Pay for 

Pesticide Residue Limit Compliant "Safe" Vegetables in Northeast Thailand. Journal of International 

Food & Agribusiness Marketing, 19 (1): 81-101. 

Roe E.J. (2006). Things becoming food and the embodied, material practices of an organic food 

Consumer, Sociologia Ruralis 46(2): 104-121. 

Roininen K., Lähteenmäki L. and Tuorila H. (1999). Quantification of consumer attitudes to health and 

hedonic characteristics of foods, Appetite 33: 71-88. 

Saba, A. and F. Messina (2003). "Attitudes towards organic foods and risk/benefit perception associated 

with pesticides." Food Quality and Preference 14(8): 637-645. 

Selfa T. & Qazi J. (2005). Place, taste, or face-to-face? Understanding producer–consumer networks in 

‘‘local’’ food systems in Washington State, Agriculture and Human Values 22: 451-464. 

Shepherd R. (2010). Societal attitudes to different food production models: biotechnology, GM, organic 

and extensification. Science review (SR 12) : Foresight Project on Global Food and Farming Futures, 

Government Office for Science. 

Sirieix L. (2000/12). Kologisch erzeute und regionale lebensmittel in Frankreich und Deutschland : eine 

vergleichende untersuchung zu einkaufsverhalten und einstellungen, Agrarwirtschaft 49 (12 Herkunft, 

Qualität und regionales Marketing), pp. 452-457. 

Sirieix L., Alessandrin A. & Persillet V. (2006). Motivations and values: a means-end chain study of 

Frensh consumers, in Sociological Perspectives of Organic Agriculture: From Pioneer to Policy, Holt 

G. & Reed M. (dir.), CABI Publishing, pp. 70-87. 

Soler F., Gil J.M. & Sanchez M. (2002). ‘Consumers’ acceptability of organic food in Spain: results from 

an experimental auction market, British Food Journal 104: 670-687. 

Stolze M. & Lampkin N. (2009). Policy for organic farming: Rationale and Concepts, Food Policy, 34: 

237-244. 

Storstad O. & BjØrkhaug H. (2003). Foundations of production and consumption of organic food in 

Norway: common attitudes among farmers and consumers?, Agriculture and Human Values 20: 151-



 33

163. 

Sylvander B. (2003). Crédibilité et flexibilité de la certification : le cas de l’Agriculture biologique, 

Économies et Sociétés, 26. 

(1999). Les tendances de la consommation de produits biologiques en France et en Europe : conséquences 

sur les perspectives d'évolution du secteur. Colloque L'agriculture biologique face à son 

développement. Les enjeux futurs : 6-8 décembre 1999, Lyon. 

Tsakiridou, E., Zotos, Y., Mattas, K. (2006). Employing a Dichotomous Choice Model to Assess 

Willingness to Pay (WTP) for Organically Produced Products. Journal of Food Products marketing, 12 

(3): 59-69. 

Tsakiridou E., Boutsouki C., Mattas K. & Zotos Y. (2008). Attitudes and behaviour towards organic 

products: an exploratory study, International Journal of Retail & Distribution Management 36(2): 

158-175. 

Ureña1 F., Bernabéu R. & Olmeda M. (2008). Women, men and organic food: differences in their 

attitudes and willingness to pay. A Spanish case study, International Journal of Consumer Studies 32: 

18-26. 

Valentine G. (1999). Eating in: Home, Consumption and Identity, The Sociological Review 47(3): 491-

524. 

Vermeir I. & Verbeke W. (2006). Sustainable food consumption: exploring the consumer “attitude-

behavioral intention” gap. Journal of Agricultural and Environmental Ethics 19: 169-194. 

Wandel, M., Bugge, A. (1997). Environmental concern in consumer evaluation of food quality. Food 

Quality and Preference, 8 (1): 19-26. 

Wier, M., Andersen, L.M., Millock, K. (2002). Consumer preference for organic foods. Paper submitted 

to OECD Workshop on Organic Agriculture, 23-26 Sept. Washington D.C., USA. 

Wier M., Jensen K. O’D., MØrch Andersen L. & Millok K. (2008). The character of demand in matur 

organic food markets: Great Britain and Denmark compared, Food Policy 33: 406-421. 

Williams, P. R. D. and J. K. Hammitt (2001). "Perceived Risks of Conventional and Organic Produce: 

Pesticides, Pathogens, and Natural Toxins." Risk Analysis 21(2): 319-330. 

Yiridoe E., Bonti-Ankomah S. & Martin R. (2005). Comparison of consumer perceptions and preference 

toward organic versus conventionally produced foods: A review and update of the literature. 

Renewable Agriculture and Food Systems 20: 193-205. 

Zanoli R., & Naspetti S. (2002). Consumer motivations in the purchase of organic food, British Food 

Journal 104: 643-653. 



 34

Zepeda L., Chang H-S. & Leviten-Reid C. (2006). Organic food demand: a focus group study involving 

Caucasian and Africa-American shoppers, Agriculture and Human Values 23: 385-394. 

Zukin S. (2008). Consuming authenticity. From outposts of difference to means of exclusion, Cultural 

Studies 22(5): 724-748. 

 


