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The Horizon of ygjj"e?:;yv’ :s
Our Dialogue

This meeting aims to gather the
perspectives of consumer
associations on the main challenges
and opportunities related to organic
products across Europe. It is not just
a debate, but a process of shared
construction.

ﬂ Identify common
o concerns.

Highlight action
priorities.

keywords.

25
3 Gather recurring
4[]

Contribute to a shared
message and final
video.
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From Individual Inputs to Discussion
Synthesizing our findings into actionable data.

1 Main Obstacle 1 Action Priority 2 Key Words

13 questionnaires

Association Synthesis

Questionnaire completed by 11

countries

Synthesized into:
The 4 Thematic Areas
for Discussion (Trust,
Price, Values, Information)

Reflections for a Shared Message
& Input for the Final Video
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The 4 Thematic Areas

System-Driven
(Market, Regulation)

2. Price, Accessibility,
and Availability

(Costs, distribution,
territorial differences)

Tangible Barriers

1. Trust, Awareness,
and Understanding
(Certifications, labels, clarity)

(Price, Access, Tools) _
4. Information,
Communication, and

Innovation
(Channels, digital tools,
language)

3. Motivations, Values,
and Territorial
Specificities
(Health, environment, culture)

Consumer-Driven
(Personal Choices, Culture)

ﬂINE

Intangible Barriers
(Trust, Perception,

Values)
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Area 1: Trust, Awareness, and Understanding
Consumers know the term “organic”, but don't always know what it means
in practice.

Official + Clear _ Consumer
Certification Labeling | Trust

[ Generic Slogans } VS. [ Certified ] = Confusion

(“Natural”, “Sustainable”)) Organic
e Understanding of the true e Trust in the certification e Clarity and real utility of
meaning of “organic”. system and controls. labels.
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Main obstacle Main priority Key words

Gap between technical Distinguish certified organic Transparency 23.0%
certification language 30.8% products more clearly from vague 38,5%

and ordinary consumer commercial claims
language .

guag Clarity 15,4%

Excessive use of generic Strenghten transparency on

environmental or 23,1% controls and certification
health-related claims

30,7%

Promote consumer - oriented

Limited trust in controls o
23,1% information campaigns

or certification bodies

15,4% Simplicity 15,4%

| 154%
Credibility
| 154% |
| 154% |

_ Understanding 15,4%
Confusion between Use simpler and more consumer-
organic, natural, local 15,4% friendly language

and sustainable claims

Trust MK/

‘N E
~ ~

Labels perceived as too Explain more clearly what "organic"
complex or not user- 7,64 means Certification [Nz
friendly
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Guiding Questions: Building Trust

How much do What are the main Do current labels and
consumers in your factors that generate information help
country understand the trust or skepticism consumers or create
meaning and towards organic confusion?
guarantees of organic products?

certification?

Which actors or Is there confusion

sources of information between certified

are considered most organic products and

credible? broader commercial
claims?
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Area 2: Price, Accessibility and Availability

Organic is associated with positive values, but it is not always perceived as a realistic
option for everyone.

availability |

_ sacle: The Physipal Qbstacle:

The Economic Obsf Presence in daily
perception © shopping contexts,
convenience territorial distribution.

(Price at checkout)

ey . Territorial differences
Accessibility in ordinary sales channels. (Urban areas vs. Rural/peripheral areas).
0
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Main obstacle

Prices perceived as too
high

Organic products seen as
a choice for a limited
part of the population

Insufficient information
on the relationship
between price and value

Low visibility of organic
products in ordinary
sales channels

ﬂINE

53,8%

23,1%

7

Main priority

Increase the economic
accessibility of organic products

Explain more clearly the
relationship between prive and
value

Highlight the social and
environmental value of organic
products more effectively

Make organic products easier to
find in ordinary purchasing
contexts

Promote policy measures that
support broader access

46,2% Affordability

30,8% Accessibility

Value

Visibility

Fairness

Key words

38,5%

30,8%

‘ I

15,4%

7,7
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Guiding Questions: Overcoming Barriers

Are the main barriers

. : Is organic seen as .
How is the price of accegsible or is it still related to price,
organic products considered too availability, or both?
perceived in your expensive for many
country? families?
Are there significant Does the way organic
differences in access productsare
between urban areas distributed influe sl
and rural or access and consu
peripheral areas? choice?
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Area 3: Motivations, Values, and Territorial Specificities
Organic choices vary depending on the context. What are the true drivers of purchase?

Territorial:
Support for local producers,
Rural development, Gastronomic culture.

Collective:
Environmental pr_otection,
Identify the main choice Socieligguing
drivers.
Individual:
_ Health, Quality,
Measure citizens’ Well-being.

willingness to engage
more actively.
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Main obstacle

Weak perceived link
between organic
products and concrete
consumer benefits

Consumption habits not
strongly oriented
towards sustainability

Limited awareness of the
social value of organic
farming

Difficulty engaging
citizens more actively in
change processes

All of them really

ﬂINE

Main priority

Link organic choices to health,
quality of life and local territory

Strengthen the connection
between organic farming and the
public interest

Involve citizens more actively
through consultation and listening
processes

Highlight more clearly the
environmental and social benefits
of organic farming

Key words

Social value
46,2%

30,8%
15,4%

Participation

Health

Community

Sustainability

23,1%

15,4%
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Guiding Questions: Exploring Drivers

&

What are the main
motivations drivin
consumers towards
organic products In
your context?

How important is th
social dimension of
organic farming in

consumer choices?

ﬂINE
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Is organic seen
Are there cultural or fmari
territorial factors that marily as a personal

) enefit, a collective
encourage or hinder 5
the consumption of benefit, or both?

organic products?

. ©
itizens willing to
e Ar: c; more active role
through consultations,
feedback, or |
participation:
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Area 4: Information, Communication, and Innovation

What channels, languages, and tools are most effective for reaching citizens?
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Techmcal Data_
and Digital Tools
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The Role of
Association
Translation

Clear Messages
for the Consumer

\L\

£ [ | sne s

\ ———
Identify the most trusted Select the most effective Evaluate the usefulness
sources of information. channels and language. of digital tools for

transparency and traceability.
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Main obstacle

Information perceived as
too fragmented or too 30,8%
technical

Language that feels too
distant from everyday 30,8%
consumer experience

Difficulty reaching
citizens through effective
and trusted channels

15,4%

Low trust in existing

. . 15,4%
information sources

Lack of coherent and
easily accessible 7,6
communication
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Main priority

Strengthen the role of consumer
organisations in dissemination

Improve communication on
traceability and transparency

Use simpler and more consumer-

()
frienfly language and channels 15,4%

Build messages that are more

. . 15,4%
coherent and easier to recognise .

Make information more

. . . 7,79
accessible, concise and reliable !

30,8%

30,8%

Key words

Simplicity 23,1%
Engagement 23,1%
Traceability 15,4%
Information 15,4%
Dialogue

15,4%

Transparency AY)
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Guiding Questions: Optimizing Communication

Where do citizens Which channels and : 2

currently get information languages are considered ga\f/Fcl::lg 25;‘;’?5&2:;
about food, sustainability, most effective and P —
and organic products? credible? )

Are digital tools for What role can consumer
traceability and organizations play in
transparency perceived as translating technical
useful and reliable? information into

accessible messages?
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Efcharisto

Obrlgado Merci Btiek you Obrigado

erCl Thank you Dank u

Thank you Gracia

m"Graciﬁ"é”" Daickuje Mot
rac15“s‘“s Efcharlsto o ke Dziekuje

Merci raZI Dg'ﬁk”“"“
Obrigado Obrigado

DZl Gr{;'as T] Dank u Efcharlsto el
Obrigado eohm‘] Ou Mgrarc(l:asu

Onn Merci "fchansto.
ot Ercharis, o] CRATTL ST -2 ¢k e

Dzigkuje Merk u“'“"’
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Bianca Ferraiolo
Head of the Representative Office to the EU
Senior Manager EU Affairs
at Cittadinanzattiva - Active Citizenship Network
b.ferraiolo@cittadinanzattiva.it

www.cittadinanzattiva.it -
www.activecitizenship.net
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http://www.cittadinanzattiva.it/
http://www.activecitizenship.net/
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