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13 questionnaires 
completed by 11 

countries
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The 4 Thematic Areas
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30,8%

23,1%

23,1%

15,4%

7,6%

Gap between technical
certification language

and ordinary consumer
language

Excessive use of generic
environmental or

health-related claims

Limited trust in controls
or certification bodies

Confusion between
organic, natural, local
and sustainable claims

Labels perceived as too
complex or not user-

friendly

Main obstacle

38,5%

30,7%

15,4%

7,7%

7,7%

Distinguish certified organic
products more clearly from vague

commercial claims

Strenghten transparency on
controls and certification

Promote consumer - oriented
information campaigns

Use simpler and more consumer-
friendly language

Explain more clearly what "organic"
means

Main priority

23,0%

15,4%

15,4%

15,4%

15,4%

7,7%

7,7%

Transparency

Clarity

Credibility

Simplicity

Understanding

Trust

Certification

Key words
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53,8%

23,1%

15,4%

7,7%

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

Main obstacle

46,2%

30,8%

7,7%

7,7%

7,7%

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

Main priority

38,5%

30,8%

15,4%

7,7%

7,7%

Affordability

Accessibility

Value

Visibility

Fairness

Key words
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38,5%

23,1%

15,4%

15,4%

7,7%

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

Main obstacle

46,2%

30,8%

15,4%

7,7%

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

Main priority

46,1%

23,1%

15,4%

7,7%

7,7%

Social value

Participation

Health

Community

Sustainability

Key words
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30,8%

30,8%

15,4%

15,4%

7,6%

Information perceived as
too fragmented or too

technical

Language that feels too
distant from everyday
consumer experience

Difficulty reaching
citizens through effective

and trusted channels

Low trust in existing
information sources

Lack of coherent and
easily accessible
communication

Main obstacle

30,8%

30,8%

15,4%

15,4%

7,7%

Strengthen the role of consumer
organisations in dissemination

Improve communication on
traceability and transparency

Use simpler and more consumer-
frienfly language and channels

Build messages that are more
coherent and easier to recognise

Make information more
accessible, concise and reliable

Main priority

23,1%

23,1%

15,4%

15,4%

15,4%

7,6%

Simplicity

Engagement

Traceability

Information

Dialogue

Transparency

Key words
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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

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