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EXTENDED BIBLIOGRAPHY ON THE ORGANIC MARKET AND
MARKETING INITIATIVES IN EUROPE

The references are presented in the following sections by submitting nation and
subject area. Marketing references are allocated a simple number, whilst to create a
distinction Marketing Initiative references are appended ‘i’. In some cases numerical
ordering may not occur as only those references rated as relevant or better are
included and reference numbers allocated by the submitting nation to each reference
are retained.

Austria (AT)

Market (AT)

10.

1.
12.

13.

14.

15.

Trademark politics as a means of communication politics in the dairy branch
shown with the examples of ,NOM®“ compared with the trademark ,Ja!
Natiirlich® of the BML-combine; Wurmbock, Dieter, 1999

Trademarks and their importance (meaning) for retail business with special
consideration of ecologic singular (own) trademarks shown with the example
of ,,Ja! Natiirlich* of the BML-combine, Schreckhas, Alexandra,1998

Forms of Co-operation between Farmers and Consumers. Ways of solidary
economy by organic farming, shown with some selected examples, Loziczky,
Tanja, 1997

Public relations and market communication of organic associations shown
with the association ,,Ernte fiirs Leben® including concept making, Gamper,
Sylvia, 1999

Branch marketing for organic/natural food shops, Kwich Maria, Margarita,
1999

Market Research: Market of organic food in Austria 1996, Niirnberger, Evelyn
etal., 1996

Organic products- a trend in food markets with the example of ,Ja!
Natiirlich!*, Filipovic, Daniela, 1999

Preconditions, possibilities and limits for the market of organic products in
Austria. Heindl, Birgit, 1998

Cultivation and markets of organic products in Siidtirol, Lasta Ursula, 1996

Supply channels for organic products considering new forms of co-operation,
Miiller Andrea, 1997

Possibilities for sale of special products on the basis of organically produced
milk-shown with the example of the Dairy of Yppstal, Hermann, Peter, 1995

Delivery at households of meat from organic agriculture with the example of
,,Freiland GmbH*, Dalmolin Robert, 1996

Marketing of organic farm products of Austria within the European Union,
Seiter, Elisabeth, 1999
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16.

18.
19.

20.

Consumer-oriented approach for the definition of selected aspects of the
marketing—mix for the Freiland GmbH with the Conjoint-Analysis, Wimmer,
Maria, 1996

Market-chances of organically produced food, Tammerle, Peter, 1997

Development and Importance of organic farming in Austria in the
international context, Grioer 1998

New Wine in old tubes, Okoland 1/2001

Marketing initiatives (AT)

1i:

3i:

41;

51:

61:

Trademark politics as a means of communication politics in the dairy branch
shown with the examples of ,NOM*“ compared with the trademark ,Ja!
Nattirlich of the BML-combine. Wurmbdck, Dieter, 1999.

Forms of Co-operation between Farmers and Consumers. Ways of solidary
economy by organic farming, shown with some selected examples. Loziczky,
Tanja, 1997.

Adoption behaviour of food retailers. A interpretative evaluation shown with
the example of Austrian organic products. Zittmayr, Gerhard, 1996.

Public relations and market communication of organic associations shown
with the association ,,Ernte fiirs Leben* including concept making. Gamper,
Silvia, 1999.

Branchmarketing for organic/natural food shops. Kwich, Margarita Maria,
1999

Belgium (BE)

Market (BE)

Biologische voeding, Een markt in volle ontwikkeling (Dossier Oko:
Okologische Nahrung: Ein Markt in voller Entwicklung), Isabelle Wegnez,
Distributie vandaag, okt.-nov. 1999

Haalbaarheid van biologisch landbouw (Erreichbarkeit (Machbarkeit) des
okologischen Landbaus), Wim Vandenberghe, Hogeschool Gent, 1997-1998

Biologische Landbouw: Hoe is het met onze kennis gesteld? (Der Absatz
okologischer Produkte. In: Okologischer Landbau; Wie ist es um unser
Wissen bestellt?), Faculteit van de Landbouwkundige en Toegepaste
Biologische Wetenschappen, 2000

SWOT-Analyse van de Biologische Melksector in Vlaanderen, Henk
Gurdebeke, Katholicke Universiteit Leuven, 2000

Marketingstrategie voor verse Bio-Produkten, Rapport 4 (Marketing strategy
for fresh bio-products. Report 4: Establishment of points of sale), S. De Moor
et al, 1990
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8:

Marketingstrategie voor verse Bio-Produkten, Rapport 3 (Marketing strategy
for fresh bio-products. Report 3: Distribution structure of organic cultivated
vegetables and fruit), S. De Moor et al, 1990

Biologische land- en tuinbouw, Toekomstperspectieven in Belgie,
(Okologischer Land- und Gartenbau: Zukunftsperspektiven fiir den
okologischen Land- und Gartenbau in Belgien), A. Cnudde, 2000

Marketing Initiatives (BE)

1i:

Actieplan biologische landbouw. Actieplan zoals voorgesteld door de
bevoegde minister op 09/06/00, dit ter gelegenheid van de week van de
biologische landbouw. (Action plan organic cultivation.). Actionplan
introduced by authorized ministers at 09.06.00, on the occasion of the weeks
of organic cultivation. Brussels, Belgium.

2i: The farmer within an institutional environment. Comparing Danish and
Belgian organic farming. Sociologia Ruralis, 41(1), 85. Lynggaard KCS,
2001.

31 La Fermiére de Méan. In: Van de grond tot in je mond: 101 pistes voor een
kwaliteitsvoeding. Collet Eric, 1999 In: Ed. Pierre Stassart and Gert Engelen.
Uitgave Vredeseilanden-Coopibo, Foundation Universitaire
Luxembourgeoise, 39-47.

41: Biologisch veilen in opmars - Biologische landbouw straks goed voor 1.4
miljard ECU. Groenten en Fruit, November 1994, jaargang 45, n°1, 10-13.
Reynders, C., 1994.

51 Focus op handel: Biomarché: naar een breed publiek via eerlijke handel.
BlOvisie, oktober 2000, nr 6, 10-11. Vandenberghe Wim, 2000.

Germany (DE)

Market (DE)

1: Organisational problems in organic marketing...., Dienel, 2000

3: Regional sales opportunities..., Rdmisch, 2000

4: Farmers prices for organic products, Rippin et. al, 2001

5: Regional joint marketing..., Schaer, 2001)

7: Organic agriculture in a market economy..., Hamm and Michelsen, 1996

8: Demand potential for organic products..., Hensche and Kivelitz, 2001

9: Marketing of organic products, Hermanowski, 1996

10:  The organic food market in Europe, McDonald, 2001

11: Organic Products at relail, Meyer, 2000

12:  The European Market for organic products..., Michelsen et al., 1999

13: Success factors for organic ranges iof products.., Rehn, 1999
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14:

16:
18:
19:

Marketing approaches for Organic Products in Supermarkéts.., Richter et. al.
2001

The market for organic prodcucts in Germany.., Wendt et. al., 1999
Acceptance of the German national label..., Wirthgen and Zenner, 2000

How to sell organic food in conventional supermarkets, Schaer, 2001

Marketing Initiatives (DE)

li: Regional marketing systems in agriculture, food industry and forestry -
opportunities, problems, assessment. Wirthgen, A./Schmidt; Schade,
G/Liedtke, D.; Besch, M./Hausladen, H./Thiedig, F., 2000.

21 Regional marketing in agribusiness —success potentials and difficulties,
demonstrated on the basis of local cooperation projects of regional marketing.
Besch, Michael und Hausladen, Helmut, 1999.

51 Solutions in nature conservation -Political aspects for successful acting.
Brendle, Uwe, 1999.

17i:  Stocktaking of regional marketing in Northrhine-Westfalia. Hensche, U.;
Ulrich, H., 1997.

18i: Regional cooperative or organic supermarket —example ,Tagwerk
Genossenschaft®. Kobler, Michael, 2001.

Denmark (DK)

Market (DK)

1: Action Plan 2 — Development in organic farmng. Ministry of Food,
Agriculture and Fisheries, Danish Directorate for Development, 1999.

2: Report from the interdisciplinary project group (The Bichel Report). The
Bichel Committee, 1999

3: Organic farming for the future? An economic analysis of the potential for
organic farmers. Poul Rye Kledal, 2000

4: An analysis of the market conditions for organic products. Sall and Salll on

behalf of Ministry of Food, Agriculture and Fisheries, Danish Directory for
Food Industries, 2000.

Marketing Initiatives (DK)

11:

3i:

Senderlylland @kologisk Forsegsomrdde (Del projekt 2)— Udvikling af
okologisk afs@tning. (South Jutland Organic experimental zone (Projects part
2) — Development of organic sales). Lene Ravnkjer Kristensen, 1998.

Landbrug og fedevareproduktion. En ekologisk modernisering (Farming and
Food Production. An organic modernization). Vibeke Jorgensen, Rikke
Tengberg and Peter Tengberg, 2000.
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61:

71:

8i:

Krisens nye muligheder. En rapport om muligheden for selvberoende
relokaliseringsprocesser 1 et kriseramt samfund. (New possibilities of the
crisis. A report on the possibilities of creating sustainable relocalization
processes in a society in crisis). Jens Christian Elle, 2001.

P4 sporet af en baredygtig svineproduktion. En analyse af et socialt
eksperiment pa Bornholm. (On the track of a sustainable pig-production. An
analysis of a social experiment on Bornholm). Maria Louisa Bruselius-Jensen,
2000.

Innovation, milje og kvalitet i ekologisk forarbejdning — case analyse af 7
okologiske mejerier. Delrapport 2. (Innovation, Environment and Quality in
organic processing — case study of 7 organic dairies. 2™ part report). Jan Holm
Ingemann, Bolette Abrahamsen and Jette E. Holgaard, 2000.

Spain (ES)

Market (ES)

Agricultura en Espafia, Gonzalez Ruiz and Cobo Quesada, 2000.
Productos ecologicos : la alternativa natural. Anonyme, Alimarket, 1999

Potencial de Mercado de los productos ecologicos en Aragon, (I), Gracia, Gil
y Sanchez 1998, p 103-106 In: Gracia Royo, A., Gil Roig J.M., Sanchez
Garcia M. (1998) Potencial de mercado de los productos ecologicos en
Aragon. Gobierno de Aragon.

Organic food in Europe : producers but not consumers, European Retail
Digest, 2000.

Frenos al crecimiento del mercado ecologico, Sanchez Garcia and al., 1998.

Marketing Initiatives (ES)

Characteristics of organic farmers in Aragon (Spain)ln: Organic market
potentiality In Aragon (Spain). Gil Roig J. M., Soler F. et al., 2000.

Finland (FT)

Market (FI)

I: Finfood LUOMU, market research results (several investigations), 2001

2: Heinonen, S. 2001. Organic Farming in Finland, country report.

3: Auersalmi, M. 2000. Luomutuotteiden alueellisten
markkinointiorganisaatioiden markkinakeinojen kaytto.

4: Leskinen, M. & Lintukangas-Grohn, P. 2001. Luomuelintarviketalouden
kehittdmisohjelma.

7: Kallio, V. 1998. Luomu EU-Suomessa.
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8:

10:

11:

14:

15:
21:
22:

23:

Tukiainen, E-L. 1997. Verkottuva luomutuotanto suomalaisen maatalouden
strategiana.

Koikkalainen, K., Vehkasalo, V., Linjakumpu, H. & Aakkula, J. 1998. The
future developmet of organic farming in Finland: Three alternative scenarios
for the purposes of agricultural policy-making.

Schepel, 1. 2001. Selkokielinen selostus siitd, miksei Suomi todenndkdisesti
pysty vuonna 2010 saavuttamaan 20 prosentin luomutasoa — toisin kuin Saksa.

Nurmi, P. 1999. Mikd luomussa maksaa? Luonnonmukaisesti tuotettujen
viljatuotteiden hinnoittelu Suomessa jalostusteollisuudessa ja kaupassa.

Ruohonen, S. 2000. Kauppojen luomutarjonta
Kujala, J. 2000. Luomutuotteen oikea hinta, onko siti?

Sallinen. K. 2001. Luomuvalmisruokiin liittyvid uskomuksia ja asenteita ja
niiden ostohalukkuus

Mononen, T. 2000. Marginaalisille markkinoille — Tutkimus luomutuotannon
kehityksestd ja yhteiskunnallista merkityksista.

Marketing Initiatives (FI)

li: Consumer surveys(1999 & 2000); A.C.Nielsen’s ScanTrack —study (2000) and
economic panel (1999); The organic product barometer (1999 & 2000); Report
on the supply and distribution channels of organic products (1998). Finfood
LUOMU, 2001.

2i: Luomutuotteiden alueellisten markkinointiorganisaatioiden
markkinointikeinojen kéytto (The use of marketing mix variables by organic
market companies). Auersalmi Marika, 2000.

3i: Verkottuva luomutuotanto suomalaisen maatalouden strategiana (Networking,
a strategy for Finnish organic agriculture). Tukiainen Eeva-Liisa, 1997.

41: Luomuelintarviketalouden kehittimisohjelma (A programme for developing
organic food economy). Leskinen, M. & Lintukangas-Groéhn, P., 2001.

Si: Ilman vilikésid, maataloustuotteiden suoramyynti Suomessa (Direct selling of
farm products in Finland). Huuhka Ari, 1995.

France (FR)

Market (FR)

2.:  Le marché des produits biologiques en France en 1999 : évolutions, structures
et enjeux ; A. Le Floc’h-Wadel, B. Sylvander ; 2000

3. Le marché des aliments biologiques ; R. Fahd, C. Sportes, L. Faibis ; 2000

15: Le marché des produits biologiques et la demande ; B. Sylvander ; 1998
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Marketing Initiatives (FR)

li: Some factors of success for origin labelled products in agro-food supply
chains in Europe : market, internal resources and institutions. Barjolle, D. ;
Sylvander, B., 2000.

21: Contractual forms between retailers and their suppliers in the food sector (Les
formes relationnelles entre les enseignes de grande distribution et leurs
fournisseurs). Bouvier-Patron, P., 1998.

3i: Quality farm food in Europe: a possible alternative to the industrialised
market and to current agri-environmental policies : lessons from France. Gilg,
A.W. ; Battershill, M., 1998.

51: Role of certification in the changes of regime of coordination : organic
farming, from networks to industry. Sylvander, B., 1997.

7i: Relations between organic products processors and large retailing chains.
Guillou, H., 1997.

Greece (GR)

Market (GR)

I: Critical factors affecting the future Greek market for organic produce. Christos
Fotopoulos, George Chryssochoidis, Christos Pantzios, 1999

2: Marketing organically produced food products in Greece. Yorgos Zotos,
Paschalina (Lilia), Amou-Efthimia Tsakiridou, 1999.

3: Defining the organic consumer and his willingness to pay for selected food
products in Greece: a countrywide survey. Christos Fotopoulos, Athanassios
Krystallis, 2001.

4: Repercussions of consumer confusion for late introduced differentiated
products. George Chryssochoidis, 2000.

5: An assessment of the current conditions and perspectives of the organic farmin
sector in Greece. Fotopolus, C., Pantzios, C..J., (1998)

6: Organic farming in Greece. Pantzios C., Tzouvelakis B. (1999) In The

production systems of organic farming as an alternative way of development
of the rural Greece. Fotopoulos, C. 1999.

Marketing Initiatives (GR)

1i:

21;

Searching for Endogenous Development Practices: The Production of Organic
Olive Oil.: Baourakis G. and E. Stamataki, 1997.

Do it Sistimatica: on the learning paradigm of Cretan Organic Olive Growers
seeking a Rural Future. Remmers G.G.A., Stamataki E. and M. Gadanaki,
1998.
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Ireland (IE) '

Market (IE)

Prospects for Organic Food in Ireland, Bord Bia, The Irish Food Board,
Dublin, 2000

Blueprint for Organic Agri-Food Production in the West, Western
Development Commission, 2001

Marketing initiatives (IE)

17i:  Marketing Study on Organic Products from Counties Tipperary, Clare, Kerry.
Agro Eco Consultancy, 1996.

Italy (IT)

Market (IT)

1: Zanoli R.: Prodotti biologici e mercato alimentare (Organic products and food
market)

2: Zanoli R.: L agricoltura biologica (Organic farming)

Didero L.: Biologico e mercato (Organic farming and market)

4: Cicia G., Perla C.: La percezione della qualita nel consumatore di prodotti
biologici: il caso dell’olio extra vergine d’oliva (Quality perception in organic
consumer: the case study of extra vergin olive oil)

5: AA.VV.: Biomonitor

6: Marchesini L.: La relazione domanda-prezzo nei prodotti dell’agricoltura
ecologica (Relationship between market price and demand for organic
product)

7: Fanoli L.: Prodotti alimentari naturali e biologici nella distribuzione moderna

(Organic and natural food products in retail trade)

Market Initiatives (IT)

1i:

21;

3i:

Agricoltura biologica e sviluppo delle aree collinari e montane del centro Italia
(Organic farming and the development of hilly and montaneous areas of
Central Italy). Marino D. (Ed.), 1996.

Alla ricerca dei distretti biologici in Lazio (Finding organic districts in Lazio).
Cannata G., De Caro M. 1996.

Gli stili di consumo e la culturalizzazione dei mercati locali nei processi di
sviluppo endogeno (Consumption styles and education of consumers in local
markets). Miele M., 1995.
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41: I mercatini del biologico (The organic “small markets”.). Santucci F.M., In:
De Stefano F. (edit by): Qualita e valorizzazione nel mercato dei prodotti
agroalimentari, Edizioni Scientifiche Italiane, Chapter 11

Luxembourg (LU)

Market (LU)

l: Kass, T. Produkte aus oOkologische Landau in Luxemburg
Bestimmungsgriinde der Nachfrage (pp. 18-56)

2: Seyler, C. Entwicklungsstand des biologischen Laudbaus in Luxemburg
(pp.21-26)

Country Report on Luxembourg : http://www.organic-europe.net
4: Ministeére de I’Environnement du Grand Duché du Luxembourg, Plan national

pour un Développement Durable.

Marketing Initiatives (LU)

li: National Plan on rural development; “to farm, using nature sparingly”. Grand
Duché de Luxembourg — government, 2000.

2i: Oikopolis. Demeter, 2000.

3i: Goodbye BioG-Demeter-milk! Schanck, A., 2000.

41: Association’s marketing initiatives in Luxembourg. Demeter, 2000.

Si: Oikopolis, on the present statement about the project. Feinen, E. interview
Schanck, A., 1999.

Netherlands (NL)

Market (NL)

1: Een biologische markt te winnen, beleidsnota biologische landbouw 2001-
2004 (An Organic Market to Win. Policy Document Organic Agriculture
2001-2004), Ministerie van Landbouw, Natuurbeheer en Visserij, 2000

2: Kansen voor de biologische landbouw (Opportunities for organic agriculture.
Advice on the opportunities for organic production in The Netherlands until
2015), Raad voor het Landelijk Gebied, Publicatie RLG 01/3, 2001

3: EKO-groenten en fruit in de supermarkt (Organic vegetables and fruit in the
supermarket, policy on the assortment of organic vegetables and fruits in the
Dutch supermarkets), AGRO ECO Consultancy, Maarten Rijninks en Leen
Janmaat, 2000

4: De potentie van EKO (The potential of Eko. Search for development of the

market for organic products), W. Engels en D. Mol, adviesbureau Aurelia!,
2001


http://www.organic-europe.net/
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5:

Strategisch marketingplan voor de afzet van biologiscfle levensmiddelen
(Strategic marketing plan for the sale of organic foodstuffs: working towards a
growing market), K.L. Zimmermann en M.H. Borgstein, 1993

Creating sustainability, the social construction of the market for organic
products, Miele, M., 2001

Marketing Initiatives (NL)

li: Creating Sustainability. The social Construction of the Market for Organic
Products. Mara Miele, 2001:

Portugal (PT)

Market (PT)

1: Cemase-Agrobio Estudo base sobre o mercado de agricultura biologica em
Portugal. Reais o Potenciais consumidores,

2: Cemase-Agrobio Estudo base sobre o mercado de agricultura biologica em
Portugal. Reais o Potenciais distribudores/vendedores,.

3: Cemase-Agrobio Estudo base sobre o mercado de agricultura biologica em
Portugal. Socios Agrobio

4: Firmino, Ana. Modo de produ¢ao biologica: a vinha. (Producing organic: the
vineyard)

S: Firmino, Ana, Organic Farming in Portugal

6: Miguel Calvinho da Silva Coelho , Agricultura Biologica em Portugal:
Difusdo espacial de uma inovagao. (Organic farming in Portugal: spreading of
an innovation)

Sweden (SE)

Market (SE)

1: Ekologiska gronsaker som drivare I livsmedelskedjans miljostartegi. In
Hansson, M.-O. (Red) Miljovetenskapens mdjligheter — sex artiklar om olika
forskningsinsatser (Organic vegetables as drivers in the environmental strategy
of the food chains), Ekelund L. 2000

2: Organic Farming — possibilities to increase the organic Cereals production in
Skéne. A comparative study of Sweden and Denmark, Johansson, J. 2000.

3: Utbud och pris pé ekovaror: resultat fran en undersokning av 56 ekologiska
livsmedel pé nio orter varen 2000. (Supply and price of eco products: results
from a study of 56 organic food products). Konsumnetverket 2000.

4: Eco-marketing &  Eco-management, exploring the eco-orientation-

performance link in food retailing, Tjdrnemo, H. 2001.

10
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5:

Marknaden for ekologiskt odlat: en kartliggning over frukt och gronsaker [
Sverige (The market for organic products: a survey of fruit and vegetables in
Sweden), Wallin, E. 1998.

Marketing Initiatives (SE)

61: Organic Exports. Assessing the possibilities of exporting Swedish organic
eggs in Denmark and the United Kingdom. Georgios Fanelis, 2000.

7i: Lokalt livsmedelssystem i Kalmar kommun (A local food system in the town
of Kalmar). Fredricks, Lisa, 1995.

10i:  Going Organic? : a comparative study of environmental product development.
Licentiate Thesis. Heidenmark, Pia, 2000.

United Kingdom (UK)

Market (UK)

1: Organic Food and Farming Report, 2000, Soil Association, 2001

2: Organic Food and Drink Retailing, June 2000, MINTEL Market Surveys,
2001

3: Focus on organic food, Farodoye-L, 1999. In: Meat-Demand-Trends. 1999,
No. 3, 3-10

4: Organic Farming (report and proceedings of the Agriculture Committee),
2001, House of Commons, Agricultural Committee: Second Report, Volume 1

5: Marketing. In: Lampkin, N. and Measures M. (eds.), Organic Farm
Management Handbook 2001, Section 2 pp.10-16

6: Marketing the organic message in the UK, Maxted-Frost, T., 2000

7: Organic Food and Farming Report, 1998, Soil Association, 1999

8: Still bright for organics despite price fight threat: retail battle over the price of
organic produce. Farmers Weekly, 23 June 2000, 41

9: Tesco cut-price organics pledge worries the organic lobby. Grower, 134(11)
14 Sept 2000

10: UK Organics. In: Natural and Organic Food and Drinks 1999; Chapter 12 pp.
87-118, Datamonitor

11:  Organic milk hits surplus crisis. In: British Dairying Vol. 7, No. 7, May 2001

Marketing Initiatives (UK)

1i:

21:
3i:

Organic Food and Farming Report, 2000 (retail and direct marketing section).
Soil Association, 2001.

The crisis in UK local food retailing. Peters, T. and Lang, T., 2000.

Food supply chain approaches; exploring their role o rural development.
Marsden, T., Banks, J., and Bristow, G., 2000.
11
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41: Organic Production, Marketing and Consumer Demand in North East Wales.
Banks, J., Lampkin, N., Padel, S., Foster, C. and Parrott, N., 1999.

Si: Attitudes of organic producers to different market outlets. Ramsden-S;
Rodgers-B, 1999.

Czech Republic (CZ)

Market (CZ)

1: Organic Farming in the Czech Republic, Zidek, 2000

2: Organic Farming in Europe: Economic performance.., Vol.5, Offermann and
Nieberg, 2000
3: Organic Farming in Europe: The policy and regulatory environmental... ,

Vol.2, Lampkin et al., 2000

20:  Diploma thesis: The Marketing Survey of Organic Products, Perinova Sarka,
2001

Slovenia (SL)

Market (SL)

1: Organic farming. Martina Bavec et al., 2001

2: Modes of organic product marketing. Alenka Bratusa, 2000.

Switzerland (CH)

Market (CH)

3: The European market for organic products, Michelsen et al, 1999

13:  Development of range of organic meat and eggs in Switzerland and in
neighbouring foreign countries, Richter et al, 2000

14:  Marketing approaches for organic products in supermarkets, Richter et al,
2000

16:  Organic market in Switzerland-demand drives supply, Richter, 2001

Marketing initiatives (CH)

li: Was ist Nachhaltigkeit? Offentlich-private Partnerschaften zur regionalen
Entwicklung (What is sustainability? Public-private partnerships for regional
development). Egger, U., 1998.

7i: Bediirfnisfeldes Erndhrung in Richtung Nachhaltigkeit? Potenziale — Effekte —
Strategien (Regional Product Organisations as transformers of the issue of

12
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O1:

101:

161:

nutrition in the direction of sustainability ? Potential- Effect- Strategies).
Hofer, K. and U. Stalder, 2000.

Strategische Erfolgspositionen von Regionen - Die Forderung der
wirtschaftlichen Entwicklung ldndlicher Regionen durch politische
Massnahmen (Strategic success positions of regions — The promotion of
economic development of rural regions by political measures). Bernet, T., B.
Lehmann, et al., 1998.

Optimierung des Angebots in der Biomilchvermarktung im Hinblick auf die
Offnung der Agrarmirkte (Optimising the structure of organic milk marketing
with regard to the liberalisation of agricultural markets). Claverdetscher, R.
(Diploma Thesis), 2000.

Integrale Regionalpolitik — Ein prozessorientiertes Konzept fiir die Schweiz
(Integrated regional policy - a process orientated concept for Switzerland).
Thiersten, A. and U. K. Egger, 1994.

Norway (NO)

Market (NO)

13:

Ecology and market: An analysis of the rationality in production and
marketing of organic milk and meat. Brendehaug, Eivind og Kyrre Groven,
2000.

Production and distribution of organic food in Norway: from the farmers point
of view. Bjerkhaug, Hilde and Bjern Egil Flg, 1999.

Merkebygging av okologisk mat: hvordan bygge opp en wokologisk
merkeidentitet som differensierer den fra konkurrente. Jacobsen, Tor, 1998.

The Consumers role inlaunching organic milk in Norway. Vitterse, Gunnar,
2000.

Marketing Initiatives (NO)

1i:
21

31:

Forbrukernes rolle i lanseringen av gkologisk melk. Vittersg, Gunnar, 2000.

Okologi og marknad: ein studie av rasjonalitet i1 produksjon og
marknadsfering av ekologisk mjelk og kjet. Brendehaug, Eivind og Kyrre
Groven, 2000.

Forretningsplan for Hipet Okologisk A/S. Holgersen, Kjerstin, Venke Maldal
og Irina Nilsen, 2000.

This document is part of the OMIaRD report on ‘The Organic Food Market and
Marketing Initiatives in Europe: a Preliminary Analysis’ dated February 2002.

The support of the Commission of the European Communities’ Fifth Framework
Research and Technological Development Programme is gratefully acknowledged.
The views expressed are those of the authors and do not in any way anticipate
the Commission’s future policy in this area.
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