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ȱ

Abstract: Nowadays consumers are interested in ecologically clean products due to health and envi-
ronmental reasons as well as the increasing concern for safe and quality food. According to market 
research studies the most preferable organic product in EU is olive oil.  

In this paper an attempt is made to examine Greek and Dutch consumers� perceptions and attitudes 
regarding organic olive oil. The main objective is the identification and examination of a set of criteria 
affecting consumers� purchasing behavior such as health, quality, packaging, pricing and naturalness. 
A market survey was conducted in major cities of Greece and Holland. Quantitative data of pur-
chasing and non-purchasing behavior, purpose of usage, knowledge and attitudes toward organic 
olive oil and willingness of consumers to pay a higher price than conventional olive oil were se-
lected. 

Finally, recommendations for improvement concerning the marketing of organic olive oil are offered. 

Keywords: Organic olive oil, marketing, consumer behavior. 

ȱ

1. Introduction 

CAPȱreformȱhasȱbroughtȱreorganizationȱofȱtheȱmarketȱofȱagriculturalȱproductsȱandȱorientationȱ
ofȱagriculturalȱproductionȱinȱtheȱsenseȱthatȱfarmingȱisȱrequiredȱtoȱconsiderȱbothȱeconomicȱandȱ
environmentalȱ targets.ȱThisȱstudyȱ tookȱconsumer�sȱpreferencesȱ forȱ�qualityȱproducts�ȱ inȱconȬ
sideration:ȱitȱincludesȱlocalȱmarketȱbehavior,ȱbrandingȱandȱlabelingȱofȱorganicȱproducts.ȱItȱwasȱ
derivedȱfromȱanȱincreasedȱinterestȱandȱawarenessȱofȱconsumersȱtowardsȱ�conventional�ȱprodȬ
uctsȱ producedȱ byȱ theȱ excessiveȱ useȱ ofȱ agrochemicalsȱ forȱ fertilization,ȱ soilȱ improvementȱ andȱ
plantȱprotectionȱ(Kalogianni,ȱetȱal,ȱ1999).ȱConsumersȱareȱmoreȱandȱmoreȱ interestedȱ inȱecologiȬ
callyȱcleanȱproductsȱdueȱ toȱhealthȱandȱenvironmentalȱ reasons.ȱConsumers�ȱneedȱ forȱsafeȱandȱ
qualityȱ foodȱ isȱ increasing.ȱAccordingȱ toȱmarketȱ researchȱ studies,ȱ theȱmostȱpreferableȱorganicȱ
productȱinȱEuropeanȱagricultureȱisȱoliveȱoilȱ(Sekkas,ȱ1995).ȱȱInȱthisȱpaperȱanȱattemptȱisȱmadeȱtoȱ
examineȱGreekȱandȱDutchȱconsumers�ȱlevelȱofȱinformationȱandȱattitudesȱtowardsȱorganicȱoliveȱ
oil.ȱ

OliveȱfarmingȱandȱtheȱproductionȱofȱoliveȱoilȱareȱconsideredȱtoȱbeȱanȱimportantȱsectorȱinȱGreekȱ
agriculture,ȱmainlyȱdueȱtoȱtheȱclimaticȱconditions,ȱwhichȱareȱsuitableȱforȱthisȱcropȱ(E.ȱSandaliȬ
dou,ȱetȱalȱ2002).ȱGreeceȱisȱoneȱofȱtheȱleadingȱoliveȱoilȱproducersȱinȱtheȱworld,ȱandȱitȱaccountsȱforȱ
almostȱ22%ȱofȱ theȱEuropeanȱandȱ17ȱ%ȱofȱ theȱworldȱproduction.ȱGreekȱconsumersȱseemȱ toȱbeȱ
moreȱsensitiveȱ towardsȱ theirȱnutritionȱandȱhaveȱ thusȱshownȱ interestȱ inȱorganicȱproducts.ȱOrȬ
ganicȱoliveȱoilȱmeetsȱ customers�ȱneedsȱ forȱ safeȱandȱqualityȱ food,ȱbutȱ itȱalsoȱ requiresȱ ȱhigherȱ
prices.ȱȱ
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Consumerȱattitudeȱwithȱregardȱtoȱorganicȱoliveȱoilȱconsumptionȱ inȱtheȱNetherlandsȱ isȱcharacȬ
terizedȱbyȱtheȱveryȱ limitedȱknowledgeȱofȱtheȱpublicȱaboutȱtheȱproduct.ȱForȱaȱsuccessfulȱpeneȬ
trationȱofȱorganicȱoliveȱoilȱ intoȱnewȱmarkets,ȱhowever,ȱ continuousȱ improvementȱ isȱ required.ȱ
Thisȱcouldȱbeȱachievedȱbyȱfirstlyȱevaluatingȱ ȱcustomerȱsatisfactionȱ(E.ȱSandalidou,ȱetȱal,ȱ2002).ȱȱ
Inȱ thisȱwayȱcustomers�ȱpreferencesȱandȱexpectationsȱ regardingȱ thisȱproductȱareȱprovided,ȱalȬ
lowingȱforȱfurtherȱmarketȱdevelopment.ȱȱ

Aȱ surveyȱwasȱconductedȱ inȱHollandȱandȱ inȱGreece,ȱwhereȱconsumersȱwereȱaskedȱ toȱprovideȱ
theirȱopinionȱofȱsomeȱcharacteristicsȱofȱorganicȱoliveȱoilȱ(theȱprojectȱwasȱnamedȱ�Developmentȱ
ofȱ anȱ Integratedȱ Knowledgeȱ basedȱ Decisionȱ Supportȱ Systemȱ forȱ differentiatedȱ agriculturalȱ
products�,ȱFAIRIȬ95Ȭ0844).ȱ

2. Historical Review of Organic Agriculture 

RudolfȱSteinerȱinȱGermanyȱhasȱpracticedȱorganicȱfarmingȱsinceȱ1913ȱasȱbioȬdynamicȱfarming.ȱInȱ
England,ȱAlbertȱHowardȱ(1943)ȱdevelopedȱanotherȱtechniqueȱofȱorganicȱfarming.ȱTheȱthirdȱstepȱ
wasȱtakenȱinȱSwitzerlandȱduringȱtheȱ40�sȱcontributingȱtoȱtheȱspiritȱofȱorganicȱfarming.ȱTheȱgreatȱ
bangȱwasȱfeltȱinȱtheȱ80�sȱwhenȱconsumersȱunderstoodȱtheȱimportanceȱofȱorganicȱfarmingȱforȱtheȱ
achievementȱofȱhealthȱandȱecologicalȱbalance.ȱ

ȱOrganicȱagricultureȱ inȱGreeceȱbeganȱ inȱ theȱ1980s.ȱCommercialȱorganicȱagricultureȱ startedȱ inȱ
1982ȱwithȱtheȱdemandȱforȱorganicȱcurrantsȱfromȱaȱDutchȱfirm.ȱFromȱ1986,ȱaȱGermanȱfirmȱsupȬ
portedȱtheȱproductionȱofȱorganicȱolivesȱandȱoliveȱoilȱforȱexport.ȱTheȱhighestȱpercentageȱofȱtheȱ
totalȱareaȱunderȱorganicȱcultivationȱwasȱinȱtheȱPeloponneseȱ(52.6%),ȱfollowedȱbyȱtheȱIonianȱIsȬ
landsȱandȱCentralȱGreeceȱwithȱ17.3%ȱandȱ17.1%,ȱrespectively.ȱTheȱremainingȱ13%ȱwereȱdividedȱ
amongȱtheȱotherȱregionsȱinȱveryȱsmallȱamounts.ȱ

Inȱ theȱNetherlands,ȱ thereȱ areȱ twoȱ typesȱ ofȱ organicȱ agriculture:ȱ bioȬdynamicȱ andȱ ecologicalȱ
farming.ȱTheȱhistoryȱofȱorganicȱagricultureȱdatesȱbackȱtoȱ1926ȱwithȱtheȱfirstȱbioȬdynamicȱfarmȱinȱ
Loverendale.ȱProtectionȱofȱtheȱenvironment,ȱcautionȱwithȱnaturalȱresourcesȱandȱenergyȱareȱtheȱ
mostȱ importantȱobjectivesȱofȱecologicalȱagriculture.ȱMostȱofȱ theȱ farmersȱconvertȱnowȱ forȱecoȬ
logicalȱfarming.ȱ

3. Marketing of Organic Olive Oil 

Duringȱtheȱlastȱtwoȱyears,ȱthereȱhasȱbeenȱanȱincreaseȱinȱorganizedȱmarketingȱofȱorganicȱoliveȱoilȱ
inȱGreeceȱandȱHollandȱtherebyȱleadingȱtoȱanȱinfluxȱofȱmarketingȱorganizationsȱandȱtheirȱexpanȬ
sion.ȱOrganicȱ foodȱ shopsȱhaveȱopenedȱduringȱ theȱ lastȱyearsȱ inȱbothȱ largeȱandȱ smallȱ citiesȱofȱ
Greece.ȱAȱbigȱchainȱofȱsupermarketsȱstartedȱtoȱsellȱorganicȱoliveȱoilȱinȱaȱspecialȱ�organic�ȱsecȬ
tionȱ inȱcoȬoperationȱwithȱdifferentȱgroupsȱandȱ individualȱproducers.ȱOrganicȱoliveȱoilȱcanȱbeȱ
foundȱinȱconventionalȱsupermarketsȱandȱhealthȱfoodȱshopsȱaccordingȱtoȱtheȱextentȱofȱtheȱshopȱ
owner�sȱ interestȱandȱ theȱabilityȱofȱ severalȱorganicȱ farmersȱ toȱ launchȱhigherȱqualityȱproducts.ȱ
Manyȱfarmersȱsellȱorganicȱoliveȱoilȱatȱtheȱlocalȱweeklyȱmarketsȱinȱtheirȱdistrictsȱorȱdirectlyȱfromȱ
theȱ farm.ȱ Inȱ theȱNetherlands,ȱorganicȱoliveȱoilȱ isȱmainlyȱ soldȱ inȱ theȱorganicȱ foodȱ shopsȱ thatȱ
controlȱapproximatelyȱhalfȱofȱ theȱmarket.ȱAlso,ȱ theȱ largestȱ supermarketȱ chainȱ inȱ theȱNetherȬ
landsȱ�ȱAlbertȱHeijnȱ (AH),ȱ introducedȱ itsȱownȱorganicȱhouseȱbrandȱatȱ theȱbeginningȱofȱ1998,ȱ
whereȱtheȱsalesȱofȱorganicȱoliveȱoilȱhaveȱrisenȱsharply.ȱ

Marketingȱmixȱofȱorganicȱoliveȱoilȱcanȱbeȱdevelopedȱas:ȱ
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Product.ȱTheȱproductȱisȱpremiumȱqualityȱorganicȱoliveȱoil.ȱItȱrefersȱtoȱspecialȱmarketȱsegmentsȱ
andȱitȱshouldȱbeȱtreatedȱlikeȱthis.ȱ

Price.ȱSinceȱ thisȱproductȱhasȱaȱhigherȱqualityȱandȱmoreȱbenefitsȱ thanȱ theȱconventionalȱone,ȱ itȱ
hasȱtoȱbeȱchargedȱatȱaȱhigherȱprice.ȱ

Place.ȱTheȱplacementȱofȱorganicȱoliveȱoilȱ isȱmostlyȱ inȱ supermarketsȱonȱ specialȱ shelvesȱorȱ inȱ
healthȱfoodȱshops.ȱ

Promotion.ȱTheȱpromotionȱmixȱshouldȱconvinceȱtheȱconsumersȱwhyȱtheyȱhaveȱtoȱpayȱaȱmuchȱ
higherȱpriceȱforȱtheȱproductȱcomparedȱtoȱotherȱkindsȱofȱoils,ȱandȱshouldȱstressȱtheȱbenefitsȱ
ofȱorganicȱoliveȱoil.ȱ

4. Customer Satisfaction Methodology 

Nowadays,ȱmoreȱandȱmoreȱorganizationsȱhaveȱbegunȱ toȱ comprehendȱ theȱ importanceȱofȱ cusȬ
tomerȱ satisfactionȱ thatȱ contributesȱ towardsȱ theȱ excellenceȱofȱ anyȱbusiness.ȱAccordingȱ toȱHillȱ
(1996),ȱthisȱisȱ�aȱmeasureȱofȱhowȱanȱorganization�sȱtotalȱproductȱperformsȱinȱrelationȱtoȱaȱsetȱofȱ
customerȱexpectations�.ȱMeasuringȱcustomerȱsatisfactionȱprovidesȱanȱeffective,ȱdirect,ȱmeaningȬ
fulȱandȱobjectiveȱassessmentȱofȱcustomers�ȱpreferencesȱandȱexpectationsȱ (E.ȱSandalidou,ȱetȱal,ȱ
2002).ȱThereȱareȱmanyȱchangesȱinȱtheȱcurrentȱmarketȱthatȱcanȱaffectȱtheseȱpreferences,ȱso,ȱcusȬ
tomerȱ satisfactionȱmethodologyȱ isȱ necessaryȱ forȱ anyȱ business,ȱ especiallyȱ inȱ anȱ areaȱ notȱwellȱ
knownȱtoȱconsumersȱsuchȱasȱtheȱorganicȱoliveȱoilȱmarket.ȱCustomerȱsatisfactionȱhasȱtoȱleadȱtoȱ
customerȱloyaltyȱofȱorganicȱoliveȱoil.ȱTheȱresearchȱstudyȱwasȱconductedȱfocusingȱonȱconsumers�ȱ
behaviorȱregardingȱorganicȱoliveȱoil.ȱȱ

5. Market Survey and Results 

TheȱmarketingȱsystemȱofȱorganicȱproductsȱinȱGreeceȱandȱHollandȱisȱnotȱsubstantiallyȱorganizedȱ
andȱitȱisȱstillȱinȱtheȱearlyȱstages.ȱTheȱquestionnaireȱprovidesȱaȱmapȱforȱconsumers�ȱknowledge,ȱ
preferencesȱandȱattitudesȱthatȱareȱrelatedȱtoȱorganicȱoliveȱoil.ȱȱ

Fromȱtableȱ1,ȱweȱcanȱseeȱthatȱonlyȱ23ȱ%ȱofȱGreekȱconsumersȱwereȱableȱtoȱgiveȱanȱexactȱdefiniȬ
tionȱofȱorganicȱoliveȱoil.ȱ ȱForȱ theȱquestion,ȱ�Howȱmanyȱ timesȱhaveȱyouȱboughtȱorganicȱoliveȱ
oil?�,ȱonlyȱ21ȱ%ȱofȱtheȱrespondentsȱclaimedȱtoȱhaveȱboughtȱitȱonceȱorȱmoreȱthanȱonceȱwhileȱalȬ
mostȱ79%ȱofȱtheȱrespondentsȱsaidȱtheyȱhadȱneverȱboughtȱit.ȱForȱHolland,ȱweȱcanȱseeȱthatȱoutȱofȱ
556ȱrespondents,ȱforȱtheȱquestionȱ�Doȱyouȱeverȱpurchaseȱorganicȱproduct?�,ȱ74%ȱgaveȱaȱposiȬ
tiveȱanswer,ȱbutȱonlyȱ33%ȱofȱ theȱ consumersȱhadȱboughtȱorganicȱoliveȱoilȱonceȱorȱmoreȱ thanȱ
once,ȱwhileȱ66%ȱofȱthemȱhadȱneverȱboughtȱit.ȱȱ

Tableȱ2ȱrepresentsȱtheȱreasonsȱforȱnotȱbuyingȱorganicȱoliveȱoil.ȱTheȱmainȱreasonȱforȱnotȱbuyingȱ
amongȱGreekȱconsumersȱ isȱthatȱconsumersȱdon�tȱknowȱwhereȱtoȱfindȱ itȱ(57.5%).ȱThisȱwasȱfolȬ
lowedȱbyȱ�notȱinterestedȱinȱit�ȱ(27.6%),ȱhighȱpriceȱ(9.7%),ȱandȱ�don�tȱtrustȱthisȱproduct�ȱ(5.2%).ȱ
ForȱDutchȱconsumers,ȱ theȱmainȱreasonȱ isȱhighȱpriceȱ (70.5%),ȱ followedȱbyȱ�difficultȱ toȱ findȱ it�ȱ
(22.7%),ȱ�Iȱdon�tȱknow�ȱ(15.1%),ȱ�notȱtrustworthy�ȱ(8.5%),ȱ�notȱinterestedȱinȱitȱ(6.7%)ȱandȱotherȱ
reasonsȱ(2%).ȱ

Accordingȱtoȱtheȱconsumers�ȱopinionȱaboutȱpropertiesȱofȱorganicȱoliveȱoilȱ(tableȱ3),ȱweȱcanȱsayȱ
thatȱtheȱmajorityȱofȱGreekȱconsumersȱgaveȱaȱpositiveȱanswerȱaboutȱstatementsȱofȱorganicȱoliveȱ
oilȱandȱagreedȱthatȱorganicȱoliveȱoilȱisȱaȱnaturalȱproductȱ�ȱhealthierȱthanȱoliveȱoilȱ(68.8%),ȱaddiȬ
tiveȱ freeȱ (87.1%),ȱ chemicalȱ residueȱ freeȱ (98.2%),ȱ pureȱ productȱ (95.3%)ȱ andȱ environmentallyȱ
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friendlyȱ(98.8%),ȱwhileȱ55%ȱofȱtheȱconsumersȱinȱHollandȱagreedȱthatȱitȱisȱchemicalȱfreeȱandȱ49%ȱ
ofȱthemȱthinkȱthatȱitȱisȱenvironmentallyȱfriendly.ȱȱȱȱȱȱȱ

Inȱ theȱpresentȱmarketȱresearch,ȱconsumersȱwereȱalsoȱaskedȱaboutȱ theirȱwillingnessȱ toȱpayȱ forȱ
organicȱoliveȱoil.ȱFromȱ theȱ170ȱconsumersȱwhoȱwereȱaskedȱaboutȱorganicȱoliveȱoilȱ inȱGreece,ȱ
onlyȱ7.6%ȱwouldȱnotȱbuyȱ it,ȱwhileȱ92.4%ȱwouldȱdefinitelyȱbuyȱorganicȱoliveȱoil.ȱAȱ19%ȱofȱtheȱ
consumersȱinȱGreeceȱwouldȱlikeȱtoȱpayȱtheȱsameȱpriceȱforȱorganicȱoliveȱoilȱasȱforȱconventional,ȱ
whileȱ inȱHolland,ȱ28.2%ȱwillȱpayȱ theȱ sameȱpriceȱ (Graphȱ1).ȱAlso,ȱ71.6%ȱofȱ theȱGreekȱ responȬ
dentsȱareȱwillingȱtoȱpayȱuntilȱ50%ȱmoreȱthanȱforȱconventionalȱoliveȱoil,ȱandȱonlyȱ9.5%ȱwillȱpayȱ
upȱtoȱdoubleȱprice.ȱInȱHolland,ȱ32.6%ȱofȱtheȱconsumersȱareȱwillingȱtoȱpayȱaȱhigherȱprice,ȱwhileȱ
14%ȱofȱthemȱwouldȱlikeȱtoȱpayȱless.ȱAlso,ȱitȱwasȱnoticedȱthatȱtheȱconsumersȱwithȱhigherȱincomeȱ
areȱwillingȱtoȱpayȱaȱhigherȱpriceȱforȱorganicȱoliveȱoil.ȱ

Theȱ simulationȱofȱpriceȱ elasticityȱofȱdemandȱ isȱ shownȱ inȱ figureȱ 1.ȱTheȱpurchaseȱ intentionȱ inȱ
Greeceȱ tendsȱ toȱ fluctuateȱwhenȱ theȱpriceȱ increasesȱbyȱmoreȱ thanȱ10%ȱofȱ theȱpriceȱofȱconvenȬ
tionalȱoliveȱoil.ȱTheȱmaximumȱpercentageȱofȱbuyersȱ (24.7%)ȱwillȱpayȱ10%ȱmoreȱ thanȱ forȱconȬ
ventionalȱoliveȱoil.ȱButȱstill,ȱthisȱisȱaȱlargeȱmarketȱshareȱforȱorganicȱoliveȱoilȱinȱGreece,ȱwhichȱisȱ
stillȱ inȱ itsȱearlyȱstages.ȱThereȱareȱalsoȱ8.2%ȱofȱtheȱconsumersȱwhoȱwouldȱpayȱevenȱdoubleȱtheȱ
price,ȱ inȱorderȱ toȱgetȱ thisȱproduct.ȱ Inȱ theȱcaseȱofȱHolland,ȱ theȱpercentageȱofȱbuyersȱ increasesȱ
whenȱtheȱpriceȱ increases.ȱTheȱmajorityȱ(32.6%),ȱwouldȱpayȱaȱhigherȱpriceȱforȱorganicȱoliveȱoilȱ
thanȱforȱconventionalȱoliveȱoil.ȱȱThus,ȱtheyȱareȱaȱspecificȱgroupȱofȱbuyersȱwhoȱshowȱgreatȱconȬ
cernȱforȱtheirȱhealth.ȱ

TheȱresultsȱshowȱthatȱtheȱmainȱplaceȱofȱpurchaseȱofȱorganicȱoliveȱoilȱinȱGreeceȱisȱatȱtheȱsuperȬ
marketȱ(57.2%)ȱandȱfromȱtheȱproducerȱ(25.6%),ȱwhileȱinȱHolland,ȱtheȱmainȱplaceȱisȱatȱtheȱopenȱ
marketȱ(10.6%)ȱorȱthroughȱhomeȱdeliveryȱ(6.3%).ȱAȱveryȱsmallȱpercentageȱofȱGreekȱconsumersȱ
(0.8%)ȱbuyȱorganicȱoliveȱoilȱfromȱtheȱwholesalerȱandȱotherȱplacesȱ(0.9%),ȱwhileȱaȱsmallȱpercentȬ
ageȱofȱDutchȱconsumersȱpurchaseȱfromȱtheȱsupermarketsȱ(3.4%),ȱdelicatessensȱ(2.5%)ȱandȱfromȱ
theȱhealthȬfoodȱplacesȱ(1.4%).ȱ

TheȱmainȱpurposeȱofȱusageȱofȱorganicȱoliveȱoilȱinȱGreeceȱisȱforȱsaladsȱ(65.4%),ȱhotȱdishesȱ(64.8%)ȱ
andȱ cookingȱ (63.5%),ȱwhileȱ inȱHollandȱ theȱ purposeȱ ofȱ usageȱ isȱ theȱ sameȱ asȱ usualȱ oliveȱ oilȱ
(88.3%),ȱandȱonlyȱ11.7%ȱofȱtheȱconsumersȱuseȱitȱonȱspecialȱoccasionsȱandȱforȱspecialȱdishes.ȱ

Aȱcrossȱ�ȱtabulationȱwasȱusedȱinȱorderȱtoȱexamineȱconsumers�ȱwillingnessȱtoȱbuyȱorganicȱoliveȱ
oilȱ accordingȱ toȱ theȱ frequencyȱofȱpurchase.ȱTableȱ 4ȱdepictsȱ thatȱ 75.3%ȱofȱ theȱ respondentsȱ inȱ
Greeceȱwhoȱhadȱneverȱboughtȱorganicȱoliveȱoilȱareȱwillingȱtoȱbuyȱit,ȱwhileȱinȱHollandȱȱ33.4%ȱareȱ
willingȱtoȱdoȱso.ȱOnlyȱ1.8%ȱofȱtheȱconsumersȱinȱGreeceȱandȱ3.6%ȱinȱHollandȱwhoȱhadȱboughtȱitȱ
onceȱareȱnoȱlongerȱdisposedȱtoȱbuyȱit.ȱMoreover,ȱallȱofȱtheȱconsumersȱinȱGreeceȱwhoȱhadȱusedȱitȱ
moreȱthanȱonceȱremainedȱloyalȱtoȱtheirȱbeliefȱinȱit,ȱwhileȱinȱHolland,ȱ1.3%ȱareȱreluctantȱtoȱpurȬ
chaseȱitȱagain.ȱTheȱsymmetricȱmeasuresȱofȱtheȱcrossȱ�ȱtabulationȱ(Phi,ȱCramer�sȱVȱandȱContinȬ
gencyȱCoefficient)ȱshowȱsignificantȱrelationshipsȱbetweenȱtheȱvariables:ȱforȱGreeceȱApprox.ȱSig.ȱ
isȱ0.002ȱandȱforȱHollandȱApprox.ȱSig.ȱisȱ0.000.ȱȱȱȱ

Anotherȱcrossȱ�ȱtabulationȱwasȱusedȱinȱorderȱtoȱdetermineȱrelationshipsȱbetweenȱageȱofȱtheȱconȬ
sumersȱandȱfrequenciesȱofȱpurchasingȱorganicȱoliveȱoil.ȱResultsȱshowȱthatȱtheȱhighestȱpercentȱofȱ
consumersȱinȱGreeceȱ(38.2%)ȱwhoȱhadȱneverȱboughtȱorganicȱoliveȱoilȱwereȱbetweenȱtheȱagesȱ25ȱ
�ȱ34ȱyearsȱold,ȱwhileȱforȱDutchȱconsumersȱ(35.9%),ȱthisȱageȱgroupȱrangedȱbetweenȱ17ȱ�ȱ28ȱyearsȱ
oldȱ(Graphsȱ2ȱandȱ3).ȱTheȱmajorityȱofȱtheȱrespondentsȱinȱGreeceȱbetweenȱtheȱageȱofȱ45ȱ�ȱ54ȱhadȱ
boughtȱitȱatȱleastȱonce,ȱwhileȱinȱHollandȱtheȱmajorityȱwasȱbetweenȱ17ȱ�ȱ28ȱyearsȱold.ȱInȱorderȱtoȱ
showȱ thatȱ theȱ relationsȱ betweenȱ theȱ ageȱ andȱ frequencyȱ ofȱ buyingȱ areȱ significant,ȱ symmetricȱ
measuresȱ suchȱ asȱ Kendall�sȱ tauȬbȱ andȱ Kendall�sȱ tauȬcȱwereȱ used.ȱ Forȱ Greeceȱ andȱHollandȱ
Approx.ȱSig.ȱisȱ0.000.ȱȱȱȱ



251 

6. Conclusions and Recommendations 

Summarizingȱtheȱaboveȱresultsȱweȱcanȱconcludeȱthatȱtheȱorganicȱoliveȱoilȱmarketȱoffersȱaȱlotȱofȱ
advantagesȱatȱbothȱtheȱsocioȱ�ȱeconomicȱandȱenvironmentalȱlevelȱinȱGreeceȱandȱHolland.ȱButȱinȱ
termsȱofȱpenetratingȱ intoȱaȱnewȱmarket,ȱ someȱ improvementsȱaccordingȱ toȱconsumersȱcriteriaȱ
haveȱtoȱbeȱconsidered.ȱ

Promotionȱandȱdispositionȱ seemsȱ toȱbeȱ theȱgreatestȱweaknessȱofȱorganicȱoliveȱoil.ȱThereȱ isȱaȱ
largeȱnumberȱofȱpeopleȱwhoȱstillȱdoȱnotȱknowȱwhatȱanȱorganicȱproductȱis.ȱBut,ȱifȱinȱGreeceȱthereȱ
isȱ76.9%ȱofȱconsumersȱwhoȱareȱnotȱrelatedȱwithȱthisȱproduct,ȱinȱHollandȱthereȱareȱonlyȱ26.2%.ȱ
AmongȱtheȱpeopleȱinȱGreece,ȱwhoȱareȱrelatedȱwithȱtheȱproduct,ȱonlyȱ21.2%ȱhaveȱboughtȱitȱonceȱ
orȱmoreȱ thanȱ once,ȱwhile,ȱ inȱHollandȱ organicȱ oliveȱ oilȱ hasȱ aȱ higherȱ demandȱ �ȱ 33.8%.ȱ Anȱ
improvementȱ hasȱ toȱ beȱ madeȱ regardingȱ theȱ informationȱ andȱ advertisingȱ ofȱ theȱ product.ȱ
Furthermore,ȱaȱ labelȱwillȱprovideȱmoreȱ informationȱaboutȱ theȱpropertiesȱofȱorganicȱoliveȱoil,ȱ
therebyȱitȱshouldȱbeȱmoreȱadequateȱinȱorderȱtoȱmeetȱconsumerȱdemand.ȱConsumersȱshouldȱbeȱ
informedȱaboutȱtheȱrelationshipȱbetweenȱorganicȱproductsȱandȱtheȱhealthȱ�ȱenvironmentȱaspect,ȱ
asȱwellȱasȱwhereȱtheyȱcanȱfindȱtheseȱproducts,ȱandȱhowȱmuchȱtheyȱhaveȱtoȱpayȱforȱthem.ȱ

PeopleȱinȱGreeceȱandȱHolland,ȱwhoȱunderstandȱtheȱmeaningȱofȱorganicȱoliveȱoil,ȱperfectlyȱanaȬ
lyzedȱitsȱpropertiesȱandȱattitudes.ȱPositiveȱpurchaseȱdecisionsȱareȱcloselyȱrelatedȱtoȱconsumers�ȱ
sensitivityȱonȱdietȱissues.ȱTheȱmajorityȱofȱȱGreekȱrespondentsȱbelieveȱthatȱorganicȱoliveȱoilȱisȱ�aȱ
naturalȱproduct�,ȱ�healthierȱthanȱconventionalȱoliveȱoil�,ȱ�additiveȱandȱchemicalȱresidueȱfree�,ȱ
�pure�ȱandȱ�environmentallyȱfriendly�,ȱwhileȱtheȱmajorityȱofȱDutchȱconsumersȱbelieveȱthatȱitȱisȱ
�chemicalȱ free�ȱ andȱ �environmentallyȱ friendly�.ȱ ȱGenderȱdoesȱnotȱ seemȱ toȱ affectȱ customers�ȱ
preferencesȱinȱGreece.ȱBothȱmenȱandȱwomenȱareȱsatisfiedȱalmostȱtoȱtheȱsameȱdegreeȱwithȱallȱtheȱ
criteriaȱofȱtheȱproduct.ȱButȱsystematicȱprovisionȱofȱinformation,ȱmainlyȱthroughȱadvertisingȱ isȱ
necessary.ȱTheȱproductȱneedsȱ toȱbeȱbetterȱpromoted,ȱ enhancingȱ consumers�ȱ awarenessȱofȱ itsȱ
featuresȱandȱnutritionalȱcontent,ȱinformingȱpeopleȱaboutȱtheȱqualityȱstandardsȱofȱorganicȱoliveȱ
oil.ȱ

TheȱmainȱreasonȱforȱnotȱbuyingȱorganicȱoliveȱoilȱinȱGreeceȱisȱlackȱofȱknowledgeȱwhereȱtoȱfindȱitȱ
(57.ȱ5%),ȱwhileȱforȱHollandȱtheȱmainȱreasonȱisȱhighȱpriceȱ(70.5%),ȱandȱagain,ȱnotȱknowingȱwhereȱ
toȱ findȱ itȱ (22.7%).ȱCustomersȱwantȱ toȱ findȱ theȱ productȱ easily,ȱ thus,ȱ theȱ selectionȱ ofȱ optimalȱ
channelsȱ ofȱdistributionȱhaveȱ toȱ offerȱ betterȱ accessȱ toȱ theȱproduct.ȱ Itȱ shouldȱ beȱ noticedȱ thatȱ
manyȱproblemsȱareȱcreatedȱinȱtheȱdistributionȱofȱorganicȱproductsȱdueȱtoȱtheȱnonȬexistenceȱofȱ
distributionȱchannelsȱandȱtheȱnegativeȱopinionsȱofȱretailersȱasȱregardsȱtheȱpromotionȱofȱorganicȱ
productsȱalongȱwithȱothers.ȱ

Theȱpricesȱ forȱorganicȱoliveȱoilȱ inȱGreeceȱandȱHollandȱareȱhigherȱ thanȱ thoseȱofȱ conventionalȱ
oliveȱoils.ȱGreekȱconsumersȱknowȱthatȱbetterȱqualityȱrequiresȱaȱhigherȱpriceȱandȱtheȱmajorityȱofȱ
theȱpopulationȱisȱwillingȱtoȱpayȱupȱtoȱ50%ȱmoreȱthanȱforȱconventionalȱoliveȱoil.ȱThereȱareȱevenȱ
9.5%ȱwhoȱ canȱpayȱuntilȱdoubleȱ theȱprice,ȱdueȱ toȱ theȱhealthȱ factorȱ consideration.ȱ InȱHolland,ȱ
32.6%ȱofȱtheȱconsumersȱareȱwillingȱtoȱpayȱaȱhigherȱprice,ȱwhileȱ14%ȱofȱthemȱwouldȱlikeȱtoȱpayȱ
less.ȱAlso,ȱ itȱwasȱnoticedȱ thatȱ theȱ consumersȱwithȱhigherȱ incomeȱareȱwillingȱ toȱpayȱaȱhigherȱ
priceȱforȱorganicȱoliveȱoil.ȱForȱthatȱgroupȱofȱconsumersȱwhoȱcannotȱaffordȱtheȱhighȱpriceȱofȱorȬ
ganicȱoliveȱoil,ȱ theȱpricingȱstrategyȱcanȱbeȱ followedȱbyȱspecialȱoffers,ȱdiscountsȱorȱbonuses.ȱ Itȱ
shouldȱbeȱnotedȱthatȱtheȱpriceȱisȱexpectedȱtoȱbeȱreducedȱifȱtheȱlevelȱofȱproductionȱrises,ȱthroughȱ
someȱgovernmentȱpoliciesȱandȱpriceȱsupportȱ(ȱSandalidou,ȱetȱalȱ2002).ȱ

ȱInȱgeneral,ȱweȱcanȱconcludeȱthatȱorganicȱoliveȱoilȱneedsȱaȱwellȱ�ȱorganizedȱmarketȱandȱstrategyȱ
whichȱpromotesȱtheȱenvironmentallyȱfriendlyȱaspects.ȱTheȱlowȱlevelȱofȱorganicȱfarmingȱknowȱ�ȱ
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howȱandȱtheȱabsenceȱofȱaȱsupportiveȱextensionȱmechanismȱtoȱcoverȱtheȱneedsȱofȱtheȱproducersȱ
restrictsȱexpansionȱandȱtheȱbenefitsȱfromȱeconomiesȱofȱscaleȱ(G.ȱBaourakis,ȱetȱalȱ1999).ȱȱ

AgriculturalȱcoȬoperativesȱmightȱplayȱanȱimportantȱroleȱinȱanyȱchangeȱofȱfarmingȱpracticesȱandȱ
canȱplayȱaȱsubstantialȱroleȱ inȱdiscoveringȱsuccessfulȱmarketsȱandȱeffectiveȱstrategicȱmarketingȱ
forȱpenetrationȱofȱorganicȱoliveȱoil.ȱ

Ifȱsuitableȱactionsȱwillȱbeȱtakenȱinȱconsiderationȱatȱaȱnationalȱlevel,ȱthenȱanȱorganicȱoliveȱoilȱwillȱ
beȱaȱstrategicȱproductȱthatȱwillȱbringȱmanyȱadvantagesȱforȱbothȱcountriesȱ�ȱGreeceȱandȱHolland.ȱȱȱȱ

7. Graphs, tables, figures 

 Knowledge of organic olive oil in Greece, and Holland. 

GREECE HOLLAND 

Do you know what organic olive oil is Have you ever purchased an organic product 

 Frequency Valid Percent  Frequency Valid Percent 

Yes 
No 

Total 
Missing 

Total 

170 
565 
735 
34 
769 

23.1 
76.9 
100 
4.4 

Yes 
No 

Total 
Missing 

Total 

400 
142 
542 
14 
556 

73.8 
26.2 
100 
2.5 

How many times have you bought organic olive oil? Have you ever bought organic olive oil? 

Once 
More than once 

Never 
Total 

Missing 
Total 

11 
25 
134 
170 
599 
769 

6.5 
14.7 
78.8 
100 
77.9 

Once 
More than once 

Never 
Total 

Missing 
Total 

81 
103 
360 
544 
12 
556 

14.9 
18.9 
66.2 
100 
2.2 

 

 The reasons for not buying organic olive oil in Greece and Holland. 

GREECE HOLLAND 

The reasons why you have not bought  
organic olive oil 

The reasons why you have not bought  
organic olive oil 

 Frequency Valid Percent  
Frequency 

(Yes) 
Valid percent 

(Yes) 
Total 

High price 13 9.7 High price 392 70.5 556 

I don�t know where 
to find it 

77 57.5 
 

Difficult to 
find it 

126 22.7 556 

I don�t trust it 7 5.2 Not 
trustworthy 

47 8.5 556 

I am not interested in 
it 

37 27.6 Doesn�t 
interest me 

37 6.7 556 

Total 134 100 I don�t know 84 15.1 556 

Missing 635 82.6 Other 11 2.0 556 

Total 769      
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 Consumers� opinion concerning the properties of organic olive oil. 

GREECE HOLLAND 
Properties Agree Properties Agree 

Environmentally friendly 
 
 
Valid percent 

 
 
 
98.8% 

Environmentally friendly 
 
 
Valid percent 

 
 
 
48.7% 

Chemical residue free 
 
Valid percent 

 
 
98.2% 

Chemical free 
 
Valid percent 

 
 
54.7% 

Additive free 
 
Valid percent 

 
 
87.1% 

  

Healthier than olive oil 
 
Valid percent 

 
 
68.8% 

  

Pure product 
 
Valid percent 

 
 
95.3% 

  

Natural product 
 
Valid percent 

 
 
95.9% 
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 Consumers� willingness to pay more for organic olive oil 
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Simulation of elastisity of demand in 
Greece

0
5

10
15
20
25
30

the
 sa

me p
ric

e

10
%

hig
he

r

15
%

 hi
gh

er

20
%

 hi
gh

er

25
%

 hi
gh

er

30
%

 hi
gh

er

50
 hi

gh
er

80
%

 hi
gh

er

do
ub

le 
pr

ice

Price

P
er

ce
nt

ag
e 

of
 b

uy
er

s

 

Simulation of elastisity of demand in 
Holland
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 Simulation of elasticity of demand 

 Cross - tabulation between the variables �How many times have you bought  
organic olive oil?� and �Are you willing to buy it?� 

Would you ever consider buying organic olive oil 

I will buy it I will not buy it Total 

 

Greece Holland Greece Holland Greece Holland 

Never Count 
% of Total 

128 
75.3% 

178 
33.4% 

6 
3.5% 

180 
33.8% 

134 
78.8% 

358 
67.2% 

Once Count 
% of Total 

8 
4.7% 

62 
11.6% 

3 
1.8% 

19 
3.6% 

11 
6.5% 

81 
15.2% 

How many 
times have you 
bought organic 
olive oil? 

More than 
once 

Count 
% of Total 

25 
14.7% 

87 
16.3% 

- 7 
1.3% 

25 
14.7% 

94 
17.6% 

Total 
 Count 

% of Total 
161 

94.7% 
327 

61.4% 
9 

5.3% 
206 

38.6% 
170 

100% 
533 

100% 
 

Symmetric Measures 

Value Approx.Sig  

Greece Holland Greece Holland 

     
Nominal by nominal Phi .268 .354 .002 .000 
 Cramer�s V .268 .354 .002 .000 
 Contingency coefficient .259 .334 .002 .000 
N of Valid Cases  170 533   
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 Relationship between age of the consumers and frequency of buying in Greece. 
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 Relationship between age of the consumers and frequency of buying in Holland. 

Symmetric Measures 

Value Asymp.Std. Error Approx.T Approx. Sig.  

Greece Holland Greece Holland Greece Holland Greece Holland 

Ordinal by               Kendall�s tau-b 

Ordinal                    Kendall�s tau-c 

-.270 

-.207 

.146 

.124 

.064 

.053 

.039 

.033 

-3.899 

-3.899 

3.727 

3.727 

.000 

.000 

.000 

.000 

N of Valid Cases 170 543       
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