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About NATURLAND 

Non-profit Association 
for the Promotion of Organic Agriculture 
worldwide

• Headquartered in Gräfelfing, Munich, 
Germany

• Founded in 1982 by a group of 10 people 
from different backgrounds (farmers, 
scientists and critical consumers)

• Naturland farmers and processors have 
been ground-breaking global pioneers for 
more than 35 years

• Started with one organic producer standard
 today a range of different standards 

covering the whole product line

• Today: One of the largest international 
organic associations with 54.000 farmers 
and 800 processors in 52 countries
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About NATURLAND



Our responsibility for the change



Figure 1:Nature, Vol, 461, 24 September 2009

Our responsibility for the change



Our responsibility for the change



Go organic

USA/
Canada
Organic

EU 
Organic JAS 

Japan 
Organic 
Standard

PRIVATE 
STANDARDS

Private standards of producer associations are imposing requirements evidently higher.
Private logos add value in terms of quality and confidence.



Added value

Social Responsibility already part of organic certification  

1. Human rights
2. Freedom to accept or reject employment
3. Freedom of association, access to trade unions
4. Equal treatment and opportunities
5. Children’s rights
6. Health and safety
7. Employment conditions

7.1.  contracts
7.2. equal treatment
7.3. wages
7.4. payments for board and 
lodge
7.5. working hours
7.6. social benefits
7.7.  further education

Reliable trading
relationships

Social 
responsibility

Fair prices for
grower

Regional 
procurement of
raw materials

Joint quality
assurance

Social
involvement

Corporate 
strategy and
transparency



Added value



Statistics: development of organic
turnover in € in Germany



Statistics: development of organic
– turnover in € in Germany



For example:

• Naturland

• Soil Association

Private standards of producer associations are imposing requirements 
evidently higher.

Private logos add value in terms of quality and confidence.

PRIVATE STANDARDS

• Demeter

• BioSuisse
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FAIR: “1 cent for the future”
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Through the “1 cent for the future –
Thank You” campaigns, Nature & More 

growers are promoting and supporting long-
term educational and welfare projects on and  

around the farms. At least one Eurocent 
for each kilogram of the “campaign fruit” 

sold goes to the selected projects. 



True cost of food
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Organic isn’t too expensive.. 
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• Three main areas: Export & Whole head production / 

Organic Production / Salads Factory 

• More than 25,000 tones of Production

• Business Volume of more than 40 mill € in Sales and 

more than 25 mill. € in Production

• More than 37,000 m² of Warehouses

KERNEL EXPORT
Production & Export of Fruit & Vegetables

Producers Organization (P.O) with 11 

partners who strive to produce high quality 

vegetables and melons. We grow over 

1500 Ha. of conventional crops & more 

than 450 Ha. of Organic Crops. We focus 

on our customer needs, producing more 

than 52 different products and 

Employing 250-300 field operators & over 

200 packhouse operators from 19 

different nationalities. 

Production Force



C o n s u m e r  Tr e n d s

Demand for Organics has grown over the last decade due to increased awareness and quality 

orientation. Annual growth in the European market is between 5-10% and more. 

Mixed purchasing patterns
Consumers expect many benefits 

from organics but are often 

inconsistent in their behavior: they 

purchase high quality organic as well 

as low price conventional.

Quality Orientated & Price-Conscious
Consumers are nowadays both quality 

orientated and price conscious. The 

quality expectations is due to higher 

levels of education & never ending 

food scandals.

Spanish Consumer Trends

In Spain studies show that 30% of 

organic consumers are Millennials. 

They have more awareness towards 

buying habits & as new parents want to 

provide organic baby food.

Believe Organics 
is Healthier; 32%

Because they do 
not contain 

pesticides; 18%Better 
Quality; …

No GMO ; 3%

To 
prevent 
allergic 

reactio…

Never Consume 
Organics; 32%



Successful marketing

Organic products will be 

successfully marketed when the 

price premium over 

conventionally produced 

products is perceived to be 

moderated.

Image & Communication

Organic producers and 

retailers must together 

project a credible and high 

quality image. We have to 

speak the same language. 

Capacity for talking and 

listening produces success 

in both ways.

Price Focus

Experts anticipate 

continuous pressure on 

price premiums in the next 

couple of years. Consumers 

tend to accept price 

premium between 10-30%.

The 3B’s

1. Bueno- Good quality, High 

standards, taste.

2. Bonito – Good Appearance

3. Barato- Competitive / Price 

Orientated

Link between Producer & Retailers

DRIVERS OF GROWTH

Trust

Without a clear & honest liaison, it 

is impossible to develop a 

competitive fresh produce organic 

future for any of the parties. It can 

not be a “Jungle” every week. 



CONCLUSION

• MARGINS are decreasing & 

under minimums for 

producers. Prices fall but 

never go up anymore.

• PRODUCTION COSTS 

increase every year 5 - 10% 

in EU. 

• DEFLATION in fresh 

produce prices since 2000 is 

more than 20%

• LESS PRODUCERS, bigger 

ones, more specialization, 

more dependent on final 

customers. This is the trend. 



CONCLUSION

• ONLY VERY PROFESSIONAL 

growers with optimum conditions will 

survive. Independent of their size. 

• COOPERATION: Splitting the cake 

between all parties (the good & the 

bad). Growers cannot be the end of 

the chain anymore, taking Residual 

values.

• INVESTMENT in the sector is 

declining in the last years. Actually 

focusing on sustaining fixed 

structures. 

• THE CHALLENGE- consolidate & 

bring new organic consumers. 



Asia market, Chilean organic blueberries
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