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using more than one overseas certifier 
(Table 44).

The EU continues to be a popular 
market to export into due to relatively 
simple processes. EU and AQIS have 
an equivalence agreement on organic 
standards. The US and Japan on the other 
hand, respectively have NOP (National 
Organic Programme) and JAS (Japanese 
Agricultural Standard). These markets 
involve additional regulatory work and 
compliance requirements for exporters, 
through their whole supply chain, further 
adding to the time and cost involved in 
doing business in these countries. Taiwan 
is looking to be a growing market for 
fresh products (apples).

While Italy and Switzerland have 
declined considerably as export target 

destinations, presumably due to high 
levels of organic production within 
those countries (Willer et al. 2008), 
Korea and Sweden have increased in 
importance and most other export 
markets have remained fairly constant 
over time.

Certification scheme	 Respondents

NOP (USA)	 45

IFOAM (Europe, international)	 18

JAS (Japan)	 6

Organic Materials Research Institute (USA)	 0

Skal (Netherlands)	 2

Un-named	 7

Not reported	 547

Table 44. Number of respondents using overseas organic 
certification schemes.
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Lifestyles of Health and Sustainability 
(LOHAS) - The engine room of the 
organic market

T he New York Times calls 
LOHAS; ‘the biggest 
market you’ve never 

heard of’. For the organic 
industry, understanding the 
LOHAS consumer has important 
implications for future growth.

The LOHAS acronym represents 
a marketing framework which 
describes a group of individuals 
who seek to integrate healthier, 
more sustainable product and 
service options into their lives. 

These LOHAS consumers are 
identified by their values and 
world view rather than traditional 
demographics.  Age, gender, 
education and income are not 
strong predictors of someone’s 
interest and engagement in 
these issues. These values cover 
the consumer outlook on three 
dimensions - personal, community 
and planetary health and wellbeing, 
rather than just a narrow view of 
‘green’.

The LOHAS framework has 
gained global prominence having 
been used for over a decade in 
the USA, Europe and Asia. The 
LOHAS market is substantial, and 
it is rapidly growing. Worldwide, 
LOHAS accounts for more than 120 
million consumers and represents 
a marketplace worth more than 
$550 billion.

In Australia, the Mobium Group, a 
Melbourne based market research 
company, has been tracking the 
LOHAS market since 2007. Over 
this period, the firm has surveyed 
more than 25,000 Australians to 
understand their values, attitudes 
and actions with respect to health 

and sustainability. This work 
culminates each year in the annual 
Living LOHAS consumer report. 

According to the Sydney 
Morning Herald; “Mobium’s Living 
LOHAS Report is considered 
the benchmark in Australia 
on consumer attitudes and 
purchasing trends in the green 
sector.” The Mobium Living 
LOHAS research is backed by 
a segmentation model which 
marries not just what ‘people say’ 
but what they ‘actually do’ when 
it comes to acting on their stated 
environmental concerns.

This provides understanding as 
to the reasons for the disconnect 
between the 90% of Australians 
who say they care about the 
environment and the slightly 
more than 10% who actively 
make ongoing behavioural and 
purchasing choices in their lifestyle. 

It is very important for marketers 
to understand the different 
motivators and requirements 
of each segment, as they each 
respond to different messaging, 
attributes and pricing. For example, 
those in the Leaders and to a lesser 
degree the Leaning segment are 
more willing to pay premiums (and 
currently do). 

The premiums available vary 
widely from category to category 
based on detailed basket analysis 
Mobium has conducted over the 
past three years. In all cases, the 
ability to garner a price premium, 
as with any product, requires clear 
articulation of the value equation. 

However, the willingness to pay 
premiums in  the general sense 

has eroded consistently from 2007.
This has only accelerated during 
the global financial slowdown as 
evidenced by a 40% decline in 
2009 compared with 2008 in the 
number of Australians who say 
that they are “willing to pay 25% 
more for products and services”  
which have LOHAS overlays.

Mobium have identified four 
types of Australians based on their 
values and behaviour:

LOHAS Leaders
Have strong alignment with 
personal, community and 
planetary issues which shape 
their values, worldviews and 
decision making. Leaders are 
highly committed, knowledgeable 
and have high levels of consistent 
participation across a wide range 
of categories with healthier and 
more sustainable attributes. They 
often shop in alternative channels 
to find the specific products that 
meet their needs.

LOHAS Leaning
Have moderate to strong alignment 
with personal, community 
and planetary issues. Leaning 
consumers currently participate 
in selected categories, however 
they are not completely engaged 
and often make trade-offs in their 
consumption choices. Many feel 
highly conflicted because of this.

LOHAS Learners
Have more recent awareness of 
health and sustainability issues. 
They have lower knowledge and 
current interest in community 
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and planetary issues. They 
fundamentally want to do the 
right thing but are unsure where 
to start. At present most do not 
participate in the ‘green’ market, 
and those who do only do so on an 
ad-hoc basis.

LOHAS Laggards
Have low levels of interest with 
the overall theme of health 
and sustainability in their 
lifestyles. Their future intention 
to participate in products and 
services with a sustainability 
aspect is at very low levels.

The Leaders are the engine room 
of the current consumer market 
for healthier, more sustainable 
products and services (valued 
in excess of $19 billion in total), 
however, they only represent 11% 
of the Australian population.

 The Leaning and the Learners 
are the major mainstream 
opportunity for increased uptake 
of healthier or environmentally 
preferable products and services – 
if their barriers can be solved. 

Engaging the Leaning to do more, 
and the Learners to commence 
their journey, is the key challenge 
for government and commercial 
organisations alike. Indeed, these 
groups represent the future of the 
organic market in Australia.

Mobium undertook detailed 
analysis for the BFA in 2009 to 
benchmark everyday Australians’ 
understanding of, and attitude 
toward organics, their barriers to 
participation and their awareness 
of organic certifications. 

This work (as has the Living 
LOHAS research) clearly identified 
that the Leaders have the highest 
levels of current participation 
in organic food purchasing and 
crucially are highly committed - 
buying across multiple segments 
with regularity. 

A more in depth study 
conducted by Mobium in the first 
quarter of 2010 showed this again 
to be the case. While some from 
the Leaning and Learner groups do 

buy organics, their participation is 
typically ad-hoc and shallow.

However, while the majority of 
Leaders remain highly committed 
in their purchasing, in many cases 
they are reaching saturation. To 
ensure sound future growth rates 
in the medium term, the organic 
industry will need to develop 
strategies to engage those in the 
Leaning and Learners groups to 
progressively lift their participation 
and frequency to secure a higher 
share of total food spending. 

The organic Industry is well 
positioned to tap these groups 
because those categories with 
the highest personal benefit are 
the most likely to be of interest to 
consumers. 

Level of engagement and action on sustainabilityHigh Low▲

▲

Leader Leaning Learning Laggard

Figure 32. LOHAS types.
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Research conducted by 
Mobium Group in March 2010

A range of organic specific 
questions was asked of 
Australian consumers in 2010 

as part of the Green-Tracker research 
conducted quarterly by the Mobium 
Group (see methodology at the end of 
this section). A summary of the results is 
as follows.

Consumer understanding  
of organic
“Year on year there is strong 

consistency within the community 
about the perceived benefits of organic 
food.”

A key theme in the leading benefit 
attributes continues to be what organic 
food ‘does not contain’.

‘Free from’ aspects comprise 4 of 
the top 5 largest perceived benefits 
overall: chemical-free (83%), additive-
free (74%), environmentally friendly 
(69%), hormone/antibiotic-free meat 
(64%) and non-GMO (62%). Increased 

Overall % of households purchasing Organic product:	 61%

(last 12 months)

Organic segments with highest participation:	 57% 	 Fresh fruit & vegetables

(current organic purchasers only – last 12 months)	 44% 	 Home-cooking ingredients (eg flour, sugar, etc)

	 42%	 Canned goods (eg. vegetables, pasta sauce)

	 33% 	 Bread / bakery

	 33% 	 Red meat (eg. beef, lamb, etc)

Organic segments with highest purchase frequency:	 48% 	 Non-alcoholic beverages

(current organic purchasers only – last 12 months – 		  (eg. soft drink, juice, soy milk, etc)

purchase every 1 -30 days)	 45% 	 Fresh fruit & vegetables

	 42% 	 Canned goods (eg. vegetables, pasta sauce)

	 41% 	 Eggs

	 40% 	 Dairy (eg. milk, yoghurt, cream, etc)

Organic % of total household food spending:	 16% 	 estimated weighted average spend on Organics

(current organic purchasers only – last 12 months)	 61% 	 Organics ‘10% or less’ of total food spending

Strongest perceived barriers to increased purchase of Organics: 	 81% 	 ‘Price/Value’

	 57% 	 ‘Knowing you can trust it is organic’

	 50% 	 ‘Easier access/ convenience of buying’

	 46%	  ‘Quality of produce’

	 42%	  ‘Being easily able to identify it is organic’

Strongest perceived benefits of Organics: 	 83% 	 ‘Chemical-free’

	 74% 	 ‘Additive-free’

	 69% 	 ‘Environmentally friendly’

	 63% 	 ‘Hormone and antibiotic-free meat’

	 62% 	 ‘Non GMO (genetically modified organisms)’

% currently aware of Organic certification logos:	 42%

% who believe that awareness of Organic certification standards	 52%

and logos would increase trust in the products displaying:

Table 45: Snap shot of findings
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Wray Organic is a certified 
retailer which only 

stocks certified organic fruit and 
vegetables as well as providing a 
“microwave free” cafe service. At 
National Organic Week 2009, the 
company was awarded ‘Queensland 
Organic Retailer of the Year’ and 
‘National Organic Retailer of the 
Year’; testament to the company’s 
customer service and commitment to 
excellence throughout the business. 
Deborah Wray, founder and co-
owner of Wray Organic says the 
company also promotes the benefits 
of certification while undertaking 
consumer education through tastings, 
events and a monthly newsletter. 
With four retail locations throughout 
Queensland, Wray Organic was 
created to address the need for 
affordable, certified organic food 
that was available seven days. “When 
our son got sick, I started to look 
into what additives were in food and 
discovered the cocktail of chemicals 
being used to grow our food. 
We believed there must be other 
people out there looking for clean, 
nutritious, chemical and additive 
free food that was also convenient, 
so we decided to open organic stores 
that were a one stop shop,” Ms Wray 
says. Despite facing challenges in 

relation to the supply chain Wray 
Organic has a unique position in the 
marketplace and supports anyone 
who is selling or promoting organic 
product – providing it is certified. 

Domestic and export  
markets for products
With four locations in SE 
Queensland, Wray Organic’s typical 
consumer market is the Australian 
family. 

Supply chain challenges
The biggest challenge faced by the 
company is sourcing good quality, 
organic produce and groceries that 
are affordable for all Australians. 
“We are constantly working with 
growers to address this but everyday 
grocery lines are often not available. 
For example, during the winter, 
milk, cream and butter can be in 
short supply,” said Ms Wray. Despite 
this, the company is experiencing 
growth equal and above that of the 
industry level.

Cost of production:  
keeping competitive and 
financially sustainable
While not vulnerable to production 
costs, Deborah Wray believes that 
price is the single greatest hindrance 

to market growth and the number 
one barrier for potential customers.

Next challenge for your business
Wray Organic is seeking like-
minded people who want to own a 
Wray Organic Market & Cafe. They 
need to be passionate about quality 
food and a healthy lifestyle and have 
the desire to join Australia’s fastest 
growing food sector.  Ms Wray says, 
“Wray Organic is a winning business 
formula and we want to assist others 
in owning and operating a successful 
organic retail and cafe business.”

Suggestions/ advice  
for future market entrants
Deborah Wray says that in order to 
run a successful organic retail store 
and cafe it is necessary to satisfy the 
following criteria: industry and product 
knowledge, good premises selection, 
appropriate fit out, staff selection and 
training, source a supply chain that’s 
strong and diverse and an excellent 
marketing plan. “We have done the 
hard yards and built four prosperous 
organic retail businesses that are 
supported by a strong and diverse 
supply chain.  We would love to show 
people how to do it and support them 
on an ongoing basis,” she says. 
www.wrayorganic.com.au

Wray Organic 

Organic profile

At a glance
• �Wray Organic recently won 

Queensland and National 
Organic Retailer of the Year

• �The company provides 
affordable organic food while 
promoting the benefits of 
organic

• �Wray Organic is experiencing 
growth equal to and above the 
industry level 

Selling the organic concept
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nutrition (46%), knowing the source 
of food (45%) and better taste (42%) 
are rated more moderately in terms of 
understood benefits. Elements with less 
understood benefit are protecting bio-
diversity (29%), fair wages (27%) and 
farm resilience in the face of climate 
change (24%). A consistent 7% overall 
said that they were ‘not sure’ or ‘don’t 
know’ what the benefits of organic  
food are. 

On this basis the research suggests 
that the community understanding of 

the key benefits is well entrenched  
and clear. 

Purchasing behaviour:  
How often?
“Just over 60% of Australian households 
indicated that they have purchased at 
least one organic product in the past  
12 months.”

Organic consumers are drawn from all 
parts of the community, with no strong 
social economic variances evident. 
However, the participation rate varies 
dramatically between LOHAS segments. 
93% of Leaders said that  
they purchased some organics in 
the prior year, compared with three-
quarters of Leaning and 46% of 
Learners. Laggards under-indexed in 
participation, with just 15% saying that 
they had purchased.

Demographics are not good 
predicators, however, the strength of 
individuals’ values about personal, 
community and planetary wellbeing 
and the manifestation of these in one’s 
world view and lifestyle options are. 
The strength of LOHAS alignment 
exhibits high levels of correlation with 
participation in organics.

Table 46. Organics: Perceived Benefits.

% respondents
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Purchasing Behaviour:  
What types?
 “The household purchase penetration 
rates of various categories of organic 
food vary widely.”

Food products have the highest 
participation rates in general, when 
compared with non food items. 
Fresh produce is the most highly 
shopped organic segment with 57% 
of households indicating that they 

purchased at least one organic fresh 
fruit or vegetable in the past year. 
Household staples are next (cooking 
ingredients, 44%, canned goods 42%) 
then bread, meat and dairy items.

LOHAS Leaders are the primary 
participants in the organic market at 
present. This cohort participate at much 
higher rates across all categories than 
the rest of the community, in many 
segments at rates two or three times or 

Table 48. Organics: category purchase penetration.

Table 49. Organics: category purchase frequency.

% respondents
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Organic fresh fruit & vegetables
Organic home-cooking ingredients (eg �our, sugar, etc)

Organic canned goods (eg. vegetables, pasta sauce)
Organic bread / bakery

Organic red meat (eg. beef, lamb, etc)
Organic dairy (eg. milk, yoghurt, cream, etc)

Organic cleaning products
Organic breakfast cereals

Organic poultry (eg. chicken, turkey, etc)
Organic non-alcoholic beverages (eg. soft drink, juice, soy milk, etc)

Organic tea / co�ee
Organic confectionary & snacks (eg. chocolate, chips, health bars, etc)

Organic pork (including processed meats eg.: ham, bacon, prosciutto, etc.)
Organic desserts including icecream

Organic cosmetics/ skincare
Organic eggs

Organic wine/ beer/ alcohol
Organic packaged meals (eg soups, pies, frozen meals)

Organic pet care

FOOD
NON-FOOD
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Organic non-alcoholic beverages (eg. soft drink, juice, soy milk, etc)
Organic fresh fruit & vegetables
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Organic red meat (eg. beef, lamb, etc)
Organic confectionary & snacks (eg. chocolate, chips, health bars, etc)

Organic pork (including processed meats eg.: ham, bacon, prosciutto, etc.)
Organic pet care

Organic tea / co�ee
Organic packaged meals (eg soups, pies, frozen meals)

Organic wine/ beer/ alcohol
Organic cleaning products

Organic cosmetics/ skincare
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more higher than the overall average. 
There is a major opportunity for the 
organic Industry to drive increased 
participation in the Leaning and 
Learner components of the community.  
Indeed engaging these groups will 
be crucial as participation rates of the 
Leaders move towards saturation.

Purchasing Behaviour: 
Barriers to buying more 
organic food
Consistent with last year’s findings 
value, convenience, trust and 
information remain the largest barriers 
for consumers in further uptake of 
organic food.

Cost continues to be the most 
significant overall barrier to increased 
purchase of organic food. 81% of all 
respondents (82% last year) rated ‘price/
value’ as the primary roadblock to 
increased participation in organic food. 
‘Being able to ‘trust it is organic’ at 57% 
overall (54% last year), ‘access to organic 
product’ where consumers usually shop 
with 50% (54% last year), ‘quality of 
produce’ at 46%, as well as information 
and identification to make an informed 
choice on organics with 42% (43% last 
year) were the next highest identified 
barriers.  Freshness of produce (24%), 
taste (16%) and packaging (15%) are 
lower order barriers for most. The main 
barriers to further uptake have been 
re-enforced, and are again clearly 
defined. The Organic Industry must 
seek to address these factors if it wishes 
to grow its market share of total food 
spending.

Purchasing Behaviour: How 
much do consumers spend?
“In the past year, the proportion of total 
food spending directed to organic food 
products was typically 10% or less of 
household expenditure.”

Most households (61%) estimate 
that they spend 10% or less on organic 
food at present. In aggregate, 73% 
overall said that they spent 20% or less 
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Table 50. Organics: Barriers to further purchase .

Table 51. Organics: Overall household food spend #1.

% respondents
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of the total food budget on organics. 
A small group of highly committed 
organic users exists with 12% in total 
saying that they spent 50% or more 
of their household food-spend on 
organic options. Therefore for current 
organic consuming households, the 
weighted average estimated organic 
share is deduced at approximately 
16% of household food spending 
at present. The weighted average is 
calculated by multiplying the indicated 
household food spending on organics 
by the number of respondents (as a 
percentage) who spend that amount. 
For 10% or less the assumed figure 
is 5%. For 70% or more the assumed 
figure is 80%.

LOHAS Leaders* are the major drivers 
of the current organic food market.

Leaders exhibit much higher levels of 
participation and purchasing frequency 
than the rest of the community. 
This commitment is reflected in a 
substantially higher level of overall 
dollar spending on organics. Whilst just 
12% of the general population spend 
over 50% of their household food 
budget on organics, 74% of Leaders 
estimate that they do so. Indeed no 
current organic purchasers from any 
other LOHAS segment say that they 
allocate more than 30% of their overall 
food spend to organics.

*see Figure 32.
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	 All	 Leader	 Leaning	 Learner	 Laggard

10% or less	 61%	 2%	 73%	 72%	 67%

20%	 12%	 5%	 11%	 17%	 17%

30%	 5%	 3%	 8%	 1%	 8%

40%	 2%	 10%	 0%	 0%	 0%

50%	 3%	 18%	 0%	 0%	 0%

60%	 4%	 25%	 0%	 0%	 0%

70% or more	 5%	 31%	 0%	 0%	 0%

Don't know	 8%	 6%	 8%	 8%	 8%

Table 52. Organics: Overall household food spend #2.
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Purchasing Behaviour:  
Where do consumers buy it?
Purchasing organic fruit and vegetables

Chapter 5  The Australian organic consumer

	 All	 Leader	 Leaning	 Learner	 Laggard

Woolworths/ Safeway supermarket	 46%	 11%	 55%	 52%	 40%

Coles supermarket	 41%	 8%	 48%	 49%	 40%

Market/ Farmers market	 33%	 55%	 32%	 24%	 30%

Fruit & Veg shop (Greengrocer)	 31%	 27%	 36%	 25%	 40%

Organic/ wholefoods shop	 13%	 41%	 8%	 4%	 10%

Home delivery	 5%	 20%	 3%	 1%	 10%

Other 	 3%	 13%	 1%	 0%	 0%

IGA supermarket	 3%	 1%	 4%	 2%	 10%

Internet	 3%	 4%	 4%	 1%	 0%

Foodworks supermarket	 1%	 1%	 2%	 1%	 0%

Other supermarket	 1%	 1%	 1%	 1%	 0%

Aldi supermarket	 1%	 0%	 1%	 1%	 0%

Butcher	 0%	 0%	 0%	 0%	 0%

Bakery	 0%	 0%	 0%	 0%	 0%

	 Every 1-30 days  	 Every 1-2 months	 Every 3-6 months	 Less than every 6 months	 Don't Know

All	 45%	 20%	 13%	 13%	 9%

Leader	 92%	 7%	 2%	 0%	 0%

Leaning	 40%	 24%	 14%	 14%	 7%

Learner	 29%	 20%	 16%	 18%	 16%

Laggard	 30%	 30%	 10%	 20%	 10%

Table 53. Purchasing 
behaviour: organic fruit and 
vegetables.

Frequency of purchase.

Usual place of purchase (select as many as apply).

% purchased in last 12 months.
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Purchasing organic home-cooking ingredients
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	 All	 Leader	 Leaning	 Learner	 Laggard

Woolworths/ Safeway supermarket	 50%	 32%	 54%	 56%	 64%

Coles supermarket	 44%	 28%	 48%	 49%	 45%

Organic/ wholefoods shop	 17%	 57%	 9%	 2%	 9%

IGA supermarket	 8%	 7%	 7%	 9%	 18%

Aldi supermarket	 7%	 4%	 7%	 9%	 0%

Home delivery	 3%	 7%	 2%	 1%	 9%

Market/ Farmers market	 2%	 3%	 2%	 1%	 9%

Other 	 2%	 4%	 2%	 1%	 9%

Foodworks supermarket	 1%	 1%	 1%	 1%	 0%

Other supermarket	 1%	 1%	 1%	 1%	 9%

Internet	 1%	 2%	 1%	 1%	 0%

Fruit & Veg shop (Greengrocer)	 1%	 2%	 0%	 1%	 0%

Butcher	 0%	 0%	 0%	 0%	 0%

Bakery	 0%	 0%	 0%	 0%	 0%

	 Every 1-30 days  	 Every 1-2 months	 Every 3-6 months	 Less than every 6 months	 Don't Know

All	 31%	 32%	 18%	 9%	 10%

Leader	 47%	 33%	 16%	 3%	 1%

Leaning	 27%	 39%	 15%	 10%	 9%

Learner	 26%	 23%	 23%	 11%	 17%

Laggard	 27%	 27%	 18%	 18%	 9%

Table 54. Purchasing behaviour: organic home-cooking ingredients.

Frequency of purchase.

Usual place of purchase (select as many as apply).

% purchased in last 12 months.
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Purchasing organic red meat

	 All	 Leader	 Leaning	 Learner	 Laggard

Woolworths/ Safeway supermarket	 47%	 21%	 55%	 52%	 56%

Coles supermarket	 41%	 15%	 48%	 50%	 44%

Butcher	 31%	 43%	 28%	 28%	 33%

Organic/ wholefoods shop	 16%	 57%	 5%	 2%	 11%

Market/ Farmers market	 5%	 15%	 2%	 2%	 0%

IGA supermarket	 4%	 4%	 5%	 4%	 11%

Home delivery	 3%	 4%	 3%	 2%	 11%

Aldi supermarket	 3%	 3%	 3%	 2%	 0%

Other 	 3%	 7%	 3%	 0%	 0%

Foodworks supermarket	 2%	 2%	 2%	 1%	 0%

Internet	 1%	 1%	 1%	 1%	 0%

Other supermarket	 1%	 1%	 1%	 0%	 0%

Fruit & Veg shop (Greengrocer)	 0%	 0%	 0%	 0%	 0%

Bakery	 0%	 0%	 0%	 0%	 0%

	 Every 1-30 days  	 Every 1-2 months	 Every 3-6 months	 Less than every 6 months	 Don't Know

All	 29%	 22%	 23%	 13%	 13%

Leader	 41%	 37%	 15%	 4%	 4%

Leaning	 27%	 16%	 23%	 18%	 17%

Learner	 23%	 20%	 29%	 14%	 14%

Laggard	 22%	 22%	 33%	 11%	 11%

Table 55. Purchasing 
behaviour: organic red meat.

Frequency of purchase.

Usual place of purchase (select as many as apply).

% purchased in last 12 months.
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Purchasing organic dairy

	 All	 Leader	 Leaning	 Learner	 Laggard

Woolworths/ Safeway supermarket	 35%	 17%	 43%	 45%	 50%

Organic/ wholefoods shop	 29%	 71%	 9%	 3%	 0%

Coles supermarket	 27%	 14%	 34%	 33%	 33%

Market/ Farmers market	 7%	 10%	 5%	 5%	 17%

IGA supermarket	 6%	 4%	 7%	 6%	 0%

Home delivery	 4%	 7%	 2%	 2%	 17%

Other 	 4%	 7%	 2%	 3%	 17%

Fruit & Veg shop (Greengrocer)	 4%	 8%	 2%	 0%	 0%

Internet	 3%	 4%	 2%	 2%	 17%

Other supermarket	 2%	 3%	 1%	 2%	 17%

Aldi supermarket	 2%	 1%	 2%	 2%	 0%

Foodworks supermarket	 1%	 0%	 2%	 2%	 0%

Butcher	 1%	 2%	 0%	 0%	 0%

Bakery	 0%	 0%	 1%	 0%	 0%

	 Every 1-30 days  	 Every 1-2 months	 Every 3-6 months	 Less than every 6 months	 Don't Know

All	 40%	 36%	 12%	 5%	 8%

Leader	 60%	 25%	 9%	 2%	 3%

Leaning	 30%	 43%	 14%	 5%	 9%

Learner	 27%	 39%	 11%	 11%	 14%

Laggard	 33%	 33%	 17%	 0%	 17%

Table56. Purchasing behaviour: organic dairy.

Frequency of purchase.

Usual place of purchase (select as many as apply).

% purchased in last 12 months.
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T his report is a combination of data collected and 
analysed by the Organic Research Group, School 
of Environmental and Rural Science of the UNE, 

along with research conducted by the independent 
market analysis group Mobium Pty Ltd. In line with 
the Australian Organic Market Report 2008 (2008 
AOMR) a survey was undertaken to collect data on 
the level of organic production and sales in Australia 
in terms of volumes produced and financial value to 
the individual sector level. In building on the 2008 
benchmark it was important to remain consistent with 
the survey instrument across years, whilst improving 
on the format, for representativeness of sector data 
collected and the consequent analysis. The 2008 report 
sought to collect socio-demographic information and 
it was again included in this reports’ survey instrument.  
The questionnaire was a reviewed format of the 2008 
questionnaire which itself was based on previous 
surveys carried out over a number of years by the Soil 
Association in the UK and incorporated the principles of 
survey design elaborated in social survey texts (Dillman 
1991, Fowler 2002).  

Extensive industry feedback on the 2008 process 
had been received by researchers and was taken into 
consideration when revising the format of questions. 
Consideration was given to aligning question format 
to that used by the Australian Bureau of Statistics in 
light of the likely inclusion of organic questions being 
included in the next ABS Agricultural census, with the 
2012 report expected to be assisted by collection of 
data also from this source.

The questionnaire was reviewed by a range of 
organic industry representatives and researchers 
with experience in survey design and use (a pilot). 
In acknowledgement of the unique demographics 
of organic industry sectors and to collect the most 
comprehensive data across the industry sectors, a 
stratified sampling approach was used in which the 
total population of organic operators was stratified 
by certification agency. Within that framework, all 
certified operators associated with each participating 
certifier were considered part of the target population 
(Goodman 2003). This required considerable 
negotiation with some certification agencies, with 
each co-operative agreement negotiated on a case by 
case basis with the agencies.

During 2009 the Tasmanian and Victorian 
Government Departments were simultaneously 

considering undertaking their own industry sector 
data collections, and through extensive consultations 
it was agreed to use the same survey instrument for 
these surveys, with both parties providing data to the 
UNE researchers for national consolidation. This has 
delivered both a consistent national approach while 
ensuring industry members have received a single 
survey as part of this industry reporting document.  

The survey was distributed by the following 
methods. The certification agencies that cover the 
majority of the industry either nationally or in their 
own state: ACO and NCO, as well as OGA and TOP 
provided electronic mailing lists of the certified (and 
in-conversion or pre-certification) organic clients and 
these lists were used to generate mailing labels. A 
mail-out kit consisting of a copy of the questionnaire, a 
cover letter from the researchers and a large reply paid 
envelope were sent directly to each client by standard 
post using UNE stationery. 

OFC organic clients were surveyed by sending 
the mail-out kits to the certifier who then applied 
their own labels and posted the kit to their clients. 
The remaining certifiers (AusQual and SFQ) opted to 
distribute information to their clients about the survey 
allowing clients the decision to contact researchers 
directly should they wish to participate.

Past experience with national surveys of Australian 
organic growers indicates that repeated follow-ups 
are unlikely to yield further responses (Kristiansen 
et al, 2007). Figure18 shows the rate of returns over 

Appendix 1

To
ta

l r
e

sp
o

n
se

s

Number of days

5 10 15 20 25 30 35 40 45 50 55 60 65
0

100

200

300

400

500

Figure 33. Number of responses received over 
time from date of survey mail-out.
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time. Unlike in 2008, the 2010 survey responses 
continued to be received well after final submission 
date. The returned questionnaires were entered 
into several spreadsheets and an initial check for 
accuracy was made by randomly selecting one in five 
questionnaires and double-checking all data entry. 
This data was then normalised to standardise the 
response types (e.g. acres to hectares text removed 
from numeric fields) and to ensure volume and price 
data was internally consistent. To calculate general 
accumulative or averaged values, the data was simply 
summed, averaged or, in the case of skewed (non-
normal) data, the median was calculated. Percentages 
were commonly used to indicate relative proportions 
and frequency distribution plots were used to display 
data relating to certain variables such as farming 
experience and farm size in order to characterise the 
sampled population across the variable.

National production data for the sectors was 
calculated with the use of both surveys and 
interviews from supply chain members from primary 
production, through processing and wholesaling, 
to retail.  Additional cross checking was possible 
both via domestic retail tracking agencies such as 
EuroMonitor, along with data confirmed from the 
certification organisations ACO, NCO and OGA. Where 
a lack of responses in primary production survey data 
was shown to be non-representative of supply chain 
information, additional consideration was given to 
downstream indicators of national production, and 
is explained in the relevant sector information of this 
report.  This follows scorecard methodology commonly 
used in South Australian and Tasmanian agribusiness 
data generation (PIRSA 2008, DPIPWE 2009). 

Other data sets
AQIS collects data from the certifiers on the number 
of organic operators in the supply chain, the area used 
for organic agriculture and the volume and value of 
exported organic produce. This data is available at cost 
from AQIS. The data is presented in this report with 
acknowledgement to AQIS for the raw data. This data 
is only released by AQIS when given permission to do 
so by the certification agencies. It is cited throughout 
the report as AQIS 2010.

Given the more stringent reporting requirements 
of AQIS, it is assumed that the data are the most 
comprehensive and reliable source on the organic 

industry. Where appropriate, the proportions and 
frequency distributions of this data set are used as a 
benchmark for determining representativeness.

As with previous industry reporting (Halpin, 2004; 
BFA, 2008) certifier data was largely unavailable due 
to confidentiality requirements within each agency. 
Individuals within certification agencies were helpful 
in identifying key industry operators for follow-up 
interviews.  

In relation to the Mobium Group methodology, a 
specific question set was developed to capture the 
required data to meet the project objectives. The 
question set included new, modified and directly 
comparable questions with the first research round 
conducted in March 2009. The organic relevant 
question set was executed in conjunction with the 
Mobium Group Green-Tracker quantitative research 
study. A secure online survey was used to manage 
the data collection. A random sample was recruited 
and administered by Survey Sampling International 
through its national research only, consumer panel. A 
target sample size of 1,000 was specified with a series 
of quotas to ensure the configuration was consistent 
with the Australian Bureau of Statistics Census 2006 
national profile. The primary audience was adult 
Australians aged 18 - 69. Key filters included:
• Gender
• Geography
• Age
• Income
The data was collected over 5 days in early March 2010. 
The sample size achieved was 1,099.

Appendix 1
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The organic industry in Australia is 
not alone in its challenges of data 
collection. Fortunately, there has 

been considerable effort in Europe to 
develop EU-wide data collection and 
processing systems (DCPS), particularly 
under the auspices of the European 
Information System for Organic Markets 
(EISfOM) (Wolfert et al. 2004, Rippin et al. 
2006a). EISfOM symposia in recent years 
have highlighted the general nature 
of problems national organic industry 
bodies face in acquiring useful and 
reliable market information (Recke et al. 
2004, Rippin et al. 2006b). Despite the 
continental focus, these compilations of 
reports and case studies make several 
recommendations for collecting farm-
level production data, farm-level financial 
data, price data, consumption data and 
international trade and supply chain 
data. Most recommendations relate to 
ensuring high response rates, avoiding 
duplication of activities, harmonising 
data collection categories and processes, 
improving the quality of data collected 
and minimising the burden on organic 
operators, certifiers and others in the 
industry. Prior to this research report 
being conducted a detailed analysis was 
carried out to review the range of models 
used for organic DCPS globally and to 
evaluate their suitability for the organic 
industry in Australia.

Halpin made the suggestion that “In 
future, the only real solution to the lack 
of detail … would be to conduct an 
ABS Farm Survey-style census where 
interviewers attend farms and take 
down detailed data in predetermined 
and detailed categories (which is very 
expensive) or for the industry to agree 
that adoption and implementation 
of a national data collection system 
would benefit the industry.” The option 
of including specific questions about 

organic farming in the standard ABS 
Farm Survey has been put to ABS 
and at the time of printing this report 
the industry is awaiting word of the 
outcome of this. While this may improve 
the quality of on-farm data, other 
activities will be needed to properly 
survey and describe other sectors such 
as input manufacturers and retailers.

The following recommendations are 
based on ideas that have been raised 
by respondents and contributors to the 
project, discussed in the literature in 
Australia and overseas, and observed by 
the researchers throughout the project. 
In order to improve the efficiency and 
quality of organic data collection and 
processing, it is recommended that 
action is taken to:
• �foster support from certifiers to 

encourage maximum participation by 
their membership;

• �conduct sampling on a regular 
basis (at least on a biennial basis) in 
order to develop a solid timeline of 
comparative data;

• �use separate data collection tools and 
processes for the various parts of the 
supply chain;

• �review the range of models used for 
organic data collection and processing 
systems globally and to evaluate their 
suitability for the organic industry in 
Australia;

• �investigate avenues for centralising 
and unifying organic data collection 
and processing including:
�- formalising and harmonising the 
role of the certifiers in this process;
�- incorporating a number of organic-
specific questions in ABS’s farm and 
other surveys.

Footnotes
1 Dairy Australia Australian “Dairy 
Industry In Focus 2009”

Recommendations for future 
national organic surveys
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Horticulture Australia Limited (HAL)
HAL is a not-for-profit, industry-owned 
company.  It works in partnership with 
Australia’s horticulture industries to 
invest in research, development and 
marketing programs that provide 
benefit to industry and the wider 
community.
Lvl 7, 179 Elizabeth St
Sydney NSW 2000 
Ph: 02 8295 2300
Web: www.horticulture.com.au

Biological Farmers of  
Australia Group (BFA) 
“Working with industry for industry”, 
BFA represents over 3,000 organic 
industry members and for over 20 
years has provided education, trade, 
promotion and advocacy for the 
development and prosperity of the 
organic industry.
PO Box 530
Chermside Qld 4032
Ph. 07 3350 5716
Email: info@bfa.com.au
Web: www.bfa.com.au

Gold Sponsors

Australian Certified Organic
PO Box 530
Chermside Qld 4032
Ph. 07 3350 5706
Email: info@aco.net.au
Web: www.aco.net.au

Inglewood Farms Pty Ltd 
Premium organic free-range chicken 
products
PO Box 40 
Inglewood 4387 QLD
Abattoir: Tobacco Rd
Inglewood, 4387, QLD
Ph: 07 4652 1738
Email: info@inglewoodfarms.com
Web: www.inglewoodfarms.com

Pauls Pure Organic 
Parmalat Australia Ltd  
62 Montague Rd  
South Brisbane QLD 4101  
Ph: 1800 676 961  
Web: www.pauls.com.au

Silver Sponsors

Australian Organic Honey Company
PO Box 425
Kew VIC 3101
Ph: 03 9853 5105
Email: austorganichoneyco@iinet.net.au
Web: www.berringahoney.com.au

Citrox Australia 
Marketed in Australia  
by Frontier 7 Pty Ltd 
14 Cobbler Place
Mirrabooka WA 6061 
Ph: 08 9354 2257 
Fax: 08 9440 5155
Email: info@citrox.org 
Web: www.citrox.org

Cleavers The Organic  
Meat Company Pty Ltd
10 - 11 Jusfrute Drive
West Gosford NSW 2250
Ph: 02 4322 4528
Fax: 02 4322 4530
Email: ken@organicmeat.com.au
Web: www.organicmeat.com.au 

Country Heritage Feeds
54 Highfields Road
Highfields Qld 4352
Ph: 07 4630 8571
Email: sales@organicstockfeed.com
Web: www.organicstockfeed.com

Ladybird Organics
175 Arundel Road
Keilor VIC 3036     
Ph: 03 9331 6692
Email: steve@ladybirdorganics.com.au
Web: www.ladybirdorganics.com.au

Melba Fresh Organics
Store 392-394 - Melbourne Markets
542 Footscray Road  
West Melbourne Vic 3003 
Ph: 03 9687 2950  
Email: sales@melbafresh.com.au
Web: www.melbafresh.com.au
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Sponsor contact information

Miessence
27 Expansion Street 
Nerang Qld 4211 
Ph: 07 5539 2011 
Email: support@miessence.com
Web: www.mionegroup.com

OBE Beef
PO Box 1170 
Toombul QLD 4012
Ph: 07 3623 2880
Web: www.obelamb.com.au;  
www.obebeef.com.au

Seasol International Pty Ltd
1027 Mountain Hwy (PO Box 160) 
Bayswater Vic 3153 
Ph: 03 9729 6511
Email: ask@seasol.com.au  
Web: www.commercial.seasol.com.au

Steel River Brewery
4 Laurio Place, Steel River Industrial Estate 
Mayfield West NSW 2304
Ph: 02 4960 0000 
Fax: 02 4960 0010
Web: www.steelriverbrewery.com

Sunny Queen Pty Ltd  
104 Mica Street
Carole Park QLD 4300
Ph: 07 3907 9999
Email: info@sunnyqueen.com.au
Web: www.sunnyqueen.com.au

Temple Bruer Wines
Postal: RSD 226 Strathalbyn SA 5255
Site: Strathalbyn - Milang Rd Via 
Strathalbyn
Ph: 08 8431 0911 
Email: sales@templebruer.com.au 
Web: www.templebruer.com.au

Wray Organic Market & Cafe
Located Qld: Palm Beach, Broadbeach, 
Newmarket, Indooroopilly
Deborah Wray, Marketing  
& Sales: 0448 747 886
Gary Davis, Franchise & Produce  
Enquiries: 0417 287 130 
Web: www.wrayorganic.com.au

Government sponsors

Department of Agriculture and Food, WA
Organic Food and Farming
Locked Bag 4
Bentley Delivery Centre WA 6983
Ph: 08 9368 3960
Web: www.agric.wa.gov.au/organic 

Department of Industry  
& Investment, NSW
Agricultural Production and Industry 
Development, Primary Industries  
Organics and Food Industry Development  
Primary Industries Development Centre
PO Box 1386  
Bathurst NSW  2795
Ph: 02 6330 1200
Web: www.industry.nsw.gov.au

Department of Primary Industries 
and Resources SA
Industry Development & Renewal
Agriculture, Food & Wine   
GPO Box 1671
Adelaide SA 5001 
Ph: 08 8226 0771 
Web: www.pir.sa.gov.au

Department of Innovation, Industry  
and Regional Development
Regional Development Victoria- Food and 
Beverage Group
GPO Box 4509, Melbourne VIC 3000  
Email: rdv@rdv.vic.gov.au 
Web: www.rdv.vic.gov.au  

Department of Primary Industries, Parks, 
Water and Environment (DPIPWE), Tas.
Agricultural Policy Group 
13 St Johns Avenue 
Newtown, TASMANIA, 7008 
Ph: 03 6233 2404
Web: www.dpiw.tas.gov.au

Department of Employment, Economic 
Development and Innovation (DEEDI), Qld
Level 26, 111 George Street
PO Box 15168
City East Qld 4000
Ph: 13 25 23
Web: www.deedi.qld.gov.au
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