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Figure A – Ecropolis Project structure





Table 1 Overview on product specific processing standards of countries involved in Ecropolis project

	Area
	Bio Suisse- CH
	Bioland - DE
	Naturland- DE
	AiAB-IT
	Nature & Progrès France
	Demeter
CH, DE, IT, NL, FR, int
	Others:
BNN

	Milk and milk products
	x
	x
	x
	x
	x
	x
	-

	Meat and meat products
	x
	x
	x
	x
	x
	x
	-

	Egg and egg products
	x
	x
	-
	-
	x
	x
	-

	Bread and bakery products
	x
	x
	x
	x
	x
	x
	-

	Other cereal products
	x
	x
	x
	x
	-
	x
	-

	Soya products
	-
	x
	-
	-
	-
	-
	-

	Other arable products like potatoes
	x
	x
	x
	-
	-
	x
	-

	Fruit and vegetable products
	x
	x
	x
	x
	x
	x
	-

	Oil and fat products
	x
	x
	x
	x
	x
	x
	-

	Herbs, soup, sauces, etc.
	x
	x
	x
	x
	
	x
	-

	Alcoholics (inc. wine, beer) and vinegar
	x
	x
	x
	x
	x
	x
	-
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	x
	x
	x
	x
	x
	x
	-

	Fish products
	-
	-
	x
	-
	-
	-
	-

	Honey products
	x
	x
	x
	-
	-
	x
	-

	Yeast
	x
	x
	x
	-
	-
	x
	-

	Algal products
	-
	-
	x
	-
	-
	x
	-

	Gastronomy
	x
	x
	x
	x
	x
	x
	-

	Flavours
	-
	x
	x
	-
	x
	x
	x


x = product specific processing standard; - = no product specific processing standard

Source: Ecropolis D1.1 Report


Tab. 2. Potential direct impact matrix of selected standards requirements on factors influencing sensory properties

	
	 Issues
	Criteria
	Direct impact on sensory properties
	Other impacts
e.g. shelf life

	
	
	
	texture

	flavour
	Appear-ance

	

	
	
	
	
	taste
	odour
	
	

	Use and
origin of ingredients




	Organic and non-organic ingredients
	Use or non-use of organic ingredients
	xx
	xx
	xx
	xx
	

	
	
	Use or non-use of non-organic ingredients
	x
	xx
	xx
	xx
	

	
	
	Use or non-use of functional ingredients (e.g. milk protein)
	xx
	x
	x
	x
	

	
	
	Use or reduction of sugar
	-
	x
	-
	-
	x

	
	Non-agricultural ingredients
	Use salt and water,
	-
	xx
	-
	x
	Shelf life

	
	Other issues

	Use or non-use of colouring ingredients
	-
	-
	-
	xx
	

	
	
	Use of extracts for flavour
	-
	xx
	xx
	-
	

	Use of additives


	Restrictions
	Lower amount of sulphites or nitrates/nitrites (e.g. for meat)
	-
	xx
	x
	(x)
	

	
	Use or non-use
	ascorbic acid
	-
	(x)
	-
	X
	

	
	
	antioxidants[footnoteRef:1] [1:  Antioxydants are permitted in the EU organic rules e.g. E306 Tocopherol for fats and oils] 

	-
	(x)
	-
	x
	

	
	
	Colorants
	-
	-
	-
	xx
	

	
	
	
	
	
	
	
	

	Use of processing aids and other substances


	
	non-use of GMO and derivatives
	-
	-
	-
	-
	

	
	Other substances

	Use or non-use of Ion exchange resins
	-
	xx
	-
	xx
	

	
	
	Use or non-use of natural flavours
	-
	xx
	xx
	-
	

	
	
	Use or non-use of organic yeast
	(x)
	x
	x
	-
	

	
	
	Use or non-use of bacterial starters
	-
	x
	X
	-
	

	
Processing methods


	Restrictions
	Heat/pressure restrictions
	xx
	xx
	-
	x
	Shelf life

	
	Non-use/ prohibition
	Irradiation
	-
	-
	-
	-
	Shelf life

	
	
	Micro-waves
	-
	-
	-
	-
	Shelf life

	
	
	No homogenisation
	xx
	x
	-
	xx
	

	
	Other issues

	Reconstitution
	x
	xx
	x
	-
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	Over-processing (e.g. double pasteurisation)
	(x)
	x
	-
	-
	Shelf life

	
Packaging

	Restrictions
	Non-allowance of double packaging
	-
	-
	-
	-
	Packaging, Design

	
	Non-use/ prohibition
	Restricted use of certain packaging materials.
	-
	(x)
	-
	x
	

	
Storage
	Storage requirements
	Restricted methods:
Cooling, deep-freezing,
Drying,
regulation of water content,
controlled atmosphere
	X
	X
	-
	X
	Shelf life

	Transport
	Max. transport time for raw products
	Milk collection
	-
	x
	-
	-
	

	
	Animal transport
	Max. transportation
	(x)
	(x)
	-
	(x)
	

	
	
	Reduction of stress
	x
	(x)
	-
	(x)
	


· =  no impact; x = weak impact; xx= strong impact;

Source: Ecropolis D1.1 Report
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Figure 1: Typology of processed organic products linked to differentiation/standardisation as well as to freshness/long shelf life. 


Source: Ecropolis D1.1 Report
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(n = 1798, scale from -3 to + 3)

Figure 2 Consumer buying motives and expectations related to organic food – results from a quantitative survey in the Ecropolis project

Source: Ecropolis D4.3 Report

[image: Beschreibung: Sensorik_Treiber_Biokonsum_english.png]
Fig. 3 Marketing strategies: Using sensory attributes for organic marketing

Source: Ecropolis D4.4 Report



Table 4: Overview of the segments of the quantitative consumer survey of ECROPOLIS-project
	
	Italy
	Germany
	Switzer-land
	Poland
	The Nether-lands
	France
	Total European consumers
(n =1,798)

	Cluster 1: Passionate cooks
	3.11%
	2.28%
	2.78%
	5.12%
	2.28%
	3.62%
	19.19%

	Cluster 2: 
Slow living convenience opponents
	4.62%
	2.45%
	1.84%
	4.39%
	2.39%
	3.00%
	18.69%

	Cluster 3: Speedy quality-conscious
	0.89%
	0.61%
	0.61%
	2.34%
	0.22%
	0.50%
	5.17%

	Cluster 4: Opulents
	1.84%
	3.84%
	5.17%
	2.73%
	3.17%
	1.56%
	18.30%

	Cluster 5: Price-oriented
	2.39%
	3.11%
	2.39%
	2.50%
	3.17%
	3.95%
	17.52%

	Cluster 6: Desperate cooks
	2.22%
	2.56%
	2.17%
	0.56%
	3.39%
	2.11%
	13.01%

	Cluster 7: Gourmets with limited budget
	1.67%
	1.50%
	1.50%
	0.11%
	1.50%
	1.84%
	8.12%

	Total
	20.55%
	18.49%
	18.49%
	1.37%
	18.49%
	22.60%
	100.00%



Source: Ecropolis D4.3 Report
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Source: Ecropolis D4.3 Report



Table 5: Overview of advantages and disadvantages of sensory marketing strategies
	Strategy
	Advantages
	Disadvantages

	Product positioning
	Taste differentiation
	Unique market position High level of authenticity
High recognition value
	Difficult communication of sensory uniqueness
High risk of loss of image

	
	Taste imitation
	Opportunity to be geared to competitors 
Simple product development
	“On the fence” position
Low level of authenticity
Low recognition value

	Innovation
	Regulatory driven sensory innovation
	Compliance with organic regulations
Consequent deepening of the core organic image
	Easy to imitate for other organic processors
Likelihood of changing regulations

	
	Variety driven sensory innovation
	Chance of innovation-leadership
Low level of competition
Flexible production methods
	High effort
High risk due to unsecure consumer preferences for new varieties
Needs different raw materials and suppliers

	Internatio-nalization
	Standardization of sensory properties
	No country-specific adaption necessary
Broad group of customers
Fast entry in new markets
Economies of scale
Home-country image may add value to the product
	Loss of authenticity
No satisfaction of individual consumer needs
Product usage might differ and require adaptation of
governmental policies 

	
	Customization of sensory properties
	Better satisfaction of consumer needs
Competitive advantage by specialization, individualization and concentration on a part of the whole market
	Extensive consumer and market research necessary
High R&D and production costs
Foreigners could be confused

	Commu-nication
	Label approach
	Low costs
Credibility especially in third party labelling
	Risk of low perception – too many labels in the market
Comparable to other brands with the same label – no USP

	
	Detailed information approach
	Moderate costs
Accessible for all consumers
Easy way of information transfer
	Moderate costs
Risk of low perception
Information overload

	
	Tasting    approach
	Interactive 
Emotional sales approach
Direct contact to customer – high involvement
	High costs
Limited accessibility
Training of sales staff necessary



Source: Ecropolis D4.3 Report




Table 6: Overview product groups and countries
	
	Germany
	Poland
	Switzerland
	Italy
	France
	The Netherlands

	Yoghurt
	x
	x
	x1
	x
	x
	x

	Apples
	x
	x
	x
	x
	x
	-

	Oil
	x
	-
	x2
	x
	x
	x

	Tomato Sauce
	x
	x
	-
	x
	x
	x

	Salami
	x
	x
	x
	x
	x
	x

	Cookies
	x
	x
	x
	x
	x
	x

	Flexible Group
	-
	Apple juice
	Soft cheese
	-
	-
	Multi-fruit juice


1 additional to natural yoghurt strawberry yoghurt was tested
2 additional to sunflower oil rapeseed oil was tested

Source: Ecropolis D3.1 Report
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