
1. Introduction
The modernization of

farming in Greece, in con-
trast to other countries of
Europe, has progressed at
an exceptionally slow pace.
Even today traditional
farming techniques are
used in certain areas, while
the damage caused to the
environment due to con-
ventional farming is not al-
ways visible. Consequent-
ly, the idea of organic farm-
ing is difficult to compre-
hend, not only by the pro-
ducers and the consumers,
but also by scientists.

During the recent years,
however, an increased in-
terest by producers in the
production of organic pro-
duce in our country has
been noticed. The reasons
for this interest are numerous, such as the low prices of con-
ventional products, or the easier availability of organic
products, mainly in overseas markets, at satisfactory prices,
in combination with the consumers’ awareness on the pro-
tection of their health and of the environment (Magourilos,
1998:466).

The first attempts at adapting organic farming started at
the beginning of the 1980’s, with the repatriation of immi-
grants mainly from the countries of Northern Europe who
produced organic products mainly for their own consump-
tion (Taboukou, 1997).

Although organic farming in Greece has surpassed 20
years of application and in spite of the important thrust that
the European Regulation 2092/91 gave to the field, its de-
velopment is still in its early stages, covering 29,255
hectares, that is 0.85% of the total farmland.

In regard to domestic
production, the variety of
produce that is included is
especially small. The ma-
jority of organic produc-
ers focuses in a selective
way on some perennial
rather than annual crops
such as the production of
olive oil, which is the
main Greek organic prod-
uct (Van der Smissen,
2000:134). The cultiva-
tion of vegetables is re-
stricted to 1.6% of the to-
tal of organically cultivat-
ed area. The result of this
particularity is the surplus
of organic production of
olive oil and citrus dis-
posed at satisfactory
prices in overseas mar-
kets, while in contrast,
domestic demand of veg-
etables are not covered

(Fotopoulos and Kristallis, 2002:50).
The Greek chain of organic products trade is character-

ized by the lack of organization in the areas of marketing,
the restricted traded amount, and by multiple pieces. From
the perspective of the channels in which the organic prod-
ucts are traded, the stress is on the specialized shops, where
65% is sold, 30% is sold directly by the producers and su-
permarkets represent 5% of sales (Yussefi and Willer,
2002:65).

Especially in regard to vegetables, 40% of domestic pro-
duce is sold directly by the producer to the consumer and
the remaining 60% is traded to specialized shops
(Michelsen et al., 1999:190). The fact is that the retail
chains are absent from the trading of vegetables, confirm-
ing that the specific market is not developed (Charatsari,
2004:59).

In regard to the prices of organic vegetables, it is noticed
that they are especially high in contrast to other organic
products, a fact that is due mainly to their high sensitivity.
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2. Aim of the project
The purchase of organic food entails a high cost to the

consumer, not only because of the extra price which he is
called upon to pay, but from the aspect of time and effort he
must invest (Vindigni et a.l, 2002).

The willingness to pay is one of the most important ele-
ments for the marketing of organic food. The stipulation of
willingness of payment refers to the price that the consumer
is prepared to pay in order to buy organic instead of con-
ventional products.

According to the available bibliography – Davies et al
(1995), Kyriakopoulos (1998:231), Gendall et al (1999), S-
traughan and Roberts (1999), Klonaris (2000:205), Chinni-
ci et al (2002) – the willingness to pay is affected by factors
such as:
Environmental concern;
The increase in family income;
The demographic characteristics of the consumer (age,
structure of household, education, gender);

The type of product. In the research by Fotopoulos and
Krystallis (2002:92), the Greek consumer shows willing-
ness to spend an extra 63.6% for organic olive oil, 78.6%
for organic raisins (sultanas), 76.3% for organic bread,
100% for organic oranges and 53.3% for organic wine, in
relation to the prices of the relative conventional items of
food;

The place of descent and the area of residence of the con-
sumer, as they rearrange their dietary habits and therefore
effect the kinds of products which reign in the local organ-
ic market.

The term “willingness to expend extra time to purchase
organic products” refers to the time which the consumer is
willing to devote in order to buy organics instead of the
conventional product which relates to the effort which is
needed to be spent in order to redeem the disadvantage of
limited availability. The aim of this research is the investi-
gation of the level of willingness to pay and also the in-
vestment of extra time for the purchase of organic in con-
trast to conventional vegetables1 and the examination of the
ways in which these are affected by the particular socio-e-
conomic characteristics of the consumers and their view of
organic vegetables.

3. Research methodology
This research is made up of two parts. The

first part, which took place in the months of
October – December 2002, regards the qual-
itative research, which is supported by the in-
terviews by Consumer Focus Groups. The
second part, which took place in the period
of May until July 2003 regards the quantita-

tive survey, which was based on personal interviews with
consumers.

The formation of the questionnaire used in the quantita-
tive survey was supported by the results of the qualitative
survey.

The survey took place in the town of Larissa, capital of
the Thessaly region, which offers a very satisfactory frame-
work of sampling, since it combines elements of urban, se-
mi-urban and agricultural population on one hand and on
the other the growth of organic farming may be character-
ized representatively, as non-inclinational especially under
the prevalent conditions in the organic market in the Greek
dominion.

The choice of members for sampling was done by the
method of simple random sampling. As a sampling unit,
one person from each household was considered. Since the
questionnaire forwarded was to be answered in a prelimi-
nary sample and with the foundation of special statistical
formula (Crimp, 1985:55), the size of the sample was de-
termined by 283 people.

The statistical analysis of primary elements was done
with the statistical package SPSS ver. 11.5 for Windows (S-
tatistical Package for Social Sciences). The relationship be-
tween the variables was investigated with the Chi Square
(c2) test of independence and with the correlation coeffi-
cient Spearman’s rho (r).

4. Results of the survey 
Of the 283 consumers who took part in the survey, 45

(15.9%) have never bought organic vegetables, 146
(51.6%) are occasional buyers and 32,5% purchase them on
a more regular basis.

The items which organic consumers prefer to buy are
tomatoes, cucumbers, potatoes, lettuce and zucchini. These
are the items, which are more familiar to the consumers,
their supply is larger and are available at nearly all sales
points of organic products.   

4.1. Willingness to pay for the purchase of or-
ganic vegetables

The majority of consumers (49.1%) claim that they are in
a position of spending up to 20% more for the purchase of
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1 The category of vegetables includes potatoes, toma-
toes, lettuce, broccoli, cabbage, cauliflower, egg-
plants, peppers, zucchini, pea, cucumbers, onions,
artichokes, spinach, fresh bean, okra, carrots



organic vegetables. Also important is the percentage of con-
sumers who are willing to pay up to 50% more for the pur-
chase of organic vegetables (23.3%), while the percentage
(19.1%) of those who are not willing to pay an extra
amount is remarkable (Table I). The mid range of willing-
ness to pay, based on the survey, is of 27.53%.

4.2. The effect of demographic characteristics
on the willingness to pay

Statistically a very important relation was noted between
the willingness to pay and the variable “level of education”,
“income”, “age”, “the existence of under-aged members in
the family”, and “the existence of working women in the
family”(Table II). More specifically, the higher the educa-
tion level of the consumer, the higher the willingness to pay.
Typically it is mentioned that of the graduates of first-de-
gree education only 18% were willing to pay extra mone
whereas for the holders of postgraduate degrees or doctor-
ates the relevant percentage is 100%.

Regarding the income, it was certified that the consumers
who enjoy high monthly family incomes are those who ap-
pear more positive in the expenditure of extra amounts for
the purchase of organic vegetables.

A catalyst in the willingness to pay is the existence of
working women and under- aged children in the family. In
households with minors, the willingness to pay increases by
23%, while the existence of the working woman determines
a 22% increase.

Finally, increased age decreased the willingness to pay.
More specifically the consumers, who belong to the age
group of 21-30 years old, present a greater willingness to
pay extra amounts of money.

The willingness to pay is increased in women, who are re-
sponsible for the purchasing of the food products in the fam-
ily, without the relation between the two variables being able
to be characterized as statistically important. The lack of sta-
tistical relation ascertains also with variables such as “occu-
pation” and “place of descent”.

4.3. Willingness to spend extra time in the
purchase of organic vegetables 

The relationship between the willingness to pay an ex-
tra amount for the purchase of organic vegetables and the

consumers’ willingness to expend more
time for the same reason is statistically
very important (r=0,562, a=0,000).
86.9% of those who are positively
placed in the possibility of paying more
money appear willing to spend more
time to purchase the goods under exam-
ination (Graph 1).

Table III shows how consumers are
rated according to their intentions or not
to spend more time in buying organic
vegetables. Most of them (31.8%), an-
swer that they are in a position to spend
15 more minutes, many claimed willing
to spend up to half an hour extra, while
especially high is the percentage of con-
sumers that are negative in the spending
of extra time. For the whole of the sam-
ple, the mid rate of time that is willing to
be spent for the purchase of organic in-
stead of conventional vegetables is 20.35
minutes.
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Regarding the socio-economic characteristic, it was
noted that statistically important was the relation to “e-
ducation” since the increase in the level of education
goes together with the wish to spend more time. Also
very important is the relation to “income”, as the con-

sumers which are classed in high income status, appear
more positive in the spending of more time (Table IV).

The age status of 21-30 presents, as does the willing-

ness to pay, the greatest willingness to spend more
time in the purchase of organic vegetables, without
statistical important relation between the two vari-
ables. Likewise, the lack of statistical relations was
recorded referring to the formation of the house-
hold, although families with under aged members
and working women appeared more willing to
spend more time.

Also, is was ascertained that consumers who are
willing to spend more time in order to buy organic

vegetables are basically occasional buyers and have
mainly started to consume these products during the last
five years. (Table V).

4.4. Effect on the attitude towards organic 
vegetables and the

willingness to pay and
to spend extra time

The attitude towards organic
vegetables was differentiated
on four axis: attitude towards
the dietary properties of organ-
ic vegetables, attitude towards
the relation of organic vegeta-
bles to the environment, atti-
tude towards the organoleptic
properties of organic vegeta-
bles and the attitude towards
factors which relate to the mar-
ket.

Statistically significant rela-
tions were noticed between the
attitude towards the first three
examined parameters and the
willingness to pay and to spend

more time.  More analytically, the more positive consumers
are towards the opinion that organic vegetables are healthi-
er, more pure, more nutritional than the conventional, ideal

for the diet of children (first ax-
is), safe for the environment dur-
ing their production, free from
chemical residues (second axis)
and with sensory properties such
as taste and appearance, than the
relative conventional (third axis),
the more willing they are to
spend more time and more mon-
ey in order to buy these products
(Table VI and VII).

On the contrary, the attitude to-
wards factors such as price,
availability and marketing of or-
ganic vegetables barely affect
statistically the two above-men-
tioned variables.
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5. Conclusions 
Nearly half of the consumers of the

sample claimed that they were willing
to spend up to 20% more to buy or-
ganic vegetables, while the mid range
of the additional rate, which is willing
to pay, is 27.53% of the price of con-
ventional.  Demographic factors such
as age, education and income signifi-
cantly effect the willingness to pay, in-
creasing in the younger consumers
and in those who belong to the high in-
come and educational classes.  Fur-
thermore, the presence of under age
children in the family and also of
working women also exerts significant
positive effect.

Regarding the consumers’ willing-
ness to expend more time to buy these
specific dietary items, most of them
are in the position to spend up to 15
minutes more, while the middle rate of
this specific variable ascends to ap-
proximately 20 minutes. The willing-
ness to spend more time is connected
to the willingness to pay, while it is ef-
fected significantly and positively by
the income and educational level of
the consumers. Also relative is the fre-
quency and age of the purchase.

On the contrary, parameters such as
gender, occupation and place of de-
scent (urban, semi-urban or agricul-
tural areas) don’t have any effect on
the variables under examination.

The positive attitude towards the di-
etary and sensory properties of organ-
ic vegetables and also towards envi-
ronmental friendliness predisposes
positively the willingness to spend
more time and money in their pur-
chase.
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