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Irish Market Consumer Research



Irish Organic Consumer Research

Full 360 view:

• 2,600 total consumer participated in the 
research 

• 14 week-long shopper diaries including 
140  bespoke tasks

• 12 focus groups with > 70 consumers

• 7 in-depth interviews with customers and 
industry stakeholder consultation



80%

Significant engagement and momentum in the organic category

https://unsplash.com/photos/ZKNsVqbRSPE

8 in 10 consumers have ever 
bought organic food

With nearly 1 in 2 (43%) 
consuming weekly or more often 

(67% monthly)

95% of all shoppers looking to increase 
or maintain their organic consumption in 

next 12 months 



Importance of buying organic by category
Eggs

Vegetables
Fruit

Chicken
Beef

Yoghurts
Lamb

Salmon
Honey

Cheese
Oats

Healthy Beverages
Chocolate

Alcohol

Penetration of Organic Produce 

Ever Buy 
Organic 
produce 

94%
Buy Organic 

produce  
weekly 

47%

61%

64%

53%

55%

46%

36%

33%

29%

29%

24%

21%

14%

14%

7%

Buy Organic 
produce  
monthly 

76%



Top reasons for choosing organic produce on last occasion



81

13%Buying significantly more than last year

Buying a little bit more than last year

Buying the same as last year

Buying a little less than last year

Buying significantly less than last year

22%

52%

7%

Organic produce  purchase v last year

6%

Where organic produce purchased

80% of organic produce sales in mainstream retail

10% of organic produce sales through D2C 

35% of all shoppers looking to increase organic 
produce consumption 

1 in 2 shoppers maintaining consumption



Organic dabblers
Need to be convinced

Strong reasons to 
believe to convince 

and justify

Organic seekers
Amplify and clarify benefits

Make it easily available
Conveniently sustainable 

Provide variety

Organic mindset varies from dabblers to seekers

Buy a few 
organic items 
but not 
bothered 
whether buy 
organic or not

Buy some 
organic but 
it’s not that 
important to 
me

Look for organic 
most of the time 
but have to chop 
and change due 
to cost

Look for organic 
most of the time 
but sometimes 
don't have time 
or energy to 
search for it

Lifestyle choice

27%
22%

17%

15%

12%

7%

Don’t buy
Or believe any
Difference in 
Organic

Rejectors
/ Sceptics

Passive
Dabblers

Cost Prohibited
Seekers

Convenient
Seekers

Proactive
Seekers

Unconvinced
Dabblers



Irish Market Consumer Campaign 









New Dedicated Irish Organic Portal on Bord Bia Website 



Website Education Links Back to Marketing Creative



2023 Campaign Results 

6 Million Reach
1 million 

completed video 
views 

670,000 Audio 
Advert Listens

63% of shoppers actively looking for 
Irish organic food following seeing 

the campaign 

4 out of 10 shoppers claimed they 
bought more Irish organic food 
following seeing the campaign

14% increase of number of shoppers 
who would pay more for Irish organic 

food

200 Billboards

Consumer Impact Marketing Impact 



Increased Positive Perception of Irish Organic Food 

Total Aware of campaign

Organic Irish food and drinks are better for our health than non-organic food and drinks 82% 88%

Organic Irish food and drinks always taste better than normal food and drink 74% 86%

Organic Irish food and drinks are better for environment than non-organic food and drinks 83% 89%

Organic Irish food and drinks have no pesticides or chemicals 83% 89%

Organic Irish food and drinks are better for animal welfare than non-organic food and drinks 81% 89%

Organic Irish food and drinks are better for the soil than non-organic food and drinks 83% 90%

Organic Irish vegetables are good for the soil 75% 84%



Today’s Takeaways

1 in 2 of all 
shoppers’ 

buying organic 
produce weekly

Produce are the 
2nd & 3rd most 

important 
categories to 

buy organically 

35% of all 
shoppers’ to 

increase organic 
produce 

consumption in 
2024

Don’t assume 
‘organic’ is 

enough 
communicate & 

educate the 
benefits

Irish and health 
are key drivers 
for purchase of 

Irish organic 
produce 

49% of all 
shoppers are 

Organic Seekers 
but need 

reassurance 

May 6th –  Next More-ganic Campaign Going Live  



Thank You
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