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Research Takeaways 2 

Irish and Local are integral to the overall organic value proposition 

Health is a key driver for organic buyers 

Opportunity to create more desire and aspiration around organic food 
purchasing 

Consumers open to alternative usage occasions for organic  

Majority of organic purchasing not pre-planned, creating product appeal at 
point of purchase is key  
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Marketing activity to year end 

July – Launch of 

National Organic Food 

Awards 2014 

Weekend magazine 

press advertising 

Germany – market in 

focus 

Retail mentoring – 

spaces available! 
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National Organic Food Awards -  

October 14th 2014 

New Industry and Consumer focus for 

2014 

• Best Fresh Organic Product 

• Best Processed Organic Product 

• Best New Organic Product 

• Export Award 

• Innovation Award 

• Direct selling Award 

Plus - Lifetime Achievement Award 



    Growing the success of Irish food & horticulture 

  

Key Dates 

End July – online applications open 

5th Sept – applications close 

18/19th Sept – judging days at Bord Bia 

w/c 29th Sept – photography and shortlist 

announcement 

7 Oct (tbc) – PR and Social Media workshop 

14th Oct – National Organic Food Awards 

lunch (Bord Bia) 
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Weekend Advertorials 

Irish Times magazine 

and Life magazine 

Aimed at Passionate and 

Engaged audience 

Key message around 

quality, taste, natural  

Strong food imagery – 

fresh and delicious, 

something for me 
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Germany – Export Focus 

BioFach is key organic 

export event 

Widen 2015 BioFach 

participation by sharing of 

insights and opportunities 

via 

• Publication of Organic 

Market Report for 

Germany (Dairy focus) 

• Market Study Visit to 

Dusseldorf 

€6 bn 
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 Develop targeted advertising 

to core organic shoppers 

 Highlight organic opportunity 

(incl. Private label) with 

retailers 

 Work with suppliers on range 

innovation 

 Develop export opportunities 

for Irish organic producers 

(Biofach, MarketPlace 2015 

etc) 

 

 Increased awareness and 

broadening of purchase 

repertoire 

 Maintain market growth for 

organic in Ireland 

 

 Increase shelf space for 

indigenous producers 

 Increase export reach of Irish 

organic food & drink 

 

Ambition for 2015 – Activities & Outputs 

Activities Outputs 
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Today’s presentations 

available on 

www.bordbia.ie 


