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1. Legislative and political framework 
of the German organic market

EU Regulation on Organic Farming

As a member of the European Union (EU), Germany follows
the Common Agricultural Policy (CAP), including the common
framework for commercial policy and common import and
customs regulations for imports from outside the EU. Organic
products are subject to the same customs tariffs as conven-
tional products. 

Council Regulation 2092/91/EEC of 24 June 1991 (hereaf-
ter referred to as the EU Organic Farming Regulation) on
organic production relating to products from plant production,
supplemented by Council Regulation 1804/1999/EC of 19
July 1999 on products from animal production, provides the
legislative framework. This framework is laying down precise
production and manufacturing requirements for agricultural
produce and foods labelled as organic products in the EU, and
thus also in Germany. This legislation is largely based on the
guidelines of the International Federation of Organic Agricul-
ture Movements (IFOAM). 

The EU Organic Farming Regulation stipulates that, for a prod-
uct to bear references to organic production, it must consist
of at least 70% organically produced ingredients. Only where
the percentage of organic ingredients is at least 95%, how-
ever, the foodstuff can be sold as an organic product without
any reservations. If the percentage of organic ingredients is
between 70 to 95%, the foodstuff may only be advertised as
an organic product with certain reservations. Hence, these
products may not be designated as ‘bio’ or ‘öko’. Only in the
list of ingredients may ingredients from organic agriculture be
designated as such. Emphasis is not allowed. Furthermore,
organic food may not be irradiated and no genetically modi-
fied organisms or their derivatives may be used.

Foreword

Germany, with its population of 82.5 million, is the world’s
4th most important economy after the U.S., Japan and China
and is the leading market for food and beverages in the Euro-
pean Union. Germany is one of the largest producers and also
one of the biggest markets for organic food products in the
world.

Many industry and market experts forecast that the demand
for organic products will continue to grow at a rate of around
10% annually in the medium term. Increasing numbers of
consumers interested in purchasing organic food, broad market
penetration, discounter involvement and organic supermarkets
are the main driving forces behind these growth expectations.

This brochure presents the legislative and political framework
of organic farming and describes the German market for or-
ganic products. Besides this, it contains a description of im-
port conditions for organic products and of major export count-
ries of interest to German organic producers. Thus, it is intend-
ed for a wide-ranging audience with a specific interest in the
German organic market. Each chapter also provides links to
further detailed and up-to-date information.

The work underlying this publication was carried out with
financial support from the German Federal Organic Agriculture
Programme (Bundesprogramm Oekologischer Landbau). 

Toralf Richter
Forschungsinstitut fuer biologischen Landbau
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products to the EU. According to this article, a third country
needs either to establish an inspection and certification
system for organic products in that country equivalent to the
EU system. Such systems must be approved by the EU prior
to gaining a listing on the third countries’ list. If the exporter
is not allocated in a third country, an inspection bodycomply-
ing with the requirements of EN 45011/ISO 65 and beeing
qualitfied to certify among the EU Organic Farming Regula-
tion,  approves on request of an importer the equivalence 
of the organic production through blanket inspection. From
January 1998, accredited inspection bodies in the EU must
satisfy the requirements laid down in the conditions of stan-
dard EN 45011/ISO 65 (Article 9 (10) of EU Organic Far-
ming Regulation) (see Official Journal of the European Union,
C16, 20.1.2005). The accreditation bodies have to be mem-
ber of the international professional organizations Internation-
al Accreditation Forum (IAF) or of the European Co-operation
of Accreditation (EA). Article 9 (10) of the EU Organic Farm-
ing Regulation also stipulates the bodies/authorities accredited
to conduct inspections by non-EU countries in the EEA. 

An inspection agreement is concluded between the company
or business and the inspection body. Companies or businesses
thus undertake to adhere to the EU Organic Farming Regula-
tion and agree to submit to the standard inspection scheme of
the inspection body. The inspection body conducts inspections
of agricultural holdings, processors and importers at least
once a year, and more frequently if required. 

The inspected holdings must bear the costs of inspection. The
inspection is primarily a procedural inspection, with elements
of final product inspection being added in particular cases.
However, soil and plant samples are also taken and residue
analyses carried out on a random basis and in cases where
contamination is expected. 

Agricultural products and foods from non-EU countries may
only be marketed as organic produce in the EU if equivalent
regulations exist in these countries with regard to production
rules and inspection measures. On importation, the competent
inspection authorities pay special attention to equivalence of
and compliance with the rules. 

Inspection and certification bodies 

Just as conventional products, organic products must comply
with the requirements generally applicable under food and
feed law, and they are inspected in accordance with the con-
trol mechanisms provided under these laws. If products are to
be presented as organic products, the inspection scheme and
procedure provided under the EU Organic Farming Regulation
must be additionally complied with. 

Organic food products imported from non-EU countries are
also subject to the EU Organic Farming Regulation. Importers
of organic products have to apply for an import permit from
the German Federal Agency for Agriculture and Food (Bundes-
anstalt für Landwirtschaft und Ernährung, BLE). Importers are
requested to provide evidence that the product has been pro-
duced and processed according to rules equivalent to EU or-
ganic standards. A second and very important condition is that
the importer applying for authorization proves satisfactorily in
respect of each product that the product was obtained under
inspection measures which are as effective as those specified
in Articles 8 and 9 of the EU Organic Farming Regulation and,
furthermore, that these inspection measures were in fact ap-
plied and on a continuous basis. 

If exporters are allocated in a country belonging to the third
countries’ list of the EU Organic Farming Regulation (third
countries are: Argentina, Costa Rica, Australia, Israel, New
Zealand and Switzerland), Article 11 of the EU Organic Farm-
ing Regulation details the requirements for exporting organic
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Bio-Siegel – government labelling 
scheme for organic products

September 2001 saw the launch of the government label for
organic food in Germany (Bio-Siegel). It is based on the organ-
ic production principles laid down in the EU Organic Farming
Regulation. Processed organic food has to comprise at least
95% compounds from organic farming. Both the retail trade
and the processing industry strongly support the national
label since organic products can be easily recognised by con-
sumers, and this label does not distinguish between imported
and domestic products. It may be used on a voluntary basis. 

As of 31 July 2005 1,390 companies use the Bio-Siegel for
29,054 organic items. 

More information on the Bio-Siegel is available on the Inter-
net at www.bio-siegel.de. 

In accordance with the EU Organic Farming Regulation, it is
up to the Member States to decide whether government agen-
cies will carry out the inspection procedure alone or whether
to opt for a state-supervised private system. The latter system
operates in Germany. Due to its federal structure, 16 supervi-
sory authorities in the Bundeslaender are responsible for 23
accredited inspection bodies operating in the market. 

An current list of the inspection authorities and bodies is pro-
vided in the Annex and is available on the website of the
Federal Ministry of Consumer Protection, Food and Agriculture.

http://www.verbraucherministerium.de/landwirtschaft/
oekolog-landbau/kontrollstellenverz.pdf

Achten Sie auf das Bio-Siegel
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Organic sector organizations

Organic farming associations

Most German organic farmers and many processors are mem-
bers of one of several organic farming associations which
have developed their own organic standards; these are partly
stricter than the EU Organic Farming Regulation. For example,
according to the EU Organic Farming Regulation, a holding
may under certain conditions partially convert to organic farm-
ing, whereas the organic farming associations always prescribe
total conversion of a holding. Conversion of the entire holding
is a prerequisite for farm support in Germany.

Members can advertise their products using the label of their
association. While some associations operate nationwide or
even worldwide, other associations have an exclusively region-
al focus. The contact details of all relevant associations are
listed in the annex.

Biokreis e.V.

Biokreis e.V.
Regensburger Strasse 34
D-94036 Passau
Tel: +49 851 75650 
Fax: + 49 851 756525
http://www.biokreis.de

Biokreis was founded by farmers and consumers in 1979 in
Bavaria under the name Biokreis Ostbayern. Biokreis aims to
support cooperation between farmers, consumers and process-
ors. Other objectives include preserving regional value chains
and protecting small-scale agriculture based on the principles
of organic farming. Although Biokreis initially operated only in
Bavaria, the association now operates nationwide. 

Bioland - Verband für organisch-biologischen Landbau e.V.

Bioland e.V.
Kaiserstr. 18
D-55116 Mainz
Tel: +49 6131-239790
Fax: +49 6131-2397927 
http://www.bioland.de

A society to promote organic farming principles was founded
in 1971 in Baden-Wuerttemberg. Since 1998, the association
has borne the name Bioland. The association acts nationwide
and worldwide and is sub-divided into regional associations.

Biopark e.V.

Biopark e.V.
Karl-Liebknecht-Str. 26
D-19395 Karow
Tel: +49 38738-70309 
Fax: +49 38738-70024
http://www.biopark.de 

Biopark was founded in 1991 in Mecklenburg-Western Pome-
rania. The majority of the member farms are beef producers.
Initially covering only the northern area of eastern Germany,
Biopark now operates nationwide. 

Demeter-Bund e.V.

Demeter
Brandschneise 1
D-64295 Darmstadt
Tel: +49 6155-84690 
Fax: +49 6155-846911
http://www.demeter.de 

Demeter-Bund is the only group in Germany that follows bio-
dynamic farming principles. The association is sub-divided into
regional associations and operates worldwide. 
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Ecoland e.V.

Ecoland 
Haller Straße 20
D-74549 Wolpertshausen
Tel: +49 7904-97970
Fax: +49 7904-979729
http://www.ecoland-verband.de 

Ecoland was founded in 1996 as a regional organic farming
association by the farmers belonging to the producer associa-
tion Bäuerliche Erzeugergemeinschaft Schwäbisch Hall. The
association supports mainly organic meat and cereal process-
ing. Its members are located mainly in the Hohenlohe region
of Baden-Wuerttemberg. 

Ecovin e.V.

ECOVIN – Bundesverband 
Ökologischer Weinbau e. V.
Wormser Str. 162
D-55276 Oppenheim 
Tel: +49 61 33 16 40 
Fax: + 49 61 33 16 09
http://www.info@ecovin.org

Ecovin was founded in 1985 as an umbrella organization for
organic wine growers in Germany. The association operates
nationwide and is organized into regional sub-groups.

Gäa - Vereinigung Ökologischer Landbau e.V.

Gäa e.V.
Am Beutlerpark 2
D-01217 Dresden
Tel: +49 351-4012389 
Fax: +49 351-4015519
http://www.gaea.de 

Gäa has its roots in the church-based environmental protest
movement of the former German Democratic Republic (GDR).
The association was founded in 1989. Since that time Gäa
has focused mainly on the conversion of farms in the eastern
part of Germany. 

Naturland – Verband für naturgemäßen Landbau e.V.

Naturland e.V.
Kleinhaderner Weg 1
D-82166 Gräfelfing
Tel: +49 89-8980820 
Fax: +49 89-89808290
http://www.naturland.de 

Naturland was founded in 1982 by practising farmers and
researchers. The association is also one of the leading certifi-
cation bodies for organic products worldwide. The association
aims to protect the natural environment and human beings
using naturally based farming practices. The association is
organized into regional sub-groups.
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Umbrella organization for the German organic sector

Representatives of organic farming associations, organic food
processors and organic traders founded the Bund Ökologischer
Lebensmittelwirtschaft (BÖLW, Organic Food Industry Federa-
tion) on 26 June 2002, creating a central association for the
entire organic sector.

Bund Ökologische Lebensmittelwirtschaft (BÖLW) 
(Organic Food Industry Federation)

Bund Ökologische 
Lebensmittelwirtschaft (BÖLW)
Marienstrasse 19-20
D-10117 Berlin
Tel: +49 30 28482 300
Fax: +49 30 28482 309
http://www.boelw.de

A central task of BÖLW is to influence the shaping of the poli-
cy framework for organic farming in Germany. In recent years
policy intervention to protect organic farmers from GMO con-
tamination has developed into one of its most important pro-
jects. Another objective of BÖLW is the development of
appropriate (communication) structures within the organic
sector to manage quality assurance and deal with any food
scandals. 

BÖLW enables nationwide promotion of organic farming in
Germany regardless of regional borders and particular inter-
ests of individual associations.

Retailer associations

Bundesverbände Naturkost Naturwaren (BNN) 
(Association of Specialized Organic Processors, Wholesalers and 
Retailers)

Bundesverbände Naturkost
Naturwaren Herstellung 
und Handel e.V. (BNN)
Ebertplatz 1
D-50668 Cologne
Tel: +49 221-13975644
Fax: +49 221-13975640
http://www.n-bnn.de 

BNN is the German organic retailers’ association. It is divided
into two sub-groups: on the one hand it, represents around
3,000 specialized organic shops and supermarkets (Bundes-
verband Naturkost Naturwaren Einzelhandel), while on the
other hand it represents processors and wholesalers producing
primarily for these distribution channels (Bundesverband
Naturkost Naturwaren Herstellung und Handel). 

Bundesverband Naturkost Naturwaren Einzelhandel 
(Organic Retailers Association) 

This association represents the interests of specialized organic
retailers in Germany. Shops that are members can be recog-
nized easily by the ‘N’ logo on their shop-fronts. The organi-
zation is engaged in developing the quality of organic prod-
ucts and represents the political interests of the members. In
addition, it sets and ensures compliance with standards for
specialized organic retailing and collects market data on the
sector’s development. 

Bundesverband Naturkost Naturwaren Herstellung und Handel
(Organic Processors and Wholesalers Association)

This association covers approximately 50 members from the
processing, import and wholesale segment of the German
market for specialized organic retailing. With nearly 20 
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wholesale members, the association accounts for around 90%
of the market for specialized organic retailing. The organiza-
tion is engaged in developing the quality of organic products
and represents the political interests of the members.

Verband der Bio-Supermärkte e.V.
(Association of Organic Supermarkets)

Verband der Bio-Supermärkte e.V.
Darmstädter Str. 63
D-64404 Bickenbach
Tel: +49 6257-93220 
Fax: +49 6257- 9322144

Eight leading organic supermarkets recently founded a special
lobby group for German organic supermarkets.

Bundesfachverband Deutscher Reformhäuser e.V. 
(Association of Health Food Retailers)

Bundesfachverband
Deutscher Reformhäuser e.V.
Gotische Str. 15
D-61440 Oberursel
Tel: +49 6172-3009861 
Fax: +49 6172-3009862
http://www.refo.de 

This association represents German health food retailers.
Health food shops include a relatively high proportion of or-
ganic products in the range of goods they sell. The associa-
tion is organized into 15 regional sub-groups, and is closely
linked with the organization Neuform. Its main areas of com-
petence are training and education measures, public relations
and lobbying, as well as consultancy and research activities 
in the health food sector.

Assoziation ökologischer Lebensmittelhersteller e.V.

Assoziation ökologischer 
Lebensmittelhersteller e.V.
Zum Pilsterhof 7
D-97769 Oberleichtersbach
Tel: +49 9741-4834 
Fax: +49 9741-932201 
http://www.aoel.org

The Association of Organic Food Producers (Assoziation ökolo-
gischer Lebensmittelhersteller – AoeL) represents the food
industry and processing companies that produce organic food.
The Association has members in Germany and across Europe.
Its aim is to pool the interests of these members and to
represent them in dealings with other organizations and on
the political stage. AoeL members exchange a great deal of
information among each other and seek to create common
processes for shaping public opinion.
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2. Market data and structure 

General market overview

In Germany, the first farms converted to organic management
in the early 20th century, when the first health food stores
(Reformhäuser) were established. However, organic farming
remained a niche sector until the 1980s, when organic food
was sold only via health-food and specialised organic food
stores (Naturkostläden) or directly at the farm gate. It was
only in the early 1990s that conventional retail chains began
to sell organic products. This led to broad market penetration
of organic food. Today Germany has the largest market for
organic products in Europe (see Figure 1) and even the lead-
ing retail chains and conventional discounters like ALDI, LIDL
and PLUS provide basic organic ranges. 

Figure 1: Organic product sales in selected European countries in 2003 (Source: FiBL survey, 2004)

In 2004 there were 16,603 organic farms in Germany and
the area under organic production totalled 767,891 ha (4.1%
of all agricultural holdings, with a share of 4.5% of the total
agricultural area). Since German reunification, a number of
very large organic farms have been established in the ‘new’
(eastern) states of Germany. 
Organic food sales in 2004 are estimated at € 3.5 billion.
This corresponds to around 2.5% of the total turnover of the
food market. 
More information on general organic market data is available
at www.zmp.de and www.oekolandbau.de

Structure of distribution channels for organic products 

Recently, conventional supermarkets have become the domi-
nant distribution channel for organic products in Germany
market 36% of all organic products. However, health-food
shops still play an important role (accounting for 34% of total
sales of organic products). A further 16% are sold via direct
sales (see Table 1). In most Scandinavian countries, the UK,
Switzerland and Austria, more than two-thirds of all organic
products are sold via conventional retail channels. 

16

Organic product sales in selected European countries in 2003

Table 1: Organic product sales development between 1997 and 2004 by distribution channels in Germany 
Source: U. Hamm, University of Kassel, 1998 - 2005

Sales channel Sales In % Sales In % 
(billion €) (1997) (billion €) (1997)
(1997) (2004)

Conventional
retailers 0.41 28 1.28 36
Organic shops 0.46 31 0.90 26
Health food shops 0.15 10 0.27 8
Direct selling 0.28 19 0.56 16
Butchers/ bakeries 0.07 5 0.24 7
Other 0.11 7 0.25 7
Total 1.48 100 3.50 100

Organic product sales development between 1997 and 2004 
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Conventional retailing

Nearly every supermarket or discounter in Germany now pro-
vides at least a basic organic range of 20 - 50 items, primari-
ly easy-to-handle organic staple goods. Several chains have
developed their own private label brands of organic products.
Among the leading conventional retail chains in Germany,
REWE (retailer trademark Füllhorn) and EDEKA (retailer trade-
mark ‘Bio Wertkost’) provide the biggest ranges of organic
food (300 - 500 items). They also offer a wide range of
fresh products. However there are some regional players, like
TEGUT in Hesse and Thuringia and FENEBERG in Bavaria,
which successfully provide organic ranges of up to 1,500
items. Recently, conventional discounters like ALDI, LIDL or
PLUS started to launch their own organic ranges with some
success. It is assumed that many consumers who buy organic
food at discounters were actually non-buyers of organic food
before but accept these products now as discounters offer
them at low prices. 

Specialized organic retailing

About 3,000 specialized organic stores sell organic products
in Germany. Primary products for these stores are fruits, vege-
tables, cheese and other fresh products, but also a wide range
of grocery products. Growth rates in these markets remain
high (approx. 10% annually) despite the growing number of
conventional retailing competitors. 

Germany, moreover, is the country with the largest number of
specialized organic supermarkets in the whole of Europe. The
specialized organic supermarkets that opened in the late
1990s are an attractive sub-group of the specialist organic
shops that have mushroomed in the last decade. Today there
are 250 specialized organic supermarkets all over Germany
with a strong growth tendency. Recently, a retailer panel was
established by Biovista specifically for organic retailers, which
provides excellent data on sales dynamics for brands and 
product categories. 

For customers of health-food stores, healthier food is the
only motive for these customers to buy organic food. An
increase via this market channel is not anticipated.

There is a growing demand for organic food in the catering
sector. Many public and private canteens and restaurants
provide at least individual combinations or menus in or-
ganic quality.

Direct selling by farmers consists primarily of farmers’
markets. It is of considerable importance for the sale of
fruits, vegetables, potatoes, meat and poultry. An increase
in this marketing channel is relatively unlikely.

Further organic retailing

Today most of the conventional retail chains provide 
e-commerce activities including home shopping for organic
food. Data on internet sales are not yet available.

More information is available at www.biovista.com,
www.oekolandbau.de sub-domain for retailers and at
www.bio-markt.info (only in German language)

Regional situation

As far as the regional dimension is concerned, convention-
al retail chains predominate as the major distribution 
channel for organic food in eastern Germany, whilst in
western Germany specialised organic shops are the market
leader in terms of organic food sales.
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Price premiums for organic food

Consumer price premiums for organic food compared to nor-
mal conventional food are quite high (also compared with
other European countries). They differ considerably, ranging
from 27 to 268% as measured by ZMP based on private 
household panel data in 2005 (see Table 2). Reasons for 
the high price premiums in Germany, apart from production-
related reasons, are the general low consumer price level 
for conventional foods (compared to most other European
countries) and the high logistical costs entailed due to an
atomized supply structure involving small volumes, and very
high depreciation rates for fresh products in retail chains. 

Key features of organic consumers

A special consumer panel recruited by GfK Germany and ZMP
exclusively from among organic customers provides an oppor-
tunity to identify key features of organic buyers as well as
the structure of organic food consumption. 
As Figure 2 indicates, organic food is bought mainly in the
southern part of Germany (Bavaria and Baden-Wuerttemberg).
In contrast, in the eastern German regions consumer expendi-
tures on organic food are quite low.

Table 2: Consumer prices and price premiums for organic food in Germany (1st quarter 2005)
Source: ZMP, 2005

Product Unit Average Price premiums 
(consumer price) organic food 
for organic food (€) in %

Eggs 10 pc 2.91 +268
Apples 1 kg 2.66 +87
Oranges 1 kg 1.96 +70
Citrus 1 pc 0.33 +27
Bananas 1 kg 2.18 +52
Cucumbers 1 pc 1.25 +89
Tomatoes 1 kg 4.52 +103
Carrots 1 kg 1.50 +76
Potatoes 1 kg 1.05 +54
Drink milk 
(3.5%, carton) 1 kg 0.90 +58
Butter 0.25 kg 1.49 +80
Plain yoghurt 0.15 kg 0.30 +100

Organic product sales development between 1997 and 2004 

Figure 2: Composition of organic food expenditures by regions compared to the distribution of the total popula-
tion in Germany (Source: Schmanke/Michels, 2004)

Composition of organic food expenditures by regions 

ZMP-Analysis based on GfK-panel for organic consumers, October 2002 - September 2003

Figure 3 shows that a share of approx. 19% of all private households
with organic food consumption account for 54% of total organic food
expenditures by all households. 

Figure 3: Organic buyer households by organic food buying frequency and corresponding shares of expenditures
on organic food (Source: Schmanke/Michels, 2004)

Organic buyer households by organic food 

ZMP-Analysis based on GfK-panel for organic consumers, October 2002 - September 2003
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Consumer households with organic food consumption spend
on average 16% of their organic food consumption on dairy
products, 12% on vegetables, 10% on bread and bakery prod-
ucts and a further 10% on beverages like wine, teas or fruit
juice. These product groups account for nearly the half of all
organic food expenditures (see Figure 4).

As far as the age dimension is concerned, the segments with
the highest share in organic food consumption are consumers
aged between 25 and 40 (often families with small children)
and people aged between 55 and 65.

Surveys also indicate that German consumers’ primary motives
for buying organic food are health and animal welfare con-
cerns. Organic products are perceived to be uncontaminated
with chemical residues and free of food additives. The current
debate regarding the role of genetically modified (GMO) food
products also boosts demand for organic products in Germany.
In future, the quality and taste aspect will become more rele-
vant when the new target group of occasional organic buyers
is targeted.

More information about consumer research is available at
www.zmp.de and www.oekolandbau.de

Domestic organic supply

The main organic product groups are bread and bakery prod-
ucts, dairy products, eggs, fruits, vegetables and meat. Fur-
thermore, a considerable share of grains, cereals, muesli and
beverages consumed in the country are produced domestically.
There are organic product groups with a permanent surplus,
such as dairy products, beef or lamb. This is result of the
relatively high conversion rate of mountain farms and farms
in other agriculturally less favoured areas. Consequently, it is
mainly these product groups that suffer from price pressure. 

But it is not only the domestic surplus that has led to increas-
ing price pressure during recent years. German organic prod-
ucts also lost a notable market share in former export mar-
kets like France and the UK. In parallel to this, there has
been a rise in the supply pressure from import countries like
Denmark and Austria for dairy and meat products, and from
the new EU member states and North and South America for

Organic buyer households by organic food 

Figure 4: Composition of expenditures for an average organic food basket of organic buyer households (Sour-
ce: Schmanke/Michels, 2004)

ZMP-Analysis based on GfK-panel for organic consumers, October 2002 - September 2003

It is primarily better-educated and higher-income households
that are the segments with the highest share of organic food
consumption. Nevertheless, to prefer organic food in the first
instance is a matter of personal conviction. A high percentage
of regular organic food buyers can therefore also be found in
low-income groups. 
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cereals, soybeans and beef. This has resulted in a situation
where, even in years with low cereal yields, producer prices
generally stagnate or – even worse – decrease as reported
by the German market and price monitoring agency ZMP. 

Producer cooperatives

Producer cooperatives (Erzeugergemeinschaften) play an
important role in distributive trade in Germany. In 2005, 
there were around 70 producer cooperatives in Germany.
Most are closely linked to one of the German organic farming
associations. They sell around a quarter of all organic food
produced in Germany. Producer cooperatives deal particularly
with raw products, and mainly with the products of their
members. Small purchases are only made to ensure continu-
ous supply to customers. The relevance of own processing is
small. Producer cooperatives have made a contribution to the
development of the organic food market by providing a good
supply for their customers. They bundle the atomized supply
of small volumes from their members for market actors and
they contribute to implementing quality assurance systems
and traceability schemes along the supply chain. Most of
them deal with cereals, meat, fruits and vegetables. The big-
gest producer cooperatives each have a total annual turnover
of more than € 2.5 million. 

More information about producer cooperatives is provided in a
recent project report available at www.orgprints.org/4557

Organic producer brands

Recently, the German organic market has also received new
impulses from organic and well known conventional process-
ors that have developed their own brands for conventional
retailers. They supplement the existing organic retailers’
trademark ranges with new and freshly styled products focus-
sing mainly on occasional and quality-oriented consumers.

More information about German organic brand owners and
brands is provided at www.bio-in-markenqualitaet.de

Future prospects

Most experts expect the clear growth trend in Germany’s
organic market to continue in the coming years at a rate of
around 10% annually. 

This expectation is based on the growing number of consum-
ers who are starting to buy organic products, organic super-
markets that provide new outlets, and constant growth rates
in the dairy, fruit and vegetable ranges and in the meat 
ranges. Furthermore, the importance of convenience products
(ready and semi-ready) and deep-frozen goods is growing. 
Last but not least, conventional supermarkets and discounters
have become important market drivers in the German organic
market. The rapid market penetration of organic supermarkets
in bigger cities also provides clear impulses for market
growth.

How to find up-to-date market information

Annually updated market reports in German are available in
the publication ‘Oekomarktjahrbuch’, while weekly news and
price data are published in the journal ‘Oekomarktforum’,
both published by ZMP (see www.zmp.de).
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3. Imports of organic food

Requirements for importers 

Germany is the largest European importer of organic products.
A few years ago, a comprehensive study (Hamm/Gronefeld
2004) revealed that 38% of the product value of all organic
products in Germany is imported. Fruits and vegetables (fresh
and processed) are the largest import item, accounting for
30% of turnover of all imported organic goods and 50% of
total organic fruit and vegetable consumption. In the case of
organic cereals and cereal products, and also eggs and poul-
try meat, imports account for 10 to 20% of domestic
demand. Other important organic import items include nuts,
tea, coffee, cocoa, spices, culinary oils and fats, sweeteners
and bakery products. A large proportion of imports come from
emerging markets and markets in transition.

Today, importing organic food into Germany presents a consid-
erable challenge in terms of quality and prices. The German
market is characterized by strong competition in the retail
sector and has therefore become extremely demanding in
terms of quality/price ratios, quantity and continuity of sup-
ply, services and communication.
Prior to seeking market entry, the exporter should carry out
thorough market research, acquire basic knowledge of the
German organic market and its requirements. The exporter’s
organic certification must ensure compliance not only with the
compulsory European Organic Farming Regulation. Partly
exporter’s organic certification must ensure compliance also
with the specific private standards of the organic farm associ-
ations or retailers. 
Identifying a competent import partner in Germany is a further
pre-condition for success. The partner should have in-depth
knowledge of the German market, as well as being reliable,
efficient and solvent. 
More information about potential German market partners is
available at www.greentrade.net
Table 3 shows the imported volumes of organic products by

product group and by main countries of origin. The figures are
based on estimates, as there are no official statistics on
foreign trade in organic products.

Table 3: Imports of organic agricultural food products into Germany (in 2001)
Source: Hamm/Gronefeld, 2004

Product group Total quantity (t) Main countries of origin

Cereals 120,000 Italy, Hungary, Canada, USA, 
Argentina, Australia, Czech 
Republic, Finland, Austria, 
Sweden

Oilseeds 20,000 France, Italy, Hungary, USA, 
(incl. soybeans) Argentina, China, India, 

Spain, Austria, Portugal
Potatoes 10,000 Austria, France, Italy, Israel,

Netherlands, Hungary
Vegetables 40,000 Italy, Spain, France, Israel, 

Netherlands, Austria, 
Denmark, Morocco, Australia, 
Argentina, Belgium, Bulgaria

Fruit 80,000 Italy, Spain, Israel, France, 
(incl. nuts) Turkey, Argentina, Chile, USA,

Greece, Netherlands, Austria, 
Belgium, South Africa, Domini-
can Republic, New Zealand

Wine hl 110,000 Italy, France, Spain, Austria
Milk and 20,000 Austria, Denmark, Netherlands,
milk products Italy, Belgium, Switzerland
Beef (incl. veal) 500 Denmark, Netherlands,

Austria, Argentina
Mutton 100 Netherlands
(incl. lamb)
Pork 2,000 Denmark, Netherlands, Austria
Poultry 1,200 Hungary, France
Eggs 75 Denmark, France, Netherlands, 
(millions) Switzerland

Imports of organic agricultural food products into Germany (in 2001)
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Market access provisions

Market access for organic products is regulated by the Council
Regulation 2092/91/EEC (see Chapter 1). The following
additional provisions apply in Germany: 

The German Organic Farming Act (Öko-Landbaugesetz) regu-
lates some aspects of the implementation of the EU Council
Regulation 2092/91/EEC and includes provision for fines to
be imposed on companies that breach the EU regulation.

Various organic farming associations have developed their
own standards, which go partly beyond the EU standards (see
Chapter 1). These farmers’ associations certify products based
on their own standards, whereas inspection is delegated to
EU-approved inspection bodies. Whether it is advantageous
for exporters to meet the requirements of private standards
schemes in anddition to those of the EU Organic Farming
Regulation, depends on the specific demand and requirements
for products of the respective distribution channel.

For products that are to be identified using the label of one
of farming associations or retailers, the ingredients have to
be certified according to the corresponding standards.

There are 23 private inspection bodies that have been accred-
ited in accordance with the EU Regulation (see Chapter 1).
Eleven of these are authorized to inspect importing compa-
nies, e.g. ABCert, BCS, GfRS. These companies usually also
support import companies with their applications for import
permits. Since April 2003, the Bundesanstalt für Landwirt-
schaft und Ernährung (BLE) (Federal Agency for Agriculture
and Food) is the competent authority for issuing import per-
mits for imports from non-EU countries according to Article
11, paragraph 6 of the EU Organic Farming Regulation. An
application form for import permits may be downloaded under
www.ble.de/index.cfm/11AF9C4094894075BE6872BDAC-
BE17AE. In the application, the import company must provide
documentary evidence that production and inspection measures

are equivalent to those stipulated in the EU Regulation, and
explain any deviations. The inspection body of the exporting
company has to confirm these statements. Only an application
signed by the importer and the inspection body of the exporter
in the third country will be accepted by the BLE. 

Companies complying with EU Regulation 2092/91 may use
the Bio-Siegel if they notify the Informationsstelle Bio-Siegel
(Bio-Siegel information service / www.bio-siegel.de) Pro-
cessed organic food has to comprise at least 95 % compounds
from organic farming There are no restrictions on using the
logo for imported products. Use of the logo is free of charge,
but there are guidelines governing the design of the logo.

Contacts for import affairs:

General information
Bundesanstalt für Landwirtschaft und Ernährung (BLE)
Referat 512/ Sachgebiet Ökologischer Landbau
Ferdinand-Lassalle-Str. 1-5
53168 Bonn
Telephone: +49 228 6845-2914
Telefax: +49 228 6845-787

Internet: www.ble.de 

Up-to-date list of accredited inspection bodies

A list of accredited inspection bodies is provided in the Annex
and on the Internet under 
http://www.verbraucherministerium.de/landwirtschaft/
oekolog-landbau/kontrollstellenverz.pdf 
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4. Exports of organic food

During recent years, both opportunities and pressure to export
organic food from Germany abroad have grown. German organ-
ic food today is mainly exported to other European countries.
Table 4 shows German export volumes of organic food prod-
ucts by product group and by main destination countries. The
figures are based on estimates, as there are no official statis-
tics on foreign trade in organic products.

In a study conducted by Fachhochschule Weihenstephan on
behalf of CMA in 2004, potential export markets for German
organic food providers were assessed and the main export
countries were identified. The study was based on a scoring
model of relevant influencing factors in potential destinations
which indicate the attractiveness of German organic food
(socio-demographic structure, consumer behaviour, education,
economic and health level of the countries, market entry
opportunities, image of German products). 45 countries were
assessed.

The country assessment resulted in the following TOP 20 rank-
ing of potential export countries beginning with rank 1
(see Table 5).

As the situation in export markets may change considerably
from year to year, this brochure does not focus in detail on
particular countries for export. Interested German companies
aiming to export organic products can contact CMA (the Ger-
man Agricultural Marketing Board) to obtain contact details 
of potential market partners abroad and current market infor-
mation. 

More information about potential market partners abroad is
available at http://www.cma.de/profis_export and
www.greentrade.net

Table 4: Exports of organic agricultural food products from Germany (in 2001)
Source: Hamm/Gronefeld, 2004

Imports of organic agricultural food products into Germany (in 2001)

Product group Total quantity (t) Countries exported to

Cereals 50,000 France, Switzerland, Austria,
Great Britain, Denmark, 
Sweden, Netherlands, 
Luxembourg

Oilseeds 1,000 Great Britain, Sweden, 
Luxembourg, France, Portugal

Potatoes 15,000 Great Britain, Denmark, 
Netherlands, Italy, France, 
Austria, Switzerland

Vegetables 10,000 Great Britain, Denmark,
Sweden, Netherlands, France, 
Finland, Norway, Luxembourg, 
Switzerland

Fruit 8,000 Great Britain, Sweden, 
(incl. nuts) Denmark, Norway, 

Luxembourg, Switzerland
Wine hl 12,000 Great Britain, Denmark, 

Sweden, USA
Milk and 25,00 France, Great Britain, Italy, 
milk products Austria, Luxembourg, Finland, 

Denmark, Sweden
Beef (incl. veal) 4,000 France, Great Britain, Belgium,

Italy, Luxembourg, Switzer-
land, Netherlands

Mutton 500 Great Britain, France, 
(incl. lamb) Netherlands
Pork 3,000 France, Great Britain, Austria, 
Poultry 103 Luxembourg, Austria
Eggs 9 Denmark, Luxembourg
(millions)
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1 The Netherlands 11 France
2 Denmark 12 Japan
3 Sweden 13 Finland
4 Austria 14 Israel
5 Belgium 15 Spain
6 Switzerland 16 Luxembourg
7 Norway 17 Ireland
8 Great Britain 18 Russia
9 Canada 19 Taiwan
10 USA 20 Australia

TOP 20 high-ranking export destinations for German organic food

Table 5: TOP 20 high-ranking export destinations for German organic food 
Source: Fachhochschule Weihenstephan on behalf of CMA, 2004

5. Annex – Contacts for organic market
information and German inspection and
certification bodies

Selected contacts for organic market information 

Federal Organic Agriculture Programme 
(Bundesprogramm Ökologischer Landbau)
http://www.bundesprogramm-oekolandbau.de

Federal Ministry of Consumer Protection, Food and Agriculture
http://www.verbraucherministerium.de

Bio-Siegel information portal (ÖPZ GmbH)
http://www.bio-siegel.de/

Office for the Federal Organic Agriculture Programme
(Geschäftsstelle Bundesprogramm Ökologischer Landbau
in der BLE)
http://www.ble.de

Bund Ökologische Lebensmittelwirtschaft (BÖLW)
http://www.boelw.de

Foundation Ecology and Farming (SÖL)
http://www.soel.de

Research Institute of Organic Agriculture (FiBL)
http://www.fibl.org

Federal Institute of Organic Agriculture (OEL)
http://www.oel.fal.de

Central internet portal for organic farming and market
http://www.oekolandbau.de

ZMP: Online provider of market information
http://www.zmp.de 

CMA: Online provider of market information
http://www.cma.de 

Biofach-Newsletter: Online provider of market information
http://www.biofach.de/archiv

Biohandel-Newsletter: Online provider of market information
http://www.biohandel-online.de

Naturkost.de: Online provider of market information
http://www.naturkost.de

Biomarkt.info: Online provider of market information
http://www.biomarkt.info 
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The following codes have been used in the report for the 
different German Bundeslaender.

Bundesland Code Bundesland Code

Baden Wuerttemberg BW Lower Saxony NI
Bavaria BY North Rhine-Westphalia NW
Berlin BE Rhineland-Palatinate RP
Brandenburg BB Saarland SL
Bremen HB Saxony SN
Hamburg HH Saxony-Anhalt ST
Hesse HE Schleswig-Holstein SH
Mecklenburg-Western MV Thuringia TH
Pomerania

EU-Code Inspection authority or body Comments

DE-001-Oeko- BCS Öko-Garantie GmbH BW, BY, BE, BB, 
Kontrollstelle Control System Peter Grosch HB, HH, HE, MV, 

Cimbernstr. 21 NI, NW, RP, SL, 
D-90402 Nuremberg SN, ST, SH, TH
Tel.: +49 (0)911/424390
Fax: +49 (0)911/492239
E-mail: info@bcs-oeko.de

EU-Code Inspection authority or body Comments

DE-003-Oeko- Lacon GmbH (Privatinstitut  BW, BY, BE, BB, 
Kontrollstelle fuer Qualitaetssicherung und HB, HH, HE, MV, 

Zertifizierung oekologisch NI, NW, RP, SL, 
erzeugter Lebensmittel) SN, ST, SH
Weingartenstrasse 15
D-77654 Offenburg
Tel.: +49 (0)781/55802
Fax: +49 (0)781/55812
E-mail: lacon@lacon-institut.com

EU-Code Inspection authority or body Comments

DE-005-Oeko- IMO, Institut fur BW, BY, BE, BB, 
Kontrollstelle Marktoekologie GmbH HB, HH, HE, MV, 

Obere Laube 51/53 NI, NW, SL, SN,
D-78462 Konstanz ST, SH, TH
Tel.: +49 (0)7531/915273
Fax: +49 (0)7531/915274
E-mail: imod@imo.ch

EU-Code Inspection authority or body Comments

DE-006-Oeko- ABCert GmbH BB, BE, BW, BY, 
Kontrollstelle Martinstrasse 42 - 44 HE, HH, MV, NI,

D-73728 Esslingen NW, RP, SL, SN, 
Tel.: +49 (0)711/3517920 ST, SH, TH
Fax: +49 (0)711/35179220
E-mail: info@abcert.de

EU-Code Inspection authority or body Comments

DE-007-Oeko- Prüfverein Verarbeitung BW, HH, HE, NI,
Kontrollstelle Oekologische  NW, RP, SH, SL

Landbauprodukte e.V.
Vorholzstr. 36
D-76137 Karlsruhe
Tel.: +49(0)721/3523920
Fax: +49(0)721/3523909
E-mail: kontakt@pruefverein.de

EU-Code Inspection authority or body Comments

DE-009-Oeko- EG-Kontrollstelle Kiel SH, HH, NI
Kontrollstelle Kiel Landwirtschaftskammer

Schleswig-Holstein
Holstenstrasse 106-108
D-24103 Kiel
Tel.: +49 (0)431/9797315
Fax: +49 (0)431/9797130
E-mail: eg-kontrollstelle.kiel@lksh.de
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EU-Code Inspection authority or body Comments

DE-012-Oeko- AGRECO R.F. GODERZ GmbH BW, BY, BE, BB, 
Kontrollstelle Mundener Strasse 19 HB, HH, HE, MV, 

D-37218 Witzenhausen NI, NW, RP, SL, 
Tel.: +49 (0)5542/4044 SN, ST SH, TH
Fax: +49 (0)5542/6540
E-mail: agreco@t-online.de

EU-Code Inspection authority or body Comments

DE-013-Oeko- QCu.I Gesellschaft fuer BW, BY, BE, HB, 
Kontrollstelle Kontrolle und Zertifizierung HH, HE, NI, NW,

von Qualitatssicherungs- RP, SL, SH, TH
systemen mbH
Mechtildisstr. 9
D-50678 Cologne
Tel.:+49 (0)221/9439209
or 0221/9439210
Fax: +49 (0)221/9439211
E-mail: qci.koeln@qci.de

EU-Code Inspection authority or body Comments

DE-021-Oeko- Grünstempel e.V. BE, BB, HE, MV,  
Kontrollstelle EU Kontrollstelle fur   NI, SN, ST, TH, 

oekologische Erzeugung NW
und Verarbeitung land-
wirtschaftlicher Produkte
Windmuehlenbreite 25d
D-39164 Wanzleben
Tel.: +49 (0)39209/46696
Fax: +49 (0)39209/46696
E-mail: Gruenstempel@web.de

EU-Code Inspection authority or body Comments

DE-022-Oeko- Kontrollverein ökologischer BW, HH, HE, MV, 
Kontrollstelle Landbau e.V. NI, NW, RP, SL, 

Vorholzstr. 36 SH
D-76137 Karlsruhe
Tel.: +49 (0)7231/105940
Fax: +49 (0)7231/353078
E-mail: kontakt@kontrollverein.de

EU-Code Inspection authority or body Comments

DE-024-Oeko- INAC GmbH International  BW, BY, BE, BB,  
Kontrollstelle Nutrition and Agriculture HB, HH, HE, MV, 

Certification NI, NW, RP, SL, 
In der Kammersliethe 1 ST, SH, TH
D-37213 Witzenhausen
Tel.: +49 (0)5542/911400
E-mail: inacgmbh@aol.com

EU-Code Inspection authority or body Comments

DE-026-Oeko- Certification Services HB, HH, NI 
Kontrollstelle International CSI GmbH

Flughafendamm 9a
D-28199 Bremen
Tel.: +49 (0)421/5977322
or 0421/594770
Fax: +49 (0)421/594771
E-mail: info@csicert.com

EU-Code Inspection authority or body Comments

DE-032-Oeko- Kontrollstelle fur öko- BB, BE, SN, ST, 
Kontrollstelle logischen Landbau GmbH TH, HE

Dorfstrasse 11
D-07646 Tissa
Tel.: +49 (0)36428/62743
Fax: +49 (0)36428/62743
E-mail: kontrollstelle@t-online.de

37
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EU-Code Inspection authority or body Comments

DE-034-Oeko- Fachverein fur Öko- BB, HH, HE, MV, 
Kontrollstelle Kontrolle e.V. NI, NW, RP, SN, 

Karl-Liebknecht Str. 26 ST, SH, TH, BE, 
D-19395 Karow BW
Tel.: +49 (0)38738/70755
Fax: +49 (0)38738/70756
E-mail: info@fachverein.de

EU-Code Inspection authority or body Comments

DE-037-Oeko- OEKOP Zertifizierungs GmbH BW, BY, BE, BB, 
Kontrollstelle Schlesische Strasse 17 d HB, HH, NI, NW, 

D-94315 Straubing RP, SL, ST
D-19395 Karow
Tel.: +49 (0)9421/703075
Fax: +49 (0)09421/703075
E-mail: oekop@t-online.de

EU-Code Inspection authority or body Comments

DE-039-Oeko- GfRS Gesellschaft fur BW, BY, BE, BB, 
Kontrollstelle Ressourcenschutz mbH HB, HH, HE, MV,  

Prinzenstrasse 4 NI, NW, RP, SL,
D-37073 Goettingen SN, ST, SH, TH
Tel.: +49 (0)551/58657
Fax: +49 (0)551/58774
Internet: www.gfrs.de

EU-Code Inspection authority or body Comments

DE-043-Oeko- Agro-Öko-Consult BE, BB, NI, MV 
Kontrollstelle Berlin GmbH

Rhinstrasse 137
D-10315 Berlin
Tel.: +49 (0)30/54782352
Fax: +49 (0)30/54782354
E-mail: aoec@aoec.de

EU-Code Inspection authority or body Comments

DE-044-Oeko- Ars Probata GmbH BBE, BB
Kontrollstelle Gustav-Adolf-Str. 143

D-13086 Berlin
Tel.: +49 (0)30/4716092
Fax: +49 (0)30/4717921
E-mail: ars-probata@ars-probata.de

EU-Code Inspection authority or body Comments

DE-060-Oeko- QAL Gesellschaft fur BY
Kontrollstelle Qualitatssicherung in der 

Agrar- und Lebens-
mittelwirtschaft mbH
Am Branden 6b
D-85256 Vierkirchen
Tel.: +49 (0)8139/9368-30
Fax: +49 (0)8139/9368-57
E-mail: : info@qal-gmbh.de

EU-Code Inspection authority or body Comments

DE-061-Oeko- LAB Landwirtschaftliche  BB
Kontrollstelle Beratung der Agrarverbande 

Brandenburg
Siedler-Str. 3a
D-03058 Gros-Gaglow
Tel./Fax: +49 (0)355/541466/541465
E-mail: labgmbh.cottbus@t-online.de

EU-Code Inspection authority or body Comments

DE-062-Oeko- TÜV Management BY
Kontrollstelle Service GmbH

Ridlerstrase 57
D-80339 Munich
Tel.: +49 (0)89/51901909
Fax: +49 (0)30/54782354
E-mail: info@vitacert.de
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EU-Code Inspection authority or body Comments

DE-063-Oeko- RWTUV Systems GmbH NW
Kontrollstelle Oekokontrollstelle

Langemarckstrasse 20
D-45141 Essen
Tel.: +49 (0)201/8253404
Fax: +49 (0)201/8253290
E-mail: oekokontrollstelle@rwtuev.de

EU-Code Inspection authority or body Comments

DE-064-Oeko- ABC GmbH Nationwide 
Kontrollstelle Agrar- Beratungs- und coverage

Controll GmbH 
An der Hessenhalle 1
36304 Alsfeld
Tel.: 06631/784 90
Fax: 06631/784 95
E-mail: zwick@abcg-alsfeld.de
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