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65% degli agricoltori italiani., .
ha meno di 50 anni (. &
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ANDAMENTO VENDITE sPRODOTTI BIOLOGICI

PRODOTTI ALIMENTARI msPRODOTTI DOP/IGP
2004/2011 IN ITALIA

mVINI DOC/IGT



| principali motivi d’acquisto:

sicurezza alimentare (non residui, no additivi, no OGM);
sapori piu autentici;

tutela dell’ambiente (no pesticidi, biodiversita);
benessere animale (no gabbie, no antibiotici, alimenti
biologici, liberta di pascolo, no OGM);

Intolleranze, allergie.




Maggior esportatore di prodotti biologici al mondo:

ITALIA
1.35 miliardi di EUR













Migros nel 2012 si e alleato
con Alnatura e ha lanciato un
format tutto bio a Zurigo
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| prodotti biologici, valgono OLTRE IL 25%
delle vendite di Irma.
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Penetrazione
del prodotti
biologici

per target

Average - ITALIA

Degree

Income - More than 3.550 €
Family WITH sons <12 yo
Income - from 2.401 to 3.550 €
Centro

Upper secondary school
30-44 yo

North of Italy

45-54 yo

18-29 yo

Family with sons (living together)
Income - from 1.801 to 2.400 €
55-64 yo

Family without sons (living...

Family without sons <12 yo

South of Italy

Income - lower than 1,800 €
65+ yo
Lower secondary school

No school :

Elementary school

53%
71%
69%
64%
64%
58%
58%
58%
57%
56%
56%
53%
52%
51%
51%
49%
46%
45%
41%
40%
33%
. 31%
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Dal 2006 1l leader di
mercato per confetture e
marmellate e un’azienda
biologica, con una quota
oltre 1l 20%0



Imprese piccole, medie e grandi
leader nel mercato biologico mondiale



Vini da tutte le zone vitivinicole d’ltalia

All'International Wine Challenge di Londra 2013, un
Franciacorta DOCG biologico ha vinto I'lwc Organic
Trophy come miglior vino biologico al mondo, ma anche

I'ltalian Sparkling Trophy, come miglior spumante italiano
In assoluto




1l 6.99 mangia ‘“spesso”
biologico fuori casa

1l 51.196 mangia “a volte”
biologico fuori casa
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| primi 10 Paesi per incidenza
della viticoltura biologica









anno Conversione Biologico Totale incremento %

2009 15.751 26.984 (42.735

2010 21.214 29.349 50.563 18,32%

2011 18.172 33.171 51.343 1,54%

2012 19.709 36.261 55.969 9,01%
Ettari biologici totali da Ministero politiche agricole

CANTINE BIOLOGICHE 2009-2012

2012 Cantine - Vinificazione 1120
2011 Cantine - Vinificazione 699
2010 Cantine - Vinificazione 617
2009 Cantine - Vinificazione 753

Cantine biologiche controllate da organismi di controllo soci Federbio



Superficie vitata biologica in Italia, 2009-2013
(base: sette organismi di controllo soci FederBio)

2012 2013
















Nel 2013 I'11,6% delle famiglie italiane
ha acquistato vino VINO BIO

(Nomisma Wimenonitor)

In GDO il vino bio segna +4% a volume rispetto al 2012
(a fronte di un -6,5% per il totale della categoria vino









C Purchase Ir ions of Organic Wines

Yoon Jung Jang
Dedman School of Hospitality
Florida State University

and

Mark A. Bonn
Dedman School of Hospitality
Florida State University

ABSTRACT

The purpose of this study is to investigate the role of consumers’ perceptions of wine
arttributes, perceived wine expertise, and eco-friendly artitudes on their purchase intentions of
organic wines. A structured survey with statements relating to perceptions of wine attributes,
perceived wine expertise, eco-friendly attitudes, purchase intentions, and socio-demographics
was distributed to wine consumers. Multiple regression analysis is used to investigate the
relarionship among consumers’ perceptions of organic wine attributes, perceived wine expertise,
eco-friendly attitudes, and purchase intentions.

Keywords; organic wine attributes, wine expertise, eco-friendly attitudes, purchase intentions.

INTRODUCTION

Wine has been a significant beverage around the world. In 2003, over 233 million cases
of wine were sold in the United States and sales totaled $21,800 million (Adam Wine Handbook,
2004). In addition, according to the Organic Trade Association, U.S. sales of wines made with
organic grapes reached $80 million in 2003, a 28 percent increase over the previous year. Such
sales represent little more than one percent of the total U.S. domestic wine market, but the
association expects organic wine sales to grow about 17 percent a year through 2008 (Singh,
2009).

More and more people have become increasingly environmentally conscious. According
to Laroche et al. (2001), environmentally conscious consumers are now purchasing products
based on how these products affect the natural environment and have willingness to purchase
environmentally friendly products. Further, increasing number of health-conscious consumers is
reaching not just for organic food, but for organic wine as well.
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STRUMENTI PER L'INTERNAZIONALIZZAZIONE DELLE IMPRESE
OCM VINO?
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- NETWORKING

- INIZIATIVE DI COMUNICAZIONE
non solo liberi da solfiti, ma anche liberi dal vino libero, dai vini
«naturali», dal vini fru fru ecc.

- EXPO?
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