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Own backround

 Agronomist 1997, plant production

 University research ‐91‐94

 OÜ Tammevald‐farm in Estonia 1998‐

 Raikastamo Oy, juice factory in Finland 
2008‐

 Organic advisor specialized in 
horticultural production 1997‐

 Finnish Organic Association Luomuliitto 
ry 2008‐

 PhD student in the University of Helsinki 
2007‐

 Exploratory report for the ministry of 
agriculture about development of 
organic sector in Finland 2010



Questions for promotion

Difference of Organic and IP

Role of co-operation 

 Importance of personal contacts

Cost-effective ways for promotion

New ideas for promotion

Who owns organic and take care of the development?

Organic movement – diverse backround

Biodynamische Lw
(Rudolf Steiner/ E. Pfeiffer)

Saksa/Itävalta -1920-l

Organic Farming
(Albert Howard/ E. Balfour/ 

J.I. Rodale)
Iso-Britannia -1910-30-l

Organisch Biologiche Lw
(Hans Müller/ Hans P. Rusch)

Sveitsi/Itävalta -1930-l

Agriculture Biologique
(J. Boucher/ R. Lemaire)

Ranska -1960-70-l
C. Aubert

F. Chaboussou

Permaculture
(Bill Mollison)

Australia -1970-80-l
Ecological Agriculture

(H. Vogtmann/ Univ. Wageningen)
Hollanti/Saksa -1970-80-l

Regenerative Agriculture
(Robert Rodale/ J. Pretty)

USA -1970-80-l

Alternative Agriculture
-1970-l

Sustainable agriculture
-1980-90-l

Natural Agriculture
(Mokiti Okada/

Masanobu Fukuoka)
Japani -1930-l

Acroecologia
(M. Altieri/ S. Gliessman)

Lat.-Amerikka -1980-l



Good consumer relations base 
for price premium

Organic
Consumers

Farmers
- international regulations

- price premium

Integrated Production
Farmers
Industry

- no price premium

REGULATE

ProLuomu             

4000 Farmers, 
190 000 ha (8%)

610 
Processors

Gross-sell

Ministries, 
Food Security,

Research,
Universities

HoReCa
Public & Private

21 milj. €/y ?

Ekocentria

Ruralia

Luomuliitto ry
2000

Retailers
1,7  % of food 

120 milj €/v

Export
15 companies
14 milj. €/y ?

MTK

Finpro

Development 
centres

Organic sector in Finland

ProAgria

Private 
consults

KNOW THE FACTS



* 13 regional associations 

- totally about 2000 members, 1600 of 

them farmers

* 4 other associations 

* 7 bigger companies

* founded 1985

* member of IFOAM

* 2,5 workers in average

* own magazine, advisory services, 

promotion, seminars etc

Luomuliitto ry

Elisa Niemi Mikko Rahtola

ORGANICE

Luomun kattojärjestö 
IFOAM

CONNECT



Short history of brands ...

BRAND

• Cosmetics: Cosmos 
(Ecocert, BDIH,  Bioforum, 
Cosmebio, ICEA, Soil 
Association)

• Textiles (Organic exchange)
• Aquaculture
• Wine
• HoReCa

Fields still out of EU-legislation

DEVELOPE



Mission for Finland

Country brand report and 

environmental goal 2010:

‐ 50 % of fields organic 2030

SET GOAL



Financing of Organic

Extra price from the markets, 120 milj. brutto, 35-60 milj. netto

Organic area subsidy, 190 000 ha (8 % of the field area), = 27  milj € + 

organic animal subsidy =  36 milj. €

Research, no extra for organic . 

Advisory, no extra for organic

National projects, remarkable, short-term, no statistics

 International projects, very little so far

Foundations, not excisting, or in very small scale

Private money, important especially for new processors

Market chain investments, advertisments started from 2009-

FINANCE

How to communicate?

Quality
Nitrates
Taste

Dry-matter
Vitamins

Acid content
Additives
Fertility
Allergia 

Environment
Biodiversity

GMO
Nutrient leakage
Energy saving
Humus losses

Animal welfare
Feed

Natural behaviour
Out-door possibility
Space per animal

Maximum size of units

COMMUNICATE



 Info-portal www.luomu.fi

 Magazin Luomulehti

 Organic product of the year Competition

 Organic week

 A lot of tv-, radio and newspaper interviews

 Summer exhibitions

 Seminars

Traditional ways of promoting

 EU-promotion campaigne in international level

– Tv-document

– Material about organics 

• Solidarity? Common level

 YouTube + social media

 Tasting 

 Press- farm visits

 List of producers and shops

 Articles instead of advertisement

Ideas now and for the future:

INNOVATE



Articles instead of advertisment  ?

Aamulehti 20.7.2008

Only organic sallads fill the russian import 
requirements

Questions for promotion

Difference of Organic and IP

Role of co-operation 

 Importance of personal contacts

Cost-effective ways for promotion

New ideas for promotion

Who owns organic and take care of the development?



Thank you !

Mikko Rahtola

senior advisor

Luomuliitto ry - Finnish Organic Association

tel. +358 40 5734791

mikko.rahtola@gmail.com

www.luomuliitto.fi

advisory services, development, excursions


