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ABSTRACT

The organic products market has grown significantly due to rising consumer concerns about
health, sustainability, and environmental impact. This article examines strategic marketing
approaches that can drive sales growth and facilitate entry into new markets. Emphasis is
placed on building strong brand identities, leveraging social media and influencer
marketing, participating in trade events, and fostering collaboration between brands.
Additionally, consumer behavior factors such as trust in certification, health consciousness,
and environmental awareness are analyzed as key drivers of organic purchasing decisions.
These insights provide a comprehensive foundation for developing effective marketing
strategies tailored to the expectations of the organic consumer.

Keywords: Organic marketing. Brand strategy. Consumer behavior. Sustainability. Digital
marketing.
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INTRODUCTION

The global demand for organic products has grown considerably over the last two
decades, driven by increasing consumer awareness of health, sustainability, and
environmental concerns. This growth presents a unique opportunity for businesses in the
organic sector to adopt marketing strategies that not only increase sales but also facilitate
entry into new and competitive markets. A strategic approach to marketing organic products
must encompass brand development, digital engagement, and participation in industry-
specific events, supported by consumer education and relationship-building efforts. These
strategies must be grounded in a deep understanding of consumer behavior and
preferences, as evidenced by contemporary marketing and consumer psychology literature.

A core pillar of success in the organic market is the establishment of a strong and
trustworthy brand identity. Brand equity is particularly crucial in the organic segment, where
consumers are often willing to pay a premium for perceived quality, safety, and ethical
sourcing. According to a study by Yadav and Pathak (2016), trust, quality perception, and
eco-consciousness are major determinants of consumer purchase intention in the organic
food market. Therefore, companies must consistently communicate their commitment to
organic standards, transparency, and sustainability through brand messaging. Effective
storytelling that highlights the origins of ingredients, fair-trade practices, and environmental
impact can significantly enhance brand credibility and consumer loyalty.

Digital marketing has emerged as an indispensable tool in reaching and engaging with
target consumers in the organic sector. The use of social media platforms such as
Instagram, Facebook, and TikTok enables brands to deliver tailored content that resonates
with health-conscious and environmentally aware audiences. Influencer marketing, in
particular, has shown strong efficacy in this domain. Research by Ki, Cuevas, Chong, and
Lim (2020) suggests that influencers who align with organic and sustainable values can
effectively mediate consumer trust and encourage trial among new customers. Moreover,
content marketing strategies that provide educational value—such as recipes, sustainability
tips, or farming process insights—can further strengthen consumer-brand relationships and
promote brand advocacy.

Offline strategies also play a critical role in the marketing of organic products. Trade
shows, farmers’ markets, and organic expos are essential platforms for companies to
engage directly with consumers, retailers, and industry stakeholders. These events offer an
opportunity to demonstrate product quality, share brand values, and obtain real-time
consumer feedback. According to Katt and Meixner (2020), direct interaction between

consumers and producers at such events significantly increases trust and perceived
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authenticity, which are key drivers of purchase decisions in the organic market. In addition,
these events serve as important networking spaces that can lead to strategic alliances and
distribution partnerships.

Collaborative marketing is another effective approach, particularly for small and
medium-sized organic producers who may lack the resources for large-scale campaigns.
Strategic alliances with other organic brands, health and wellness influencers, or eco-
conscious retailers can extend market reach and reduce marketing costs. Such
partnerships allow for co-branding opportunities, cross-promotions, and joint events that
appeal to overlapping target audiences. Moreover, collaborative initiatives can reinforce a
brand's commitment to broader ecological and social goals, which resonates with the
ethical consumption patterns observed among organic consumers.

Consumer behavior studies have identified several key motivators influencing the
purchase of organic products. Health consciousness is a primary driver, with many
consumers perceiving organic products as healthier alternatives to conventional options.
This perception is often fueled by marketing and media, which emphasize the absence of
pesticides and synthetic additives in organic products. Concerns about pesticides,
herbicides, and other chemical additives used in conventional agriculture are also
motivating consumers to select organic products. Many consumers associate the absence
of pesticides in food production with better taste and higher quality compared to
conventional products. Studies indicate that health-conscious consumers are more inclined
to purchase organic food, viewing it as a means to improve or maintain health. The growing
demand for organic food is driven by consumers’ increasing desire for healthier food
options. Organic food is perceived as less processed and free from harmful chemicals,
which can positively impact consumers’ health.

Environmental awareness also plays a crucial role in influencing consumer attitudes
toward organic food. Consumers who are concerned about sustainability and eco-friendly
practices are more likely to purchase organic products. They are becoming aware of the
negative environmental impact of conventional farming. By choosing organic food, they are
supporting more sustainable and environmentally friendly agricultural practices. Research
indicates that consumers often associate organic food with reduced environmental impact,
such as lower carbon footprint and less pollution. This perception is a significant motivator
for environmentally conscious consumers who prioritize sustainability in their purchasing
decisions. Consumers who are environmentally conscious are more likely to purchase
organic food. This is because organic farming practices are generally perceived as more

sustainable and less harmful to the environment compared to conventional farming
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methods. Organic farming typically avoids synthetic fertilizers and pesticides, which are
known to have detrimental effects on ecosystems.

Trust in organic certifications is another critical factor influencing consumer purchasing
decisions. The credibility of organic labels and certifications can significantly impact
consumer confidence and willingness to pay premium prices. However, studies have shown
that consumers' trust in organic labels can vary, with some expressing skepticism about the
authenticity and rigor of certification processes. This skepticism underscores the importance
for brands to not only obtain reputable certifications but also to transparently communicate
the standards and processes behind their organic claims. Providing consumers with clear
and accessible information about certification standards can help build trust and enhance
brand loyalty.

The flowchart titled “Marketing Strategy for Organic Products” outlines a
comprehensive approach for increasing sales and expanding market presence in the
organic sector. It begins with understanding consumer behavior, focusing on key motivators
such as health consciousness, environmental awareness, and trust in certifications. The
next step emphasizes building a strong brand identity through transparency and storytelling.
Digital marketing follows, leveraging social media, influencers, and educational content.
Offline efforts include participating in events and engaging directly with consumers.
Collaborative marketing strategies are encouraged through alliances and joint promotions.
Finally, reinforcing the credibility of organic certifications helps build consumer trust,

ultimately leading to increased sales and entry into new markets.
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Figure 1. Marketing Strategy for Organic Products.
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In conclusion, the successful marketing of organic products requires a holistic strategy
that integrates brand building, digital communication, event participation, and collaborative
efforts. Each of these elements must be tailored to the specific values and expectations of
organic consumers, who prioritize authenticity, transparency, and sustainability. As the
organic market continues to evolve, companies that invest in understanding their
consumers and delivering meaningful, value-driven experiences will be best positioned to

increase sales and establish a competitive foothold in both existing and emerging markets.

REFERENCES

=

LUMEN ET VIRTUS, Sdo José dos Pinhais, v. XIIL,n. XXXI, 2023



10.

11.

Antonio, S. L. (2025). Technological innovations and geomechanical challenges in
Midland Basin drilling. Brazilian Journal of Development, 11(3), e78097.
https://doi.org/10.34117/bjdv11n3-005

Aschemann-Witzel, J., & Zielke, S. (2017). Can’t buy me green? A review of consumer
perceptions of and behavior toward the price of organic food. Journal of Consumer
Affairs, 51(1), 211-251. https://doi.org/10.1111/joca.12122

Chazzaoui, T. A. M. (2025). The impact of Brexit on international logistics: Challenges
and opportunities for businesses. Brazilian Journal of Development, 11(5), e79899.
https://doi.org/10.34117/bjdv11n5-066

Delci, C. A. M. (2025). The effectiveness of Last Planner System (LPS) in
infrastructure project management. Revista Sistematica, 15(2), 133-139.
https://doi.org/10.56238/rcsv15n2-009

Filho, W. L. R. (2025a). The role of Al in enhancing identity and access management
systems. International Seven Journal of Multidisciplinary, 1(2).
https://doi.org/10.56238/isevmjv1n2-011

Filho, W. L. R. (2025b). The role of Zero Trust Architecture in modern cybersecurity:
Integration with IAM and emerging technologies. Brazilian Journal of Development,
11(1), e76836. https://doi.org/10.34117/bjdv11n1-060

Freitas, G. B., Rabelo, E. M., & Pessoa, E. G. (2023). Projeto modular com
reaproveitamento de container maritimo. Brazilian Journal of Development, 9(10),
28303-28339. https://doi.org/10.34117/bjdvOn10-057

Garcia, A. G. (2025). The impact of sustainable practices on employee well-being and
organizational success. Brazilian Journal of Development, 11(3), e78599.
https://doi.org/10.34117/bjdv11n3-054

Gotardi Pessoa, E. (2022a). Analise de custo de pavimentos permeaveis em bloco de
concreto utilizando BIM (Building Information Modeling). Revistaft, 26(111), 86.
https://doi.org/10.5281/zenodo.10022486

Gotardi Pessoa, E. (2022b). Andlise comparativa entre resultados tedricos da
deflexdo de uma laje plana com carga distribuida pelo método de equacgao diferencial
de Lagrange por série de Fourier dupla e modelagem numérica pelo software
SAP2000. Revistaft, 26(111), 43. https://doi.org/10.5281/zenodo.10019943

Gotardi Pessoa, E., Benittez, G. S. P, Oliveira, N. P., & Leite, V. B. F. (2022). Analise
comparativa entre resultados experimentais e tedricos de uma estaca com carga

™

LUMEN ET VIRTUS, Sdo José dos Pinhais, v. XIIL,n. XXXI, 2023



12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

horizontal aplicada no topo. Revistaft, 27(119), 67.
https://doi.org/10.5281/zenodo.7626667

Gotardi Pessoa, E. (2024). Pavimentos permeaveis: Uma solugdo sustentavel.
Revista Sistematica, 14(3), 594-599. https://doi.org/10.56238/rcsv14n3-012

Gotardi Pessoa, E. (2025a). Analysis of the performance of helical piles under various
load and geometry  conditions. ITEGAM-JETIA, 11(53), 135-140.
https://doi.org/10.5935/jetia.v11i53.1887

Gotardi Pessoa, E. (2025b). Optimizing helical pile foundations: A comprehensive
study on displaced soil volume and group behavior. Brazilian Journal of Development,
11(4), €79278. https://doi.org/10.34117/bjdv11n4-047

Gotardi Pessoa, E. (2025c). Sustainable solutions for urban infrastructure: The
environmental and economic benefits of using recycled construction and demolition
waste in  permeable pavements. ITEGAM-JETIA, 11(53), 131-134.
https://doi.org/10.5935/jetia.v11i53.1886

Gotardi Pessoa, E. (2025d). Utilizing recycled construction and demolition waste in
permeable pavements for sustainable urban infrastructure. Brazilian Journal of
Development, 11(4), e79277. https://doi.org/10.34117/bjdv11n4-046

Gotardi Pessoa, E., Feitosa, L. M., Padua, V. P., & Pereira, A. G. (2023a). Estudo dos
recalques primarios em um aterro executado sobre a argila mole do Sarapui. Brazilian
Journal of Development, 9(10), 28352-28375. https://doi.org/10.34117/bjdv9n10-059

Gotardi Pessoa, E., Feitosa, L. M., Pereira, A. G., & Padua, V. P. (2023d). Efeitos de
espécies de alna eficiéncia de coagulacao, Al residual e propriedade dos flocos no
tratamento de aguas superficiais. Brazilian Journal of Health Review, 6(5), 24814—
24826. https://doi.org/10.34119/bjhrv6n5-523

Janssen, M., & Hamm, U. (2012). Product labelling in the market for organic food:
Consumer preferences and willingness-to-pay for different organic certification logos.
Food Quality and Preference, 25(1), 9-22.
https://doi.org/10.1016/j.foodqual.2011.12.004

Katt, F., & Meixner, O. (2020). A systematic review of drivers influencing consumer
willingness to pay for organic food. Trends in Food Science & Technology, 100, 374—
388. https://doi.org/10.1016/).tifs.2020.04.029

Ki, C. W., Cuevas, L. M., Chong, S. M., & Lim, H. (2020). Influencer marketing: Social
media influencers as human brands attaching to followers and yielding positive

™

LUMEN ET VIRTUS, Sdo José dos Pinhais, v. XIIL,n. XXXI, 2023



22.

23.

24.

25.

26.

27.

28.

marketing results by fulfilling needs. Journal of Retailing and Consumer Services, 55,
102133. https://doi.org/10.1016/j.jretconser.2020.102133

Michaelidou, N., & Hassan, L. M. (2008). The role of health consciousness, food safety
concern and ethical identity on attitudes and intentions towards organic food.
International Journal of Consumer Studies, 32(2), 163-170.
https://doi.org/10.1111/j.1470-6431.2007.00619.x

Moreira, C. A. (2025). Digital monitoring of heavy equipment. Advancing cost
optimization and operational efficiency. Brazilian Journal of Development, 11(2),
e77294. https://doi.org/10.34117/bjdv11n2-011

Oliveira, C. E. C. de. (2025). Gentrification, urban revitalization, and social equity:
Challenges and solutions. Brazilian Journal of Development, 11(2), e77293.
https://doi.org/10.34117/bjdv11n2-010

Rodrigues, I. (2025). Operations management in multicultural environments:
Challenges and solutions in transnational mergers and acquisitions. Brazilian Journal
of Development, 11(5), e80138. https://doi.org/10.34117/bjdv11n5-103

Santos, H., & Pessoa, E. G. (2024). Impacts of digitalization on Coke efficiency and
quality of public services: A comprehensive analysis. Lumen et Virtus, 15(40), 4409—
4414. https://doi.org/10.56238/levv15n40-024

Silva, J. F. (2024a). Enhancing cybersecurity: A comprehensive approach to
addressing the growing threat of cybercrime. Revista Sistematica, 14(5), 1199-1203.
https://doi.org/10.56238/rcsv14n5-009

Silva, J. F. (2024b). Sensory-focused footwear design: Merging art and well-being for
individuals with autism. International Seven Journal of Multidisciplinary, 1(1).
https://doi.org/10.56238/isevmjvin1-016

=

LUMEN ET VIRTUS, Sdo José dos Pinhais, v. XIIL,n. XXXI, 2023



