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OF TRENDS IN THE MARKET FOR ORGANIC
PRODUCTS IN KAZAKHSTAN BASED
ON SOCIAL RESEARCH TOOLS

D.S. Samenbetova, O.Yu. Patlasov

Background. Recent years have seen the demand for organic products steadily
growing both in the domestic and foreign markets. This makes it relevant and
important to identify specific factors that will affect consumer behavior in the future,
using the example of the local market. The purpose of the study is to determine the
factors for promoting environmentally friendly products and to identify consumer
demand patterns through social research tools. The article deals with research of
market capacity for organic products based on an analysis of consumer behavior
across the Republic of Kazakhstan, with sociological survey serving as a basis.

Purpose. The purpose of the study was to gauge the capacity of the consumer
market for organic products in Kazakhstan. In order to identify the factors driving
consumer behavior, sociological studies were done based on a survey of Internet
users focused on the consumption of organic food, as well as polling of customers
of specialized stores of organic products in Astana.

Methodology. The study utilized general scientific methods of cognition of socio-
economic phenomena and processes: logical and analytical methods, classification,
systemic and holistic approaches, ways of synthesis and comparative analysis,
sociological survey and polling.

Results. The sociological surveys made it possible to identify what consumers
of organic products looked like and to generate proposals on how producers should
further develop organic farming.

Conclusions. Primary cities of organic products consumption in Kazakhstan are
Almaty and Astana. The main reasons for this pattern are local population’s high
purchasing power, high population density and quite high environmental pollution.
Residents of urban areas are more aware of the rapidly developing segment of the
food market. Yet, until now, consumers have failed to distinguish pseudo-labels from
certified products. The legislators have taken a number of steps to legally interpret
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and regulate the organic market. Market research has confirmed the need to promote
awareness among producers and shape consumer behavior.
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Hayunas cratbs

OHEHKA EMKOCTHU U HCCIIEJOBAHHUE
TPEHJIOB PBIHKA OPTAHUYECKOM IMTPOIYKIIUA
KA3AXCTAHA HA OCHOBE UHCTPYMEHTOB
COILIMOJIOTUYECKHNX UCCJEJTOBAHUN

J.C. Camenobemosa, O.10. Ilamnacos

Obocnosanue. 3a nocieonue 200bl CNPOC HA OP2AHUYECKYIO NPOOYKYUIO CIMa-
OUTLHO pacmenm Kax Ha 6HYMpPeHHeM, MAaK U Ha 8HewHux puinkax. [loomomy cmano-
BUIMCSL AKMYATLHBIM 80NPOC BbIAGIEHUE KOHKPEMHBIX (haKmopos, Komopbvie 6y0ym
61UAMb HA NOMpebumenvckoe nogeoenue 6 6yoywem, Ha npumepe 10KAIbHO20
puinka. Ha ocnoge coyuonozuueckoeo uccied08anus pulHka nompeoumenscroi
opeanuyeckou npodykyuu Kazaxcmana oana oyenka cocmosnus u nepcnekmus
Pacuuperuss eMKoCmuU PbIHKA OP2aHUYeCKUX npoOYKIMOo8 NUMaHusl, Gbise1eHbl 3d-
KOHOMEPHOCIU NOMPEOUMEnbCKo20 CpoCcd, d MAakKice NPeoaoAdcetbl Mepbl 20Cy-
dapcmeeHHo N000EPAHCKIU.

Ienv. Boiasums paxmopwl, 6IUAIOWUX HA NOMPeOUMenbcKkoe nosedenue ¢ no-
MOWBIO COYUONOSULECKUX UCCTEO08AHULL HA OCHOBE ONPOCA NOTb308aAmenell cemi
Humepnem, opuenmupoganuvlx Ha nompeodienue opeanuieckux npooyKknoe numd-
HUSl, a maxace onpoca noKynamenel cneyuanu3uposaHHbIX MazasuHo8 opeanuye-
CKUX NpoOYyKmMog 6 2. Acmana.

Mamepuanst u memoodul. B npoyecce ucciedo8anusi RPUMEHIUCH 00U eHayY-
Hble Memoobl NO3HAHUS COYUATLHO-IKOHOMUYECKUX AGNICHUL U NPOYECco8: 102U-
uecKull, AHATUMUYECKULl MEmoobl, K1ACCUPUKAYUA, CUCMEMHBIL U KOMNIEKCHbIL
100X00bl, MENMOObL CUNINE3A U CPAGHUMENLHO20 AHAU3A, COYUOTOSUYECKULL ONPOC
U aHKkemuposauue.
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Pesynomamol uccnedosanus. Iposeoenivle coyuonoutecke onpocsl no360-
JUIU BBIABUMb OCODEHHOCMU Nompedumenel OpeaHuyecKoll npoOyKyuu u copmu-
POBamb npednodiceHus Ol NPOU3800Umeell N0 OALbHeUeMy Pa3gUmMu OpeaHu-
YECKO20 CelbCKO20 XO3AUCMEA.

3akntouenue. Kaxk nokazano ucciedosanue, OCHOBHbIMU 20p00amu nompeoie-
HUsL AIAIOMCA 2. Aimamul u 2. Acmana. [1asHbimu npuduUHamu makou meHoeHyuu
SAGIAIOMCS BbICOKASL NIAMENCECNOCOOHOCHb HACELEHUSL, BbICOKAS NLOMHOCMb HA-
cenenust u Q0CMamoyto BbICOKAs 3A2PSAZHEHHOCIb IKOL02UHeCKOol cpedvl. JKume-
U Me2anonucog bonee nPOUHGOPMUPOBAHsL 0 OLICMPO PA3BUBAIOUIEM CE2MEHNE
npPo00BoILCMEEHHO20 pbiHKa. Ho 00 cux nop Hacelienue He omauyaem ncegoo-map-
KUpOGKy om cepmuuyuposanto2o npooykma. Taxum obpazom, Heobxoo0umo npo-
600UMb UHDOPMAYUOHHYIO NOTUMUKY CPeOU NPOU3B00Umeneil U NOKYnameiel.

Kntrouesvre cnosa: poiHOK opeanuieckoil npooyKyuu, nompeodumeibckoe noge-
OeHue; eMKOCHb PbIHKA, COYUOIOSUYECKUTL ONPOC; NPOOOGOIbCMEEHHbIE MOBAPbL

Jna yumuposanua. Camenoemosa /].C., Ilamnacos O.FO. Oyenka emxocmu
U uccredo8anue mpeHoo8 PulHKA opeanuyeckoi npooykyuu Kazaxcmarna na oc-
HOBE UHCMPYMEHMO8 coyuonoudeckux uccieoosanuil // Siberian Journal of Life
Sciences and Agriculture. 2023. T. 15, Ne4. C. 446-467. DOI: 10.12731/2658-6649-
2023-15-4-446-467

Introduction

Kazakhstan gained new opportunities in the development of the market for or-
ganic products in 2013, following the approval of the Concept for the Transition of
the Republic of Kazakhstan to Green Economy for 2013-2020 [249]. In the short-
est possible time, the Government developed standards for agricultural produce.

In accordance with the Concept and based on international standards, in
2015 the Parliament of the Republic of Kazakhstan adopted the law “On the
Production of Organic Foods”. The law governs production of organic output,
which in turn will enable Kazakhstan to join the international market for or-
ganic products; thus, the state will be able to regulate the import and export of
domestic products. Kazakhstan has huge lands that are still traditionally culti-
vated without the use of synthetic fertilizers and pesticides [912]. In this case,
Kazakhstan has more advantages compared to other CIS countries.

The production and sale of organic farm produce is an objective national
competitive advantage offered by the agro-industrial complex of Kazakhstan.
The law meets the rules and regulations of the international law of the IFOAM,
and, hence, complies with international quality and control standards for or-
ganic products (The Food and Agriculture Organization (FAO) [2121]. The
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adoption of this law enables Kazakhstan to join the world organic trade market
and provides positive trends for the development of farming in Kazakhstan.
Thus, the Government is interested in the development of this segment in the
agro-industrial complex and is ready to support the initiatives of agricultural
producers that switch from traditional farming to organic farming. According-
ly, a constructive analysis is needed into whether consumers are willing to buy
organic products at a higher price.

Objective

The purpose of the study was to gauge the capacity of the consumer mar-
ket for organic products in Kazakhstan. In order to identify the factors driving
consumer behavior, sociological studies were done based on a survey of In-
ternet users focused on the consumption of organic food, as well as polling of
customers of specialized stores of organic products in Astana.

Materials and methods

Growth of popularity of organic food fuels scholars’ interest towards vari-
ous aspects of the organic food market (customers’ trust towards organic labels
[11,2121], governance structures used for distribution of organic food [17423],
place of organic agriculture within modern trends of evolution of food market
[12,15,18,19,23,242222, 1424, 1525], legal regulation of organic food market
[20] etc). The problems of comparative analysis of the influence of key factors
on the consumer behavior in relation to organic products in the regional markets
of the CIS were reflected in the studies of such researchers as V. Blagoyev, Y.
Shustova, and I. Mishchenko [21]. Scientists V. Grigoruk V and Y. Klimov de-
scribed a detailed analysis of the organic market in Kazakhstan, as well as the
potential opportunities for the country [45]. Article by J. Costa et al., K. Morga-
do, A. Fernandez, M. Guerra, S. Brandao conducted a study, which was based
on a sociological survey of Internet users and the population of the Portuguese
city of Almada [310]. The survey focused on the buying habits and consumption
of biological products, as well as a motivation to purchase them. Researching
the market capacity for organic food products was also addressed by P. Illukpi-
tiya [16109].The authors analyze the US organic food market, which has been
growing steadily since 2002 when national standards for organic output and
processing were enacted with the support of the US Department of Agriculture
(USDA). In a review by M. Basha, S. Mason, M. Shamshudin, et al. «Consum-
ers’ Attitude to Organic Products», the authors also did an empirical study to
identify factors of consumer behavior. The study showed that interest in organic
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products is growing every year, and the main factors driving the purchase are
concern for the environment, health and lifestyle, food quality and judgment
towards organic food [19].

The study utilized general scientific methods of cognition of socio-economic
phenomena and processes: logical and analytical methods, classification, sys-
temic and holistic approaches, ways of synthesis and comparative analysis, and
sociological survey. The sociological surveys made it possible to identify what
consumers of organic products looked like and to generate proposals on how
producers should further develop organic farming.

The study analyzed the following regulatory documents that provide official
data on the development of an organic products market: “State Program for the
Development of the Agro-industrial Complex of the Republic of Kazakhstan
for2017-20217, Law of the Republic of Kazakhstan No. 423-V from November
27,2015 “On the production of organic foods” (as amended as of October 28,
2019) [6]. A number of Russian authors should also be noted for their focus on
the issues of the methodology for the formation of the organic foods market: Y.
Varavin [223] [22], Kotliarov L. [10], T. PolushkinaT. [158].

Marketing experts emphasize several types of market capacity: actual, avail-
able and prospective. Ways of calculating the market capacity include:

In a bottom-up method, market capacity is calculated as the sum of all po-
tential purchases of goods or services in a specific target market segment for a
specific period, usually for a year, in three ways

— In quantitative terms - market capacity for the reporting period X (thou-
sand dollars) is the volume of the target audience (thousand people) %
the rate of purchase of goods for the reporting period X (pcs.)

— Inmonetary terms - market capacity for the reporting period X (thousand
dollars) is the volume of the target audience (thousand people) x the rate
of purchase of goods for the reporting period X (pieces) * an average
price of a unit in the market (rubles)

— In terms of volume - market capacity for the reporting period X (thou-
sand dollars) is the volume of the target audience (thousand people) x
the rate of purchase of goods for the reporting period X (pieces) * an
average volume of a product unit (unit of volume)

A top-down method defines market capacity as the sum of retail sales of all
competitors in a given segment. It is enough to estimate the sales of several in-
dustry leaders, whose share will be around 80-90% of the total market capacity.

When calculating existing sales, research companies contract with the larg-
est chain retailers to furnish information and analyze the sales in certain cat-
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egories of goods, which helps them make conclusions about the volume of
certain categories.

Market potential analysis is delivered by the Category Development Index,
or CDI; Brand Development Index, or BDI, and Growth Potential Index, or GPI.

Sociological methodologies have been utilized in a number of studies
dealing with organic agriculture. Studies in 2013 - 2018 show that the main
driver for consuming organics is health concerns. As research by TNS and Yan-
dex-Market for Russia shows, it is mostly homemakers who buy organic food
for their households and relatives — and mothers for their children — making
up 40% [24192]. Regular advocates of a healthy lifestyle among buyers make
up about a third. Only one tenth of such buyers are told by a doctor to do so,
with the so-called luxury segment making up the same number. The remaining
5% of organic food buyers do it as a tribute to fashion. Well, in 2007-2008 the
luxury segment was the main purchasing audience, accounting for more than
90% of buyers. It can be concluded that the target segment took shape in this
variant, and, in the future, it will continue to develop. Tired of marketing tricks,
up to 80% of staunch adherents of organic food today in the Russian Federa-
tion buy it only from trusted producers (which also hinders the development
of the market) [1924].

In 2014, the Statistics Committee of the Ministry of National Economy of
the Republic of Kazakhstan delivered a one-off large-scale social study — “Qual-
ity of Life” — which surveyed (interviewed) 12 thousand households, aimed to
identify the correlation between the commitment to organic food and income
of households as divided into 5 conditional social groups: low-income; not
poor, but not the middle class either; middle class; upper middle class; well-
off (wealthy). In the survey, 42% of households who consider themselves to be
in the upper middle class replied that they steadily consume environmentally
friendly products, and 46.8% partially consume them, in contrast to low-income
families, of which only 18% consume environmentally friendly products [213].

The authors did an online survey of food consumers in Kazakhstan to as-
sess the capacity of the market for organic products. The survey was conducted
using Google Drive - the respondents filled in questionnaires in Google Drive.
This ensured complete anonymity of the study and the objectivity of statistical
results. This survey can be repeated, because all data is stored on the Google
Drive, therefore, in the future, new data can also be analyzed. A survey was
conducted among buyers of specialized stores focused exclusively on the sale
of organic products in order to draw up a more accurate profile of a consumer
of eco-friendly products and to identify factors of consumer behavior.
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Results of the research

Total retail sales, according to the FiBL survey [6713], amounted to almost
125 billion euros in 2021, representing an estimated increase of approximate 3
percent and thus a considerably slower increase than in 2020, when due to the
Corona pandemic the market increased by more than 10 percent. The country
with the largest market for organic food was the United States (48.6 billion eu-
ros), followed by Germany (15.9 billion euros), France (12.7 billion euros) and
China (11.3 billion euros).

By region, Europe had the lead (54.5 billion euros), followed by North
America (53.9 billion euros) and Asia (13.7 billion euros) (Fig. 1). (FiBL & IF-
OAM - Organics International (2023) [7814]: However, in terms of the amount
of organic food consumed per capita, European countries are well ahead of
others in the world (Fig. 2). Whereas the highest per capita consumption by
region was in Northern America (143.7 euros), by country, it was highest in
Europe. In 2021, Switzerland had the highest per capita consumption (425 eu-
ros) worldwide, followed by Denmark (384 euros), Luxembourg (313 euros)
and Austria (268 euros).
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Fig. 1. The ten countries with the largest markets for organic food 2021
Source: FiBL & IFOAM — Organics International (2023): The World of Organic
Agriculture. Frick and Bonn [1487]

There is no official statistics on the production of organic food in Kazakh-
stan, with no public register of organic producers available. According to the
National Accreditation Center, in 2019 Kazakhstan ranked ninth in the export
of organic food products to the EU, having increased supplies to 85,675 tons,
although in 2018 exports amounted to 50,250 tons [6713].



Siberian Journal of Life Sciences and Agriculture, Tom 15, Ne4, 2023 453

Switzerland 425

Denmark
Luxembourg
Austria
Sweden
Liechtenstein
Germany
France

USA

Canada

Country

100 200 300 400 500
Per capita consumption (EU)

o

Fig. 2. The ten countries with the highest per capita consumption 2021 (in Euros)
Source: FiBL & IFOAM — Organics International (2023): The World of Organic
Agriculture. Frick and Bonn [1487]

This being said, Kazakhstan ranks sixth in Asia in terms of the total area of
organically certified land, but in the future the country may rank third in Asia
after China (3,135,000 ha) and India (1,938,221 ha). The following countries
became the main exporters: Great Britain, Italy, Germany, France, Belgium, the
Netherlands, Poland, Russia, Ukraine and other countries (State Program for
the Development of the Agro. 2017). According to the annual statistics of FiBL
& IFOAM - Organic International (2020) - FiBL survey 2021 [6714], Kazakh-
stan joined top 10 countries at year-end 2019 with a high increase in the use of
organic lands (Fig. 3).
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Fig. 3. Top 10 countries with the highest increase in organic lands in 2019 (ha)
Source: FiBL & IFOAM — Organics International (2021): The World of Organic
Agriculture. Frick and Bonn [614]

According to the annual statistics of FIBL&IFOAM - Organic Internation-
al (2020) - FiBL survey 2021, at year-end 2019, Kazakhstan joined countries
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from the DAC (Development Assistance Committee) list with the largest areas
of organic agricultural land in 2019 (Fig. 4) [6713].
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Fig. 4. Top 10 countries with the largest areas of organic farming lands in 2019
Source: FiBL & IFOAM — Organics International (2021): The World of Organic
Agriculture. Frick and Bonn [6714]

FAO defines it the following way: organic refers to a product that has been pro-
duced in accordance with certain standards throughout the production, handling,
processing and marketing stages. Once confirmed by a certification authority that
a product complies with organic standards, the product receives a label [1011].

There are not any uniform standards and requirements for certification of
organic food products in Kazakhstan yet, but international certification bodies
are actively operating in the market. Each group of organic products, which
will be presented below, has its own certification standards. If a producer plans
to export its food products to the European market, the products must comply
with the standards of EU 834/07, and if it is the North American market, then
the NOP conditions have to be followed [5, p. 153].

The organic food market in Kazakhstan may be divided into four major groups:

1. Food items certified according to international standards

2. ECO labelled products are items certified according to international stan-
dard ST RK 1618-2007 “Environmentally safe product”. In accordance with this
labeling policy, International Academy of Ecology offers producers the trademarks
“ECO”, “Bio”, “Organic”, “Non GMO”. Thus, in accordance with the requirements
of the International Academy of Ecology, ECO, “Organic”, “Bio”, “Non GMO” are
products made without synthetic pesticides and herbicides, chemical and synthetic
mineral fertilizers, growth regulators, artificial food additives, antibiotics, radiation
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of heavy metals, as well as without genetically modified products (GMO) [62] This
international standard has nothing to do with the certification of organic products
according to the standards of the Republic of Kazakhstan.

3. Bio-farmers’ non-certified products. This is all produce from local farm-
ers that is not certified, but, at the same time, the production, processing, stor-
age and transportation of such produce take place in accordance with organic
requirements. This group may include “spontaneous bio-farmers”. These or-
ganic producers use land that has not been treated with synthetic substances.
However, as they cannot provide extra finance, special organic fertilizers are
not used. This category is not organic producers, but any uncultivated land at
their disposal may become such in the future. An example of this group of pro-
ducers is the Aul Berekesi Company. The company is a retail and online store
of farm produce in the cities, i.e. is merely an intermediary between consumers
and farmers, but does not produce organic food. Thus, the company sells natural
GMO- and chemical-free products that are not certified or labelled. An example
of this format of cooperation between a farmer and a producer is available in
Russia, an example being lavkalavka.ru.

4. Pseudo-natural products. These products are labeled as organic only as
part of a marketing strategy, i.e. labels are not confirmed by the certificate.
An example is a product with “GMO-free”, “preservative-free” and “chemi-
cal-free” labels. This segment of products only harms the suppliers of certified
products since it misleads ordinary consumers.

Over the last five years, consumers and farmers have been concerned about
the development of natural produce market. There is a plenty of factors for the
organic foods market to be developed. First, this is high added value due to the
cost of fertilizers, and then the cost of processing and storage. Producers have
been offered another opportunity to occupy and develop a new niche in the con-
sumer market, with consumers increasing their demands to improve the quality
of life. This is evidenced by both surveys of farm producers and consumers. The
survey results will be presented below. Likewise, possible governmental support
at the initial stage in the form of preferential lending and grants, and access to the
foreign market provide a certain incentive for farmers. Setting up points of sale
for organic food, increased interest of organic food suppliers, and consumer sur-
veys indicate that there is more and more consumer demand for organic products.

Discussion
As part of the study, a social survey “Analysis of the Organic Market of Prod-
ucts in Kazakhstan” was conducted among online users. The polling comprised
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around 500 respondents over the age of 20 as part of the working population from
government and business structures. Using sociological study as a basis, the authors
made conclusions about the attitude of Internet users to the organic food market.

Based on the data produced from the sociological survey, it can be argued
that online users across Kazakhstan have different ideas about organic produce.
Only 45% of the respondents have general information about this category of
the food segment. A small number of respondents have heard about organic
food from friends and family (2.9%). However, almost every tenth respondent
in Kazakhstan is not familiar with these products at all. This must be factored
into public outreach efforts and information strategies to promote this segment.

The survey revealed a category of people who consume organic products
and know about them. In our survey, less than 10% of respondents complete-
ly trust the food labels. Further, the authors tried to find out how often local
consumers consume organic products. In Kazakhstan, the largest share of re-
spondents (49%) buy these products quite often and 4.9% - almost every day.

The following data made it possible to reveal the following pattern. Since
traditional food products are less expensive than organic food, there is a link
between the demand for organic food and the growth of incomes of the popula-
tion. According to the pattern of consumer behavior, as first described by Ger-
man scientist Ernst Engel in 1857, as the population’s income increases, food
expenditures increase to a lesser extent, and the consumption pattern changes
towards higher quality products.

It should be kept in mind that, in general, the demand for food is inelastic
in terms of both price and income. As far as methodology, what concerns us is
the effect of cross elasticity of demand as the ratio of the percentage change in
demand for one good to the percentage change in the price of some other good.
A positive value means that these goods are interchangeable (substitutes), and
a negative value shows that they are complementary (complements). Typical-
ly, organic food products and conventional food products are complementary
products that satisfy the same taste preferences but differ in quality.

It should be noted that organic food has a short shelf life and must be trans-
ported in a special way, which makes added value for these products higher.

I'would like to note the relationship between consumers of organic products
and monthly income. Around 26% of respondents said their monthly salary was
about 100 thousand tenge (rough rate of 1 Kazakhstan tenge (KZT) is 0.0023
Dollar (USD) as of May 10, 2023). Only 12% have a monthly income of more
than 250 thousand tenge per person. Fifteen percent of respondents have an in-
come of 200 thousand tenge and 17% have an income of 150 thousand tenge.
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The sociological survey has revealed a certain group of consumers in Ka-
zakhstan who know about organic food (11.8%) and are ready to pay more than
5 thousand tenge per day for them per person (27%). More than 60% of respon-
dents follow proper nutrition habits and consume organic products from time to
time. Nineteen percent of respondents said that they do not have the financial
ability to buy these products.

Almost 65% of Internet users said that the main factor in the consumption
of organic products was its health value. Seventeen percent of respondents not-
ed concern for the health of children as the main factor in consumer behavior.
Nine percent consume organic products due to health problems (gastrointestinal
problems and the likelihood of allergies).

The main segment for consuming natural produce — as the polling has re-
vealed — is Astana (55% respondents) and Almaty (30%).

The observations have established that the main consumers of organic prod-
ucts are, first, people with a high level of income and families with children
under the age of seven.

Based on the analysis of the respondents’ replies, we can present the main
factors influencing consumer behavior (Table 2).

The study revealed the following point. The percentage of the population that
understand the idea of organic products is small, making it 11% of the respondents.
As there is no regulatory framework and no clear understanding of how producers
are classified (pseudo-labels, “spontaneous producers”, “certified products™), con-
sumers do not yet understand what products are considered organic. Completely
distrustful of “organic products™ labels are 18.6% of respondents in Kazakhstan,
with 31% characterizing organic products as a sales pitch to increase value.

In order to determine the market capacity in the course of the study, we tried
to find out where consumers of the country under analysis buy natural bioprod-
ucts available in retail outlets in a particular region.

The following figures characterize this fact. Thirty percent of respondents
purchase organic products at markets and fairs (i.e. in places where products
do not have special certificates, etc.). Thirty nine percent of respondents trust
specialized shelves in regular supermarkets (therefore, this group buys pseu-
do-natural products with BIO labels more often). I would also like to note that
there is no mandatory certification system for national products in the Republic
of Kazakhstan, which results in consumers associating eco-friendly products
with products free of chemicals and GMOs. Sixteen percent of interviewees
trust organic products grown by friends or special farms. Only 11% trust spe-
cialized stores with certified products.
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Table 2.

Factors that put together the profile of a potential retail buyer in an organic market
Factor Profile Degree of
influence

Purchasing power | People with an income above average find themselves | Crucial
increasingly reflecting about the quality attributes of
products rather than their quantitative attributes.
Family status, Families with children under the age of 7 High
parental status
Health condition | People with health problems, especially with GIT | High
disorders, consume organic foods in accordance
with their diet

Place of residence | Cities with population of over 1 million residents, | High
in part — regional centers

Awareness Active users of Internet and social networks know | Medium
organic products better.
Education People with higher education are more informed Medium

and concerned about the green economy, so they
are more deliberate in their choice of products

Food preferences | When picking food products, they scan through the | Medium
packaging, specifically the producer, composition,
GOST and compliance with certification standards

Age Young people find it fashionable, older people do it | Medium
out of health concerns
Gender There is a slight dependence relating to the fact that | Low

women give consideration to organic products

*The table has been compiled by the authors

For the purposes of this study, it is important to determine what mechanisms
for identifying the quality of organic products can be used to build a strategy in
the future and what tactics of taking these foods to the consumer market can be
utilized, and which channels for promoting organic products are most effective
for the countries in review. Thus, as the next stage of the study, a sociological
survey was conducted among buyers of organic products in specialized stores.

At present, there are about 20 stores of organic products nationwide that sell
food products, food supplements, and household care products.

Nowadays, it is common to find specialized organic food shelves. A group
of “non-certified organic products”, for example, of the Aul Berekesi compa-
ny, is represented in the supermarket chains such as “Green”, “Becker and K”,
“Yubileiny”, and “Ramstore”. In Astana, specialized stores of imported organic
products have been around since 2012.
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The main customers of these stores are premium customers, because prices
for these products are quite high. Main product line used to be berries and exotic
fruits, and now the range has extended to farm produce that has passed labo-
ratory tests. Almost all sellers do their business through an online store. Now
e-commerce is the most simple and popular channel to sell organic products.
The main advantage is that there is only one intermediary charged with prompt
delivery of goods to the buyer.

Non-certified bio-farmers unwilling to bear product certification costs main-
tain the most transparent production system for a consumer, and, therefore, they
work directly through social networks.

In order to analyze behavior of buyers of organic products, we picked one
of the popular specialized stores of organic products in the capital - ASTA-
NA-EcoShop. At the information desk and with the help of Google Drive, we
surveyed store buyers, and identified primary factors for consumption of organic
products, as well as product characteristics.

Vegetables and fruits (36%) joined the top three in the ranking of most want-
ed organic products, followed by meat and fish products (25%) and dairy prod-
ucts in the third place (22%). The analysis of the respondents’ replies helped
yield the following data.

Half of the respondents said that they bought products in this store 1-2 times
a week. Only 10% of buyers buy food every day, with 31% noting that they
consume organic products quite rarely. Almost 45% of respondents said that
they would like to buy these products more often.

Thirty five percent of shoppers said that they could not buy groceries in this
store more often because of low pay. Fifteen percent noted that the location and
traffic challenges make it impossible to shop en route, so a trip to the store hap-
pens once a week. Ten percent noted the high cost of delivery.

The country and reputation of the producer have a great influence on the
consumer choice, and this is especially important for food products. The ma-
jority of respondents in Kazakhstan carefully read who is a food producer and
give preference to those who are well known to this market. Eighty four percent
of consumers pay attention to the label, reading the composition and looking at
who the producer is. Only 11% of respondents in Kazakhstan, when they buy
food, do not pay attention to who the producer is and do not read the labels, with
4.9% looking only at the price of the product. Thus, not all respondents agreed
with the phrase “expensive means good quality”. Around 50% said that they
match information about the product, which is its benefits, to price.

The study helped identify the following point. Out of general variety of food
products available in the market, including products from foreign countries,
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majority of respondents give preference to domestically produced products,
considering them to be of the highest quality and at affordable price. Sixty-five
percent of the respondents prefer “Made in KZ” products, and 8% said that they
would buy what is cheaper, with 22% failing to notice the difference between
imported and domestic products.

When the respondents were asked to note the main factors affecting what
product they would choose, almost 64% said that they look at benefits and safe-
ty of consumption when choosing food. Only 8% do not think about it. Thus,
majority of consumers pay attention to information about the health benefits
of a particular product, and this information should be available to consumers
at the time of purchase, which means it is necessary to deliver information and
marketing campaigns in such a way that a potential buyer knows everything
about the benefits of an organic product.

Thus, the organic products industry in Kazakhstan has been evolving almost
since 2012, but has not yet achieved big results. The industry is quite new and
specific, so the mechanism of interacting with both potential producers and
consumers has not yet been clearly developed.

Product awareness has not yet been shaped. Residents of Kazakhstan learn
about most of the benefits of organic products from the Internet, with the con-
sumer failing to understand the difference between “organic”, “organic prod-
ucts”, “BIO”, “GMO-free”, “eco-products”, “natural product”, unaware of strict
requirements for the production and labeling of organic products. For some, all
organic products are just a sales pitch.

Hence, the issue of certification and labeling becomes relevant. After all,
only the “organic” label and a conformity mark give 100% confidence to the
consumer about the natural origin of raw materials, and the high quality of the
product without the use of any chemicals, preservatives, GMOs, etc. [419, P.
14]. Moreover, a large proportion of consumers in Kazakhstan are unaware of
the labels of organic products incorporating a special conformity mark. In most
cases, consumers will read the information on the packaging that this food prod-
uct complies with the established GOST.

Kazakhstan does not have a unified certification system in accordance with
an international certificate, while it is expensive to undergo certification with an
international certification authority. This is why it will be unrealistic for a local
producer to enter the international marker without state support.

Conclusion
The analysis of development patterns in consumer demand for eco-friend-
ly products has shown that primary cities of organic products consumption in
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Kazakhstan are Almaty and Astana— large urban centers. The main reasons for
this pattern are local population’s high purchasing power, high population den-
sity and quite high environmental pollution. Residents of the urban areas are
more aware of the rapidly developing segment of the food market. Of course,
the study revealed that the population of Kazakhstan — at least in part — under-
stands what an organic product is. Overall, buyers describe these products as
natural products free of chemical substances, GMO and others, and may decide
to choose such food products for themselves and their families. Thus, the esti-
mate of the consumer market’s capacity reveals the following findings:

1. Public in Kazakhstan, especially in the regions, is almost not informed
about the consumption and marketing of organic products. The public has no
idea about the points of sale, and there is no information support. It should be
noted that every year the issue of green economy development is relevant in
both the President’s Address and State Development Strategies, i.e. at the gov-
ernmental level, the efforts to inform the public about the development of the
organic products have not been delivered. Producers are unable to realize their
own marketing strategies. Farmers and small businesses do not even know how
to enter the regional, and even more so, the international market.

2. Atfirst glance, the consumer is not always able to distinguish a pseudo-label
from a real organic product, because the survey has made it clear that buyers are
not always willing to spend time on studying the label and the composition of the
product. The price, as the study has found, does not always match the quality of
the product, from the point of view of the consumer. Therefore — with regard to
eco-friendly products — the main proof remains to be the certification and labeling
of products with generally accepted marks and images confirming the quality of
the product. This is why these aspects are a kind of trigger for consumer behavior.

3. A large number of pseudo-labels and absence of uniform national certi-
fication standards mislead consumers. Kazakhstan does not have a register of
organic producers, which is actually prescribed by the Law “On the production
of organic products”. The survey showed that there is a share of consumers
who think that the “organic” label is just a sales pitch. These factors hinder the
development of the domestic market.

Organic products are mostly targeted at the premium group of people, i.e.
for these consumers pricing is not the most important in their choice. A con-
sumer who makes a purchase based on quality is less price sensitive. Hence,
both outreach policy and advertising should be structured differently. Produc-
er must establish itself in the market, i.e. the word-of-mouth effect comes into
play. People are ready to trust recommendations and references, and live ex-
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amples. Over time, high prices become a norm, but the first thing a customer
remembers is quality.

Accordingly, based on the above conclusions, the authors have made the
following recommendations. First, domestic organic producers in Kazakhstan
should boost public awareness of the benefits of eco-friendly products. The
public should distinguish between pseudo-labels and special marks (approved
at the legislative level). The public must understand the difference between a
pseudo-label and a certified product.

Secondly, there is no register of organic producers in Kazakhstan and, in es-
sence, the state does not provide adequate support to them. As the survey shows,
many respondents trust domestic producers more due to the proven benefits of
natural products. “Made in Kazakhstan” State Program is gathering pace, and
the communications and outreach policy to promote organic products must be
arranged in such a way as to allow the local public to become familiar with
domestic producers and trust them just as they would trust foreign producers.

Thirdly, the evaluation of the organic market capacity allowed the authors
to determine that the main consumers are upper income families with children.
Hence, the communications and outreach policy must emphasize the benefits of
consuming organic products on a daily basis. Family shopping is not a sponta-
neous act, so the sales points need to be conveniently located and be on everyone’s
lips. Availability of online stores and delivery channels increases the probabili-
ty of purchase. In their marketing strategies, organic producers should place the
right emphasis, accommodating the preferences of married couples with children.
Thus, we believe that these results of the sociological survey and measures will
increase the share of organic food, and can be used for further research.
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