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ABSTRACT: The analysis focuses on the opportunities for organic food market development. The research objective is 
the identification of the conditions for the development of supply in the organic farming market. To achieve the research 
objective, a survey concerning the opportunities for the development of organic food supply in Poland was conducted in 
two groups of respondents: the distributors (N=120) and the owners of organic farms (N=120). The following methods 
were used: statistical description, non-parametric Wilcoxon signed-rank test and exploratory factor analysis. The results 
of the analysis show that factors expressing environmentally friendly consumer behaviour and preference (especially 
according to distributors) as well as public support under the policy of Polish institutions involved in the payment of EU 
subsidies (especially according to farmers) are of the highest significance. The way in which they were assessed by 
organic farmers indicated the need for an improved, more stable Polish system of EU subsidies. Furthermore, their rates 
should be higher. An important challenge for market development is to improve the links between the spheres of distribu-
tion and agricultural production. The limitations of the conducted study concerned the barriers to market development 
and the prices acceptable for farmers, so the authors will continue their research in these directions.  
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Introduction 

Organic agriculture brings positive external effects: social (health) benefits like reduced pesticide 
exposure and potentially higher nutritional content, and environmental benefits such as better qual-
ity of air and water, carbon capture, improved soil health and biodiversity (ECA, 2024). In the period 
from Poland’s accession to the EU in 2004 until 2013, there was a dynamic increase in the number of 
farms 617% and a 710% increase in the area under organic cultivation (Kociszewski & Graczyk, 
2021). Between 2013 and 2020, there was a decrease in the number of farms (by 24%, i.e., to 19.2 
thousand) and in the cultivated area (by 27%, i.e., to 509 thousand ha). After that, in years 2020 – 
2024 the production potential started to grow again (20% in the number of farms – to 23.15 thou-
sand (IJHARS, 2025a) – and 35.9% in organic area – to 691.5 thousand ha (IJHARS, 2025b), but it still 
accounts for 4.9% of the total agricultural area). The area of organic crops in the EU grew to reach 
a share of 10.9% of the total organic crops in 2023 (Willer et. al., 2025). 

In years 2020-2023 the value of Polish organic food market increased from 0.45% share of the 
total food market (Kociszewski & Graczyk, 2021) to 0.5% share in 2023 (Biokurier, 2025). This com-
pares to the increase from 44,8 billion EUR to 46,5 billion EUR in 2023, representing about 4% of the 
entire EU. According to Żakowska-Biemans (2022), from 2022 Polish organic food market would 
have grown by 9.4% each year and will reach around EUR 600 million by 2026. In 2023, it was 315 
million EUR (Biokurier, 2025); however, so far, it is visible that the market is much less developed 
than the production potential. The question that arises is: which factors could increase the sales value 
of organic food in Poland and could make the market better connected with the increase in the num-
ber of producers and organic agricultural area. The research objective was the identification of 
opportunities for the development of supply in the organic farming market. To achieve that goal, 
a survey among Polish organic farmers and food distributors was conducted. In the section “litera-
ture review,” we identified the research gaps, which helped to formulate the hypotheses. The next 
chapters involved the research methods and the results obtained in both groups of respondents 
(framers and distributors). They were compared and discussed in the light of the studies included in 
the literature review.

Literature review

There is a well-developed body of articles referring to negative factors influencing organic pro-
duction. From the point of view of farmers, the barriers to the development of the organic market 
include an underdeveloped and unorganised market, the lack of cooperation and communication in 
the supply chain, the lack of marketing knowledge, and low prices of organic food products (Kottila, 
2010; Vlahović et al., 2019; Koreleska, 2017). Other factors, that negatively affected the organic food 
market include insufficient domestic production and dependence on imports of processed products, 
inefficiencies in the supply chain, constant price fluctuations, insufficient or inadequate storage and 
logistics facilities, and the lack of marketing orientation (Żakowska-Biemans, 2011; Wägeli & Hamm, 
2016; Götze et al., 2016; Scalvedi & Saba, 2018). A supply-side factor causing the low share of organic 
food sales in total food sales was limited availability in consumers’ preferred food sales channels. The 
development of the Polish market for organic food was also hampered by disproportionately high 
prices of finished products (in relation to the production costs) resulting from high margins charged 
by intermediaries (Grzybowska-Brzezińska & Gorlowa, 2019). Furthermore, the business activity in 
the organic food sector was burdened by a significant risk of weather changes and the need to main-
tain a stable raw material base. 

The supply was dominated by cereal products as well as fruit and vegetable products, while the 
share of products of high consumer interest, i.e., dairy and meat, is much smaller (Łuczka, 2016). 
It was connected with the low share of farms with animals in the organic farming system, adversely 
affecting the sustainability of production (Sołtysiak, 2021). In 2024 the shares in the total number of 
organic processors were as follows: fruit and vegetable – 34%, cereal 13.3%, vegetable and animal fat 
– 4.5%, meat processing – 4.2%, milk and cheese – 2.7%, fish – 2.7%, sugar production – 0.2% 
(IJHARS, 2025c). According to a number of studies, Polish consumers believed that the prices of 
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organic products were too high (Żakowska-Biemans et al., 2016; Żakowska-Biemans & Tekień, 2017), 
while farmers believed that the prices of organic products were too low as compared to the prices of 
conventional food (Koreleska, 2009). The study from 2021 showed that, according to Polish consum-
ers, organic food was 60% more expensive than products from conventional agriculture (ASAP & 
Accenture, 2021). 

Most farmers said that they intended to continue their organic production activities only if finan-
cial support was provided (Kociszewski, 2016). The main institutional problem was the instability of 
regulations applicable to organic farming products, which increased farmers’ uncertainty and deci-
sion-making risk. According to Łuczka and Kalinowski (2020), farmers believed that institutional 
and regulatory barriers were of key importance. This mainly related to changes in organic farming 
regulations. Research conducted in the period during which the development of organic food produc-
tion in Poland slowed down (from 2013) (Komorowska, 2014; Nachtman, 2015; Gil, 2016; Najwyższa 
Izba Kontroli, 2019; Kociszewski et al., 2023) indicated, that there were administrative and bureau-
cratic barriers exacerbating with the decreasing level of public support for farms and the formation 
of producer groups. 

There is a much smaller number of studies on opportunities for the development of the organic 
food market. Some of them were identified in our previous studies (carried out in 2011, 2019, and 
2021). Initially, farmers believed that the greatest opportunities for market development lay in 
demand factors (including, in particular, consumer environmental awareness) and in the EU subsi-
dies. In 2021, their opinions worsened because of difficulties in reaching consumers (Kociszewski et 
al., 2023). The survey among distributors brought similar conclusions. As shown by research in Fin-
land (Kujala et al., 2022) concerning different factors and conditions that have led to a higher share 
of organic farming in the total agricultural area, both subsidies and the functioning of the production 
and distribution system played a pivotal role. Therefore, a combination of subsidy- and market-based 
approaches may be the most effective strategy (Bock et al., 2020). In our opinion, it is worth conduct-
ing more sophisticated research on market-stimulating factors. The literature review and the policy 
documents indicated the research gap in the lack of advanced studies analysing opportunities for the 
development of the supply side of the Polish organic food market. It mainly referred to the surveys 
among distributors. Based on the identified research gaps and the information presented in the lit-
erature review, two research hypotheses were formulated: 

H1. The public support policy for farmers (EU subsidies) is a great opportunity for the develop-
ment of the supply of Polish organic food. 

H2. The opportunities for the development of the supply of Polish organic food are most largely 
affected by the growing demand and the accompanying organic consumption patterns. 

Materials and research methods 

To verify hypotheses and to achieve the research objective, the analysis focused on the factors 
affecting distributors and organic producers in the light of the prospects for market development. 
The results are based on the survey carried out by a specialised company (in November 2021) on a 
random sample of respondents in two groups: distributors of organic food (N = 120) and Polish 
organic farmers (certified) (N = 120). Due to the lack of information about the structure of distribu-
tors of organic products in Poland, the criterion for choosing respondents in this group was the pres-
ence of certified organic food in their offer. The selected nationwide sample of organic farms reflected 
their area structure in Poland and their distribution by voivodeship. This sample is overrepresented 
by farms with an area of 5-10 ha and over 100 ha, and the largest shortage of representation con-
cerned the following voivodeships: Podlaskie, Warmińsko-Mazurskie and Podkarpackie. The com-
pany used the CATI (Computer Assisted Telephone Interview) method. The questionnaires were 
prepared by the authors. The questions differed in the number of criteria given in the questions 
depending on economic activity and concerned the relations between distributors and farmers, the 
relations of farmers with the recipients of organic products, the opportunities for the development of 
the distribution network of organic products, and the opportunities for the development of organic 
production. Respondents answered such questions on a 7-point scale. The authors used the IBM SPSS 
Statistics 27.0 or 28.0 statistical package in their calculations. 
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Both research hypotheses were verified using statistical descriptive methods, the Wilcoxon 
signed-rank test, and exploratory factor analysis of the responses of farmers and distributors con-
cerning their opinions on the opportunities for market development. Farm owners evaluated the 
opportunities for the development of production and increased sales in Polish organic farming.  
Distributors indicated the opportunities for the development of sales of organic farming products. 
The results obtained in both groups of actors were presented separately and compared.

The responses from organic farmers and distributors were analysed separately in terms of the 
significance of the opportunities. They were assessed by the respondents on a 7-point scale (1 – very 
insignificant; 7 – very significant). To check which opportunities play a significant role in the develop-
ment of distribution networks of organic farming products and the development of production, the 
non-parametric Wilcoxon one-sample signed-rank test was used. The test made it possible to check 
whether the location parameter (median in this study) of the responses is equal to a given value. On 
a 7-point response scale, 4 was a neutral value. Therefore, it was assumed that factors for which the 
median exceeds 4 should be rated highly, i.e., treated as those which largely stimulate the develop-
ment of organic farming production and the sale of organic products. For each factor, the null hypoth-
esis (the median is less than or equal to 4) was verified against the alternative hypothesis (the median 
is greater than 4). For a large sample (n > 25), the distribution of the T test statistic is close to a normal 
distribution (Aczel & Sounderpandian, 2018). The standardised Z statistic of the study is as follows: 

	 𝑍𝑍 = (𝑇𝑇 − 𝐸𝐸(𝑇𝑇))/√𝑣𝑣𝑣𝑣𝑣𝑣(𝑇𝑇) ,    (1)  
 

	 (1) 

where: 
T = min(S+, S–) – test statistic, 
S+ – sum of ranks of positive differences, 
S– – sum of ranks of negative differences, 
E(T) = n(n+1)/4 – expected value, 
var(T) = n(n+1)(2n + 1)/24 – variance

The exploratory factor analysis was used to identify the latent factor structure of opportunities 
for the development of organic production and increased sales. The aim of the exploratory factor 
analysis was to find a new set of variables, less numerous than the set of original variables, that 
expresses the relationships between observable variables (Kim & Mueller, 1978). 

Table 1. 	 The statistics of Kaiser–Meyer–Olsen test, Bartlett’s sphericity test, and reliability test – opportunities 
for development 

Item Number  
of factors

KMO  
adequacy 
measure-

ment

Asymp-
to-matic  

chi square 
statistic

df p-value Cronbach’s 
Alpha

Number of 
extracted 
compo-
nents

% of  
variance

Distributors 10 0.854 591.150 45 <0.001 0.878 4 78.9

Farmers 11 0.868 782.628 55 <0.001 0.903 3 72.7

Source: authors’ work in IBM SPSS Statistics 28.0. 

Each observable variable is a linear function of the unobservable variables (common factors) and 
a single specific variable. The coefficients of the linear combinations are the factor loadings. They 
determine how correlated the real variable is with the factors resulting from the loadings. The Hotel-
ling principal components method was used to estimate factor loadings. In this method, factors are 
determined by iteration. To make the extracted principal factors simpler to interpret, a factor rotation 
is carried out. The study uses a popular orthogonal Varimax rotation that minimises the number of 
variables needed to explain a given common factor (Rószkiewicz, 2002; Bednarska & Cypryańska, 
2013).
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The factor analysis was carried out separately for the responses obtained from farmers and dis-
tributors. The validity of the use of the factor analysis is each time evidenced by the following: (i) the 
Spearman’s rank correlation coefficients with statistically significant values indicating at least mod-
erate correlations between pairs of factors; (ii) a high value of the Kaiser-Meyer-Olsen test (with KMO 
usually exceeding 0.7), proving the that the correlation matrix is adequate to the assumptions of the 
factor analysis; and (iii) a statistically significant result of the Bartlett’s sphericity test (), confirming 
that the correlation matrix as a whole contains significant correlation coefficients. The exploratory 
factor analysis was performed using principal component analysis with Varimax rotation (with Kai-
ser normalisation). The scree plot criterion was used to determine the number of components and 
explain at least 70% of the common variance. Four components were usually extracted (three in one 
case). The extracted common factors together explain between 72.7% and 78.9% of the variance, 
which should be considered quite high (Table 1). 

In the dimension-reduction procedure, all factors corresponding to opportunities were included. 
The reliability and high consistency of the scale used with the number of variables defined in this way 
is evidenced each time by a high value of the Cronbach’s alpha statistics (higher than 0.75).

Results 

Distributors identified opportunities for the development of sales of organic farming products in 
Poland. They used a 7-point scale (1 – a very low significance of the factor; 7 – a very high significance 
of the factor). Fig. 1 shows the box plot graphs of the distribution of responses. 

Figure 1. 	Opportunities for the development of sales of organic farming products in Poland – distribution 
of distributors’ responses, N=120 

Source: authors’ work in IBM SPSS Statistics 27.0. 

For each of the factors, the median was at least 5, which might indicate that each factor was per-
ceived as an opportunity for the development of sales of organic farming products. 

By ordering values of the average measures (arithmetic mean, median, and mode), it is possible 
to identify the hierarchy of factors perceived as opportunities for the development of sales of organic 
products (Table 2). The highest values of the median and the mode (6 and 7, respectively) relate to 
four factors: increasing consumer awareness, growing demand for organic products, proper policy of 
state institutions, and EU subsidies. The next four factors (spread of organic consumption patterns, 
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increased cooperation between organic distributors of organic farming products and farmers, 
increased cooperation between farmers, and implementation of innovation by Polish agri-food com-
panies producing organic products) have the median of 5 and the mode of 7.

Table 2. 	 Opportunities for the development of sales of organic farming products in Poland – descriptive 
parameters and Wilcoxon signed-rank test, distributors’ responses, N = 120

Specification Mean Median Mode Statistics Z p-value

Growing environmental awareness of consumers 5.75 6 7 -8.260 <0.001

Growing demand for organic products 5.53 6 7 -7.758 <0.001

Proper policy of Polish governmental organisations 5.32 6 7 -6.068 <0.001

EU subsidies 5.27 6 7 -6.495 <0.001

Dissemination of ecological consumption patterns 5.34 5 7 -7.210 <0.001

Development of cooperation between distributors  
and organic farmers 5.28 5 7 -6.871 <0.001

Better cooperation between farmers 5.13 5 7 -6.010 <0.001

Implementation of innovations by Polish agri-food  
companies producing organic products 5.11 5 7 -6.159 <0.001

Better distribution 5.09 5 5 -6.176 <0.001

Lower conventional food quality than organic food quality 4.57 5 4 -3.476 <0.001

Source: authors’ work in IBM SPSS Statistics 27.0. 

Table 3. 	 Matrix of rotated components1 obtained using the principal component analysis with Varimax rotation 
with Kaiser normalisation – opportunities for the development of sales of organic farming products 
according to distributors, N = 120 

Opportunities for the development of sales of organic farming products
Factor

1 2 3 4

Growing demand for organic products 0.868 0.182 0.020 0.213

Dissemination of ecological consumption patterns 0.833 0.128 0.329 0.152

Growing environmental awareness of consumers 0.828 0.254 0.179 0.049

EU subsidies 0.121 0.851 -0.034 0.288

Proper policy of Polish governmental organisations 0.267 0.749 0.277 -0.188

Implementation of innovations by Polish agri-food companies producing organic 
products 0.397 0.600 0.317 0.262

Better distribution 0.189 0.012 0.826 0.224

Better cooperation between farmers 0.235 0.529 0.652 0.055

Development of cooperation between distributors and organic farmers 0.124 0.582 0.639 -0.010

Lower conventional food quality than organic food quality 0.257 0.118 0.196 0.876

Notes: 1 The rotation reached convergence in 8 iterations. 
Source: authors’ work in IBM SPSS Statistics 28.0. 

The Wilcoxon signed-rank test confirmed that distributors believed each of the 10 factors was 
important as a sales development opportunity. For these factors, the Z test statistic was obtained 
based on the sum of negative ranks; p-values are smaller than 0.05 (Table 2), which means that dis-
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tributors believed these factors were significant stimulators of the development of sales of organic 
farming products in Poland. 

The in-depth analysis of sales development opportunities for organic farming products in rela-
tion to distributors included the exploratory factor analysis using the principal component analysis 
with Varimax rotation. Four common factors for sales development opportunities from the distribu-
tors’ perspective were identified (Table 3). Two common factors had a similar percentage of variance 
explanation (25.5% and 23.9%). The third factor and the fourth factor explained 18.7% and 10.8% of 
the common variance, respectively. 

The first common factor was formed by three variables, each with a high factor loading. This 
component expressed environmentally friendly consumer behaviour (increasing demand, growing 
consumer awareness, spread of organic consumption patterns). Distributors usually attributed a 
very high significance to it, awarding the highest rating (7). The second common factor (external legal 
and financial support) was loaded by three variables (EU subsidies, proper policy of Polish govern-
mental organisations, and implementation of innovations by Polish agrifood companies producing 
organic products). The factor loadings of the first two of them were high. The percentages of variance 
explained for the first factor and the second factor (environmentally friendly behaviour and external 
support) are similar. Therefore, it can be assumed that these individual factors, strongly correlated 
with the common factor, are the key development opportunities. 

The third common factor determines the conditions for the functioning of distributors and farm-
ers on the market. It was formed by three variables, of which “better distribution” was most strongly 
correlated with the component. The fourth component includes only one highly loaded variable (the 
quality of organic products). 

Similarly, in indicating opportunities for the development of production and increased sales, 
farmers used a 7-point scale. Fig. 2 shows box plot graphs of the distribution of responses. For each 
of the factors, the median was at least 5, which may indicate that each factor was perceived as an 
opportunity for the development of production and increased sales.

Figure 2. 	Opportunities for the development of production and increased sales in Polish organic farming – 
distribution of organic farmers’ responses, N = 120 

Source: authors’ work in IBM SPSS Statistics 27.0.

By ordering values of average measures (arithmetic mean, median, and mode), it is possible to 
identify the hierarchy of factors perceived as opportunities for the development of production and 
increased sales in organic farming (Table 4). The highest values of the median and the mode (6 and 7, 
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respectively) related to six factors, i.e., increasing consumer awareness, spread of organic consump-
tion patterns, growing demand for organic products, proper policy of state institutions, better distri-
bution, and EU subsidies. The next four factors (spread of organic consumption patterns, increased 
cooperation between organic distributors of organic farming products and farmers, increased coop-
eration between farmers, implementation of innovation by Polish agri-food companies producing 
organic products, and increased cooperation between distributors) have the median of 5 and the 
mode of 7. The Wilcoxon signed-rank test confirmed that farmers believed each of the 11 factors was 
important as an opportunity for the development of production and increased sales. For these fac-
tors, the Z test statistic was obtained based on the sum of negative ranks; p-values are smaller than 
0.05 (Table 4), which meant, that farmers believed these factors are significant stimulators of the 
development of production and increased sales organic in organic farming in Poland. 

The exploratory factor analysis using the principal component analysis with Varimax rotation 
allowed the identification of three components regarding the opportunities for the development of 
production and increased sales in Polish organic farming from the perspective of organic farmers 
(Table 5). The first common factor was the leading factor, explaining 35.6% of the common variance. 
The second factor and the third factor explained 23.3% and 13.8% of the common variance, respec-
tively. 

The first component was loaded by six variables (the factor loadings of five of them are high, 
indicating a fairly strong association with the common factor). This component determines the con-
ditions for good functioning and cooperation of agricultural producers as well as support from micro- 
and macro-environment actors. 

Table 4. 	 Opportunities for the development of production and increased sales in Polish organic farming – 
descriptive parameters and Wilcoxon rank-signed test, organic farmers’ responses, N = 120

Specification Mean Median Mode Statistics Z p-value

Growing environmental awareness of consumers 5.63 6 7 -7.445 <0.001

Dissemination of ecological consumption patterns 5.63 6 7 -7.682 <0.001

Growing demand for organic products 5.61 6 7 -7.882 <0.001

Proper policy of Polish governmental organisations 5.29 6 7 -6.081 <0.001

Better distribution 5.11 6 7 -5.560 <0.001

EU subsidies 5.09 6 7 -5.061 <0.001

Development of cooperation between distributors and organic farmers 4.98 5 7 -4.862 <0.001

Better cooperation between farmers 4.98 5 7 -4.687 <0.001

Implementation of innovations by Polish agri-food companies producing organic 
products 4.82 5 7 -4.549 <0.001

Development of cooperation between distributors 4.78 5 7 -4.012 <0.001

Lower conventional food quality than organic food quality 4.66 5 6 -3.571 <0.001

Source: authors’ work in IBM SPSS Statistics 27.0. 

It shaped the institutional dimension of the development of organic farming and was the most 
significant with respect to opportunities for the development of supply. Each of the six individual 
factors usually had the highest ratings regarding the significance. 

Two of them (increased cooperation between organic farming distributors and increased coop-
eration between organic farming distributors and farmers) were strongly associated with the leading 
common factor. The second component of equally high significance to farmers was loaded by three 
factors (the factor loadings are high). This component expresses environmentally friendly consumer 
behaviour. Two factors (growing demand for organic products and increasing environmental con-
sumer awareness) are more strongly associated with it. One factor (spread of organic consumption 
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patterns) is less strongly associated with it. The last component, of lesser significance, was formed by 
two factors. Due to the very high first factor loading, the component identified the quality of organic 
food.

Table 5. 	 Matrix of rotated components1 obtained using the principal component analysis with Varimax rotation 
with Kaiser normalisation – opportunities for the development of production and increased sales in 
Polish organic farming according to organic farmers, N = 120 

Opportunities for the development of production and increased sales in Polish organic 
farming

Factor

1 2 3

Development of cooperation between distributors 0.848 0.168 0.219

Development of cooperation between distributors and organic farmers 0.821 0.270 0.154

Better cooperation between farmers 0.767 0.313 0.025

Proper policy of Polish governmental organisations 0.755 0.327 -0.109

EU subsidies 0.712 0.088 0.234

Implementation of innovations by Polish agri-food companies producing organic products 0.650 0.297 0.287

Growing demand for organic products 0.182 0.882 0.219

Growing environmental awareness of consumers 0.262 0.849 0.187

Dissemination of ecological consumption patterns 0.370 0.746 0.090

Lower conventional food quality than organic food quality 0.047 0.155 0.896

Better distribution 0.444 0.278 0.637

Notes: 1 The rotation reached convergence in 5 iterations. 
Source: authors’ work in IBM SPSS Statistics 28.0. 

Discussion 

The values of the average measures calculated on the basis of the results obtained from distribu-
tors indicated that two demand factors out of the ten identified opportunities for the development of 
the distribution system were of greatest significance, i.e., growing consumer awareness and growing 
demand for organic products. The next two places in the hierarchy of opportunities are occupied by 
factors related to public support: proper policy of state institutions and EU subsidies. The results of 
the exploratory factor analysis (Table 2, Figure 1) converge with the hierarchy of opportunities for 
the development of sales of organic farming products. They indicated that distributors believed the 
factors (opportunities) expressing environmentally friendly consumer behaviour were of the highest 
significance. The factors corresponding to environmentally friendly attitudes were most often given 
a very high significance with the highest rating (7). “Growing demand for organic products” was most 
strongly correlated with this common factor. The results proved that H2 is valid in relation to distrib-
utors.

The external factors of legal and financial support (proper policy of Polish state institutions and 
EU subsidies) were almost as highly rated by distributors. Furthermore, “EU subsidies” is strongly 
correlated with this common factor. This result, in conjunction with the third and fourth place of 
these two factors in the hierarchy of opportunities established on the basis of average measures, 
proved that H1 was valid (based on opinions expressed by distributors).

The values of the average measures calculated on the basis of the results of the survey of the 
organic farmers’ opinions (Table 4) indicated, that organic farmers gave very high significance, 
with the highest rating (7) to the opportunities for the development and increased sales of organic 
production resulting from environmentally friendly consumer behaviour (increased environmental 
awareness of consumers, spread of organic consumption patterns, and growing demand for organic 
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products). In the hierarchy of opportunities, they are followed by factors concerning public support 
(also highly rated). According to the results of the exploratory factor analysis (Table 5), organic farm-
ers gave the highest significance to the external factors defining the institutional dimension of the 
development of farming, including in particular increased cooperation between distributors of 
organic products and increased cooperation between distributors of organic products and farmers. 
Among the variables of this component, “the policy of the Polish authorities” and “the EU subsidies” 
are also of great significance (but slightly less than the external factors). The factors of the variable 
defining environmentally friendly consumer behaviour (increasing demand, growing consumer 
awareness, spread of organic consumption patterns) are also of great significance for farmers. The 
factors corresponding to environmentally friendly attitudes were most often given a very high signif-
icance with the highest rating (7). The comparison of the results of the farmers’ opinion survey using 
factor analysis and the hierarchy of development opportunities on the basis of the average measures 
showed that H1 was valid and H2 was partially correct. Factors relating to growing demand and the 
accompanying organic consumption patterns have the highest significance among the opportunities 
for the development of supply of Polish organic food according to the values of the average measures, 
but are in the second place in this respect according to the factor analysis. Farmers gave this oppor-
tunity the second highest significance, according to the factor analysis, and distributors gave it the 
highest significance, so it can be stated that the results in both groups taken together proved that H2 
was valid. The slight differences in the results of the two groups of respondents are due to the fact 
that environmentally friendly consumer behaviour translates into changes in demand and thus 
directly into sales volumes in distribution networks. Distributors prioritised these factors because of 
their impact on business profits. Farmers gave them a high but slightly lesser significance (second 
place) because the profitability of their production depended to a large extent on the factors of the 
institutional dimension of agricultural development, including, in particular, EU subsidies. Therefore, 
EU subsidies were of primary significance to them. These results correspond with the study concern-
ing Finland (Kujala et al., 2022), where organic farming developed because of demand factors con-
nected with the distribution system and subsidies. 

The subsidies significantly influenced the development of Polish organic farming in the period 
from 2004 to 2013, but the way the national system of subsidies functioned resulted in significant 
bureaucratic and administrative barriers in the period from 2013 to 2020 (decrease in the number of 
organic farms and cultivated area). This means that the policy of Polish institutions and the EU subsi-
dies were opportunities for the development of organic food supply, but they were reduced due to 
errors in the regulation of the payment system (Kociszewski et al., 2023). Although the survey results 
showed, that farmers did not perceive low demand as a limiting factor for the development of produc-
tion and increased sales, most of the studies indicated that consumers considered the prices of 
organic products to be too high (Grzybowska-Brzezińska & Gorlowa, 2019; Żakowska-Biemans et al., 
2016; Żakowska-Biemans & Tekień, 2017). The gap between the producer price (too low) and the 
consumer price (too high) should be bridged by increasing the subsidy rates for organic farms. 
This requires the simplification and stabilisation of the subsidy system based on firm and clear pro-
cedures allowing farmers to anticipate and plan the economic effects of their activities in the medium 
term. However, public support for organic farming must also be tailored to market conditions for the 
development of organic farming (Bock et al., 2020). 

Conclusions 

The literature lacks the advanced identification of distributors’ opinions on opportunities for the 
development of organic food supply in Poland. This study showed that factors expressing environ-
mentally friendly consumer behaviour and preference (especially according to distributors) as well 
as public support under the policy of Polish institutions involved in the payment of EU subsidies 
(especially according to farmers) were of the highest significance. The way in which they were 
assessed by organic farmers combined with the results of the previous studies (Kociszewski et al., 
2023) indicated the need of improved, more stable Polish system of the EU subsidies. Furthermore, 
their rates should be higher. 
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The future development of the organic food market in Poland will significantly depend on short 
supply chains, which could prevent intermediaries from charging high margins, limiting farmers’ 
share of added value. This requires the development of networks and organisational relations as well 
as the promotion of relations and trust between various market players (including distributors and 
farmers). In this respect, horizontal integration of producers (e.g., within producer groups) would 
increase their bargaining power in transactions with retailers on the one hand and improve their 
opportunities to establish relations with retailers on the other hand. This applies both to institutional 
forms of information flow, networking and increasing the scope and variety of the offer. Another 
important challenge is to improve the connection between distributors and farmers. This is expected 
to result in improved market processes. 

In broad terms, the transition of the food system towards sustainability with the important par-
ticipation of organic farming requires a clear system-based approach. No single regulation or eco-
nomic policy measure will be sufficient to manage the food market transition. A wide range of coor-
dinated actions covering many areas (from fishery and farming to health, society, trade, competition, 
environment, research and innovation, and demand creation under public procurement) is needed. 

Finally, this paper assessed opportunities for supply development but failed to identify their 
causes. This requires further in-depth research that we intend to carry out. Furthermore, the article 
did not refer to the barriers to market development, so the authors will continue their research in this 
field. I will be also connected with other limitations of the conducted study: the relationship between 
the prices received by farmers and their expectations, the changes in the level of prices, which would 
be satisfactory in the light of the profitability of organic production. The relationships between farm-
ers and distributors as key links in the supply chain in the organic food market are presented in 
another article published by the authors. (Kociszewski et al., 2024). 
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SZANSE ROZWOJU STRONY PODAŻOWEJ POLSKIEGO RYNKU 
ŻYWNOŚCI EKOLOGICZNEJ 

STRESZCZENIE: Analiza koncentruje się na możliwościach rozwoju rynku żywności ekologicznej. Celem badań jest 
identyfikacja uwarunkowań rozwoju podaży na rynku rolnictwa ekologicznego. Aby go osiągnąć przeprowadzono ankietę 
dotyczącą możliwości rozwoju podaży żywności ekologicznej w Polsce w dwóch grupach respondentów: dystrybutorów 
i właścicieli gospodarstw ekologicznych. Wyniki analizy wskazują, że jako szanse rozwoju podaży największe znaczenie 
mają czynniki wyrażające proekologiczne zachowania i preferencje konsumentów (zwłaszcza według dystrybutorów) 
oraz wsparcie publiczne w ramach polityki polskich instytucji zaangażowanych w wypłatę dopłat UE (zwłaszcza według 
rolników). Sposób ich oceny przez rolników ekologicznych wskazuje na potrzebę udoskonalenia i zwiększenia stabilności 
polskiego systemu dopłat UE. Ponadto ich stawki powinny być wyższe. Istotnym wzywaniem dla rozwoju rynku jest 
poprawa powiązań pomiędzy sferą dystrybucji i produkcji rolnej. Ograniczenia przeprowadzonych badań dotyczyły barier 
rozwoju rynku oraz cen akceptowalnych dla rolników, dlatego autorzy będą kontynuować badania w tych kierunkach. 

SŁOWA KLUCZOWE: rolnictwo ekologiczne, podaż na rynku żywności ekologicznej, dystrybucja żywności ekologicznej 


