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Abstract: - The availability of digital technologies for a wide variety of companies opens up fundamentally new 
opportunities for the collection and analysis of information about markets and consumers, the implementation of 
marketing communications with customers and the formation of brand awareness. Digital marketing provides 
interaction with customers and business partners using digital information and communication technologies and 
electronic means. The purpose of the research is to study the features of digital marketing in the sphere of 
promotion of organic products based on the investigation of the experience of European Union’s countries. 
Design/Methodology/Approach: economic and statistical analysis and comparison; economic and mathematical 
method; formalization; analysis and synthesis; historical and logical methods; generalization. As a result of the 
study, it has been established that the development of digital marketing in the sphere of promoting organic 
products is in its infancy. It depends on the structure of producers, which is formed according to the principle of 
family farms or small farm enterprises with no more than 15 employees without a special position of a marketer. 
It has been proved that social networks are the main channels of digital marketing of enterprises - producers of 
organic products, forasmuch as they do not require additional costs to attract a specialist on marketing. 

 
 Key-Words: - Digital Marketing, E-commerce, Organic Products, Social Media, Marketplace, Family Farms, 
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1 Introduction 
The development of the consumer economy over 
the last century has created several important 
problems that threaten human life. After all, the 
excessive exploitation of nature, the introduction of 
pesticides and growth stimulants in order to 
stimulate the development of agriculture has a 
detrimental effect on the environment, the quality 
of water resources. Herewith, excessive 
exploitation of soils and production of various 
foodstuffs did not solve the problem of hunger and 
malnutrition. Consequently, the world community 
was faced with the issue of taking measures to 
immediately stop soil degradation, ensure water 
quality and maintain public health through the 

formation of new approaches to farming and 
agriculture in general. 

The development of organic farming is one of 
these approaches. After all, the production of 
organic products, on the one hand, improves the 
condition of soils and increases their fertility, and 
on the other hand, contributes to human health.  

Despite the fact that organic farming is actively 
developing on a global scale, a wide variety of 
inhabitants of our planet are not very familiar with 
the beneficial properties of organic products. This 
fact is crucial for raising the issue of attracting 
digital marketing in order to promote such products 
in consumer market in the era of digital economy. 

The purpose of the research is a follows: 
studying the features of digital marketing in the 
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sphere of promoting organic products based on an 
analysis of the directions of its implementation in 
the countries of European Union, as well as the 
development of practical recommendations 
concerning improving the efficiency of using 
digital marketing channels for popularization of 
production and consumption of organic products. 

The research objectives are as follows: 
1. To identify trends in development of digital 

marketing and e-commerce in European Union. 
2. To outline the problematic aspects of digital 

marketing at the level of small business enterprises 
and family farms in European Union. 

3. To consider opportunities in order to increase 
the effectiveness of digital marketing at the level of 
small enterprises and family farms in European 
Union. 
 

 

2 Literature Review 
Investigation on the issues and trends of digital 
marketing in the system of promoting organic 
products is quite a challenge. On the one hand, it is 
due to the combination of four elements of the 
study object, namely: digital marketing - e-
commerce - organic products - agriculture, and on 
the other hand - due to the lack of sufficient data 
for empirical economic and statistical analysis. At 
the same time, the growing trends in the 
development of both digital marketing and organic 
production are of great scientific interest to 
scientists from different countries towards covering 
the theoretical and methodological problems of 
digital marketing in agriculture, in general, and 
organic production, in particular. 

Given the trends in the rapid development of 
Internet technologies, most researchers adhere to an 
opinion that the concept of digital marketing is 
identical to the concept of Internet marketing. 
Banerjee [1] believes that the term digital 
marketing includes all activities that are designed 
and developed in business through the Internet in 
order to identify, attract, win and achieve 
customers’ loyalty. The same opinion is held by 
Bala & Verma [2], Grubor A. & Jaksa O. [3], 
Sturienė U. [4]. 

Kannan and Li [5] believe that digital marketing 
is an adaptive process that uses digital technology 
in order to create new value in new digital 
environments. Digital technologies enable entities 
to create such value both for themselves and for 
their customers thanks to customers’ new 
experiences and interactions between them. Digital 
marketing itself is provided by a number of 

adaptive components that cover marketing 
activities, institutions, processes and customers.  

We share the opinion of Kannan and Li [5] on 
the adaptability of the digital marketing process, 
forasmuch as the rapid development of digital and 
Internet technologies require constant adaptation of 
business and its customers to new realities and new 
methods of market research, behavioristic behavior 
and individual customers’ needs. The adaptability 
of digital marketing in order to meet the individual 
needs of the customer through studying his 
behavior on social media or when using the 
websites of companies, in our opinion, is one of the 
distinguishing features of digital marketing from 
traditional one. 

In the study of digital marketing, Durai & King 
[6] focus not only on the process of attracting new 
customers and maintaining their loyalty, but also on 
increasing sales through digital channels, mainly 
through Internet technologies. Selling goods over 
the Internet closely links digital marketing with e-
commerce, which is understood as the process of 
buying and selling goods and services on the 
Internet. In addition to buying and selling goods, 
many people use the Internet as a source of 
information in order to compare prices or view the 
latest products before shopping online or in a 
traditional store. E-commerce, as a term, describes 
a change in the way companies do business on the 
Internet environment, the way they treat their 
customers and suppliers, as well as a change in 
views on marketing and logistics. In a general 
sense, e-commerce means doing business 
electronically on the Internet [7; 8; 9]. 

The development of digital marketing and e-
commerce is based on new trends in business and 
business innovations aimed at increasing sales 
through the study of customers’ needs by applying 
Internet technologies. One of the fastest growing 
trends of the modern economy is the development 
of organic agriculture and the production of organic 
products.  

For the first time at the international level, the 
issue of excessive consumption in conditions of 
depletion of natural resources, as well as the 
harmfulness of pesticides to the environment and 
soils were reflected in the report of the Club of 
Rome “Limits to Growth” [10]. Subsequently, 
organic farming has been considered in the context 
of sustainable development [11], namely: 
responsible consumption; conservation of terrestrial 
ecosystems; clean water and proper sanitation. 
Organic products are good for human health. They 
reduce the risk of obesity, childhood diseases, 
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harmful effects on human health of pesticides, 
antibiotics and growth stimulants [12; 13].  

Effective application of digital marketing makes 
it posssible to promote the idea of the usefulness of 
consuming organic products. However, the issue of 
digital marketing in the context of the promotion of 
organic products has not actually been studied in 
the scientific literature, due to the low level of 
interest of marketers in the agricultural sector. On 
the one hand, the high level of state support for 
agriculture creates comfortable and stable 
conditions (given the stability of the purchase of 
agricultural raw materials) for agribusiness, and on 
the other hand - the main focus of marketing (both 
traditional and digital) is directed on food products 
manufactured by food industry enterprises [14].  
 

 

3 The Research Methods  
The following methods have been used in the 
course of the research, namely: economic and 
statistical analysis; economic and mathematical 
method; formalization; analysis and synthesis; 
historical and logical methods; generalization. 
 

 

4 Results of the Research 

Investigation on the development of digital 
marketing in the field of promotion of organic 
products is quite a difficult task given the limited 
digital data on the number of manufacturers and the 
use of digital marketing channels. The base of 
European Union is the most structured statistical 
base in the field of organic farming. European 
Union’s organic market is growing dynamically 
and as of 2020 its capitalization has exceeded 50 
billion euros. 250 000 farms are engaged in organic 

production, and agricultural land under organic 
products exceeds 7,5% of the total area of 
agricultural land in EU [15]. 

The interest of the population of European 
Union in the consumption of organic products can 
be analyzed by using such a digital marketing 
channel as Google search engine and its service 
Google Trends [16]. Scientists Choi & Varian were 
among the first to use this technique. Based on the 
analysis of queries in the Google search engine for 
the brand of cars Ford, Chevrolet and Toyota, they 
predicted the dynamics of their sales for the 
following two weeks. That is, the methodology 
proves that the statistics of queries in Google 
correlates with the current level of business activity 
and can be used to analyze and predict sales 
volumes or the dynamics of certain macroeconomic 
trends [17]. 

We have chosen the search query “organic 
products” in the Google search engine, which 
includes organic food, searches with the prefix 
“bio” (organic) (for example, organic flour, organic 
chocolate, organic milk, etc.), organic meat, etc., 
that is, in fact, a complete set of organic 
ingredients. Based on the selected topic, we have 
analyzed the number of queries in Google Trends 
in ten countries of European Union with the largest 
area of agricultural land under organic production. 
Google Trends service generates a query index for 
a word or a topic based on an estimate of the 
number of queries for the selected time period, 
determining the maximum number of queries, 
which is equal to 100 and, from this point 
determines the percentage of queries in other 
periods. The results of the analysis are grouped in 
Table 1. 

 

Table 1. Dynamics of the number of queries on Google on the topic of “organic products” 

Countries 2012 2013 2014 2015 2016 2017 2018 2019 
Correlation 

coefficient 

Austria, the area of organic farming 18,62 18,40 19,35 20,30 21,25 23,37 24,08 25,33 
0,9189 Austria, average number of queries 

on Google,% 4,83 5,92 7,67 7,08 11,50 64,58 69,75 59,00 

Estonia, the area of organic farming 14,86 15,65 15,96 15,68 18,02 20,01 20,98 22,33 
-0,4997 Estonia, average number of queries 

on Google,% 22,17 17,33 32,67 27,25 34,42 16,83 10,08 18,58 

Sweden, the area of organic farming 15,76 16,50 16,53 17,14 18,30 19,16 20,29 20,43 
-0,2104 Sweden, average number of queries 

on Google,% 39,50 54,75 80,92 71,50 70,83 54,50 50,75 49,33 

Switzerland, the area of organic 
farming 11,57 12,19 12,73 12,91 13,40 14,37 15,40 16,27 0,8807 
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Switzerland, average number of 
queries on Google,% 9,17 8,75 10,50 10,50 14,42 64,83 70,33 58,00 

The Czech Republic, area of organic 
agriculture 13,29 13,47 13,44 13,68 14,00 14,09 14,76 15,19 

-0,8006 The Czech Republic, average 
number of queries on Google, % 63,67 52,08 56,17 37,67 43,08 48,42 39,75 32,50 

Italy, the area of organic agriculture 9,30 10,60 10,91 11,79 13,99 14,67 15,17 15,16 
0,4992 Italy, average number of queries on 

Google,% 41,00 39,25 54,50 56,00 73,75 48,25 49,92 59,08 

Latvia, the area of organic 
agriculture 10,63 9,89 10,86 12,29 13,42 13,92 14,47 14,79 

-0,7404 Latvia, average number of queries on 
Google,% 26,83 25,83 28,58 20,50 25,42 16,42 12,75 21,42 

Finland, the area of organic farming 8,65 9,07 9,29 9,91 10,47 11,41 13,09 13,48 
-0,8984 Finland, average number of queries 

on Google,% 45,83 44,08 38,92 40,08 43,17 29,25 25,08 29,50 

Denmark, the area of organic 
farming 7,31 6,44 6,25 6,33 7,81 8,60 9,75 10,87 

-0,1596 Denmark, average number of queries 
on Google,% 31,42 47,17 44,33 58,25 65,33 44,67 39,33 47,58 

Slovenia, the area of organic farming 7,32 8,07 8,55 8,85 9,12 9,60 10,01 10,35 
-0,0352 Slovenia, average number of queries 

on Google,% 18,67 24,83 29,42 50,75 43,58 30,33 19,00 19,17 

Source: compiled by the author based on Eurostat data [18]  
 

However, not in all countries studied there is a 
positive correlation between the dynamics of the 
number of queries on Google on the topic of 
“organic products” and the dynamics of the area of 
organic farming. For instance, the number of 
inquiries in such countries as Estonia, Latvia, 
Finland, Slovenia is insignificant, which indicates a 
low level of penetration of digital marketing and a 
low level of interest in organic products in these 
countries, despite the fact that the area of organic 
farming is quite large.  

A small number of requests may depend on the 
mental attitudes of the population of a country 
towards making purchases on the Internet. For 
instance, the share of Internet users in Estonia is 
91%, while the share of customers through e-
commerce channels is only 69%, and in Denmark,  

where the number of requests is higher, this 
figure is 86% of 98% of Internet users. In Latvia, 

the share of Internet buyers in general is only 55% 
of 84% of Internet users, which obviously affects 
the number of queries in Google on the topic 
“organic products”.. However, manufacturing 
enterprises producing organic products can use 
other digital marketing channels (television, radio) 
through which they attract customers to stationary 
stores, supermarkets and markets. 

E-commerce is one of the important channels of 
digital marketing; it makes it possible for 
companies producing organic products to use a 
variety of commercial Internet resources and social 
networks in order to sell and simultaneously 
promote their products. 

In this context, it is worth paying attention to the 
structure of online purchases by residents of 
European Union (Figure 1). It shows that the 
purchase of food and foodstuff is not in great 
demand, as only 17% of buyers have bought food 
and foodstuff through e-commerce channels. 
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Figure 1. The structure of Internet purchases by the population of European Union 

Source: compiled by the author based on Eurostat data [15]  

Taking into account the low demand for 
purchasing food products through e-commerce 
channels, it can be assumed that the demand for 
organic products on the Internet is also low. Such 
trends are quite objective, forasmuch as organic 
foods, due to the lack of various chemical 
additives, have a short shelf life; some of them can 
generally spoil quickly, which creates risks for 
consumers in the case of delivery of products by 
mail.  

Nonetheless, digital marketing and e-commerce 
channels are relevant for other types of organic 
products that have an unlimited shelf life (toys, 
furniture, clothing, interior items) and can be sold 
through online stores. With regard to organic food, 
producers can use digital marketing channels to 
promote their brand, research the individual needs 
of potential customers, and through e-commerce to 
expand opportunities for pre-ordering products and 
selling them at points of delivery, which must be 
equipped with the necessary tools for long-term 
storage.  

 

 

5 Discussion 

Based on the conducted study of digital marketing 
in the sphere of promotion of organic products, it 
has been established that this issue is actually 
unexplored in the scientific literature. From our 
point of view, this is due to the insignificant 
development of the market for organic products, 
although in some countries the area under organic 
farming reaches 30-40% of the total area of 
agricultural land. It should be noted that the 

positive trends in the development of organic 
farming and the market for organic products will 
increase the interest of scientists in the study of 
digital marketing in this sphere. 

Investigations in the sphere of marketing of the 
agricultural sector are focused on the studying 
traditional tools for marketing of food and organic 
products. Aigner et al. in their study pay attention 
to price incentives for the sale of organic products 
in large retail chains through the establishment of 
flexible price discounts. Along with this, the 
authors emphasize such important components of 
marketing organic products as the separation of 
competitive advantages of organic products over 
inorganic ones. The results of the present research 
can be adapted to digital marketing by taking the 
necessary measures in order to spread information 
about existing discounts and benefits of organic 
products to consumers through digital channels 
(social networks, television) [19]. 

The remarks of Dabbara and Chandrakumar M. 
are correct; the scholars believe that the 
underdevelopment of marketing in agriculture, in 
general, and digital marketing, in particular, is 
connected with an excessive government’s 
intervention in the development of agricultural 
production, which is confirmed by the study [20]. 
After all, the high level of subsidies to the 
agricultural sector, including organic production, 
reduces the interest of organic producers in finding 
digital channels to promote products on the 
consumer market.  

A key aspect of digital marketing in the sphere 
of promoting organic products is the structure of 
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agriculture in most developed countries; it is 
scattered among small landowners who create 
family farms in Europe, and a ranch in the USA, 
which is an  analog to family farms. Consequently, 
digital marketing at the level of family farms is 
based on one or two social media, which are used 
not for e-commerce, but to promote the image of 
the farm and its products. In this context, it is 
important to develop digital marketing at the state 
level, taking into account the need to increase the 
scale of organic farming in order to preserve soil 
quality and public health. In particular, the 
experience of Poland is considered as a positive 
one in the implementation of digital marketing for 
the promotion of organic products at the state level. 
A special website “Polish Basket” based on the 
type of online supermarket has been created in this 
country, where information on all organic products 
produced by Polish farmers has been collected. 
Along with this, online ordering and delivery of 
products to any region of the country is provided. 
The government of Poland through the National 
Center for Agricultural Support implements the 
program “Poland tastes good”, where the means of 
digital marketing promote Polish dishes made from 
organic products [21]. Similar promotions are 
implemented in other European countries. 

 
 

6 Conclusions 

Based on the analysis of data on the use of digital 
marketing channels by small enterprises of 
European Union, the features of digital marketing 
for the promotion of organic products in the 
consumer market of Europe have been investigated. 
It has been substantiated that because of the limited 
structure of family farms, where less than 15 people 
work during the harvest season, organic producers 
are not able to form an effective digital marketing 
structure due to the lack of appropriate specialists 
in their staff and due to the lack of resources to 
attract the relevant specialist on marketing. It has 
been proved that social media and social networks 
are the basic channels of digital marketing for the 
promotion of organic products at the farm level; 
consequently, farms are able to advertise their 
products on their own.  

Given the importance of organic products for 
solving social problems and achieving the goals of 
sustainable development, the need for the 
development of digital marketing at the state level 
has been substantiated in the article. After all, using 
e-government resources, the state is able to 
effectively disseminate information about the 
importance of organic farming and consumption of 

organic products. The state should form a culture of 
organic farming and organic consumption through 
digital marketing channels by using an individual 
approach to the client through targeted advertising 
in social media. 

The practical significance of the present 
academic paper lies in forming a basis for research 
and analysis of digital marketing in the sphere of 
promotion of organic products, developing ways to 
improve the effectiveness of digital marketing at 
the level of organic producers, as well as at the 
state level. 

The promising area of research in this context is 
studying the features of digital marketing at the 
level of specific family farms – producers of 
organic products from different European countries 
through interviews in order to gain more in-depth 
knowledge of the problematic aspects of using 
digital technologies towards promoting and selling 
products on the Internet. In addition, an important 
area of research may also be studying the role of 
state and public policy in the sphere of digital 
marketing of organic products. 
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