
Fig. 4 - Main limiting factors: 
derogations, technical difficulties and 
market size! 
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Fig. 5 - Breeding for organic 
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Fig. 1- What is the total organic plus 
conventional untreated seeds market 
share in your activity/business? 
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 Organic seeds and plant breeding 
  from  the seed companies perspective 

  

①  Introduction 
All organic agricultural systems suffer from a lack of plant cultivars 
adapted to organic production. Within the framework of the 
European projects SOLIBAM (Strategies for Organic and Low Input 
Breeding and Management) and COBRA (Coordinating Organic 
Plant Breeding Activities for diversity) a study was undertaken to 
provide an overview of the seed companies’ breeding strategies 
for the organic sector and their viewpoints about the organic seed 
production. The main results in are described in this poster.  

④  Results 

④  Conclusion 
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A comprehensive range of investigations 

Internet survey 
(quantitative) 

Phone survey  
(qualitative) 

Phone 
Interviews arable crops vegetables 

France 20 38 

Germany 22 15 

Italy 248 

France arable crops vegetables 
Number of 
respons 

650 720 

% organic 
farms  

!20 % !15 % 

Statistics (GNIS, Coop de France, 
Agence bio, Scees, FAM) 

②  Methods 

This study based on an online questionnaire was launched in 
September 2013 and supported by the projects’ partners who allowed 
a wide and efficient dissemination across Europe. The preparation of 
the 7th European Workshop on Organic Seed Regulation (Oct. 13) by 
the European Consortium for Organic plant breeding (ECO-PB) 
provided a great opportunity to involve organic stakeholders in this 
study.  

The organic seed market has grown significantly in some countries (mostly in Northern Europe) in the 
last three years. This growth is however hampered by an easy granting derogation policy in some 
countries and technical difficulties in the field multiplication. Several companies surveyed are currently 
carrying out organic breeding programmes but they still remain relatively few because of the lack of 
return on investment and the absence of rules adapted to the registration of these varieties bred for the 
organic sector. 
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According to the 36 contributors, it is in France, in the UK, in Germany and in Austria that their 
sales of organic seeds have increased the most over the last three years (Fig. 2). The majority of 
the responders also estimated that the organic seed market will continue to grow in the near future, 
but quite slightly (Fig. 3), mainly because of the easy granting of derogations for conventional 
seeds treated after harvest. Technical difficulties and the lack of market opportunities were also 
cited as limiting factors (Fig. 4).  

Almost half of the 36 contributors came either from France or the 
United Kingdom, where the study had probably been more efficiently 
forwarded. Other responses came from The Netherlands, Austria, 
Denmark, Switzerland, Germany, Latvia and Bulgaria. 
Most of the responders were companies producing vegetable and 
cereal seeds engaged both in conventional and organic seed 
production (Fig. 1).  
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③  Contributors’ description 

Fig. 2- Organic seed sales 
increased in! 

!"#

$"#

%!"#

%$"#

&!"#

&$"#

'()
*+
,# -.

#

/,
(0
)*
1#

23
45(
6)#

7,
896
30
#

:,
5;,
(8)
*<
4#

=,
*0
)(>
#

?5)
81#

% reported 

Fig. 3 - A positive growth of the organic 
seed market in the near future? 

Based on 36 contributions 
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Fig. 7 - Organic plant breeding 
certification 

Fig. 6 - Breeding for organic, limiting 
factors 
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Main limiting factors 

We can bring out 3 different breeding strategies for organic systems (Fig. 5): 1) Programmes that 
are organic from the very beginning of the breeding process; 2) Programmes starting with a 
conventional approach and switching to organic in later stages; 3) No dedicated organic 
breeding programmes (entirely conventional).  
For 54% of the companies, the main limiting factor to further development of dedicated organic 
plant breeding programmes is economic (Fig. 6). 22 % of the responders have also cited the lack 
of adapted rules for organic seed registration as a major impediment. 


