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This file provides additional information for the data used in the above mentioned paper. It 
consists of two figures. The three versions of the printed cards with organic logos used for 
inquiring the prefered logo are presented in Figure S1. Each card was radomly selected and 
was shown to one participant at a time. 
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Figure S1. The three (a, b and c) versions of the printed cards with organic logos 
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Distribution of willingness-to-pay (WTP) for the five products based on the three certified 
logos is presented in Figure S2. This figure provides another view of the statistics presented 
in Table 2 of the paper. 

(a) (b) 

(c) (d) 

 

(e)

Figure S2. Willingness-to-Pay for three EU logos for (a) sugar, (b) flour, (c) croissant, (d) eggs and (e) spaghetti 
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