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PRICES : ;
Biologic healthy E "
products tends to : '
have about double ' s
price to the non- , ' ) '
biological ones (Broccoli) ' (Rice Cracker) (Granola)

NON- : :

ORGANIC _STOw i eeds oy 88

ORGANIC €185 ! €0.92 I €382

*Average prices

>) *TC Oriental
I I2 () I) lJ (. T D N supermarkets
" Homg are specific
market that
have oreintal
products which

are non-
biological

APPELTJES
“Wommes

Biologic supermarkets
have biological products
in all kinds while normal
supermarkets have both

biological and non-bio

products




