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The production and consumption of organic food products is growing steadily. According to M. Truninger (2006) and F. Schneider et. al. (2009), consumers’ trust in these products has a double meaning: institutional trust (trust in the system of organic production) and personal trust (trust in organic movement and its participants).
The aim of the research is to identify the key factors of direct marketing that influence consumers’ choice to buy organic food products.
The research was based on the results of survey carried out in Vilnius, and the data of questionnaires were analysed using methods of systemic analysis. In total 502 respondents (of which 49% men and 51% women) answered presented questions. Percentage distribution of respondents in age groups (18–29; 30–39; 40–49; 50–59 and 60+) was rather equal (17–21%).  
Results: The most important reason why 77% of respondents buy organic food products is that, in their opinion, these products are healthier than conventional food. 60% of respondents think that the main reason which lowers the popularity of organic food is too high prices in comparison with the prices of conventional products. Even 66% of respondents trust (and 30% distrust) in the quality of organic products bought in farmers’ markets and only 51% trust (and even 47% distrust) supermarkets. Families with high income and younger purchasers more often trust in the quality of such products sold in farmers’ markets, but the trust of older consumers gradually goes down. Even 82% of respondents accept (40% absolutely accept and 42% more accept than not) the idea to sell organic products in special markets. 

The most often named factor that might increase consumers trust in organic food is an additional quality control of these products (in total 63% of respondents named it and 31% indicated it as the most important). According to the named frequency (56%), the purchase from the known or familiar organic farmers ranks second. 
More and more organic products are sold in farmers’ markets and fairs: according to the acceptance, this channel of sales ranks second among the most popular trade places of organic products (54% of respondents named it). But for the meantime supermarkets still rank first as the main place of organic food purchase (named by 62% of respondents, mostly young).

Conclusions: The results of the research prove the growing up consumers’ interest in direct sales of organic food products. 82% of Vilnius residents (consumers of these products) accept the idea to sell organic products in separate farmers’ markets since consumers trust in the quality of products bought in such markets is greater, but they want a stronger control.
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