EUROPEAN
ORGANIC
CONGRESS

20
24




European Organic
Markets Developments

SOcC Y,
:/\} %
@) O
N <
R AN

Lee Holdstock

Sail Association Certification







Germany Value growth in 2023, with discounters taking share.
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Total (- . _alk o * The German organic
esC U/ market grew 5% in 2023 to
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: her Supermarket J « 2023 saw more private
Organic shops label products sold and
Producer | more share for discounters
Online : :
 Inflation was lower in
other organic — closing the gap
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Discounter
Vollsortimenter
Naturkosthandel

Direktvermarktung

Online-Handel
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Organic

A4

Total

Q1 & Q2 in 2024 shows reduced
overall growth in all retail v's same
period in 2023

Growth in organic sales in
discounters is slowing, with further
declines in organic shops

Growth in organic online is
significant in Q1 and Q2 , moving
to +21% v's -15.8 in 2023
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France
O

; In 2023 organic sales (in value) increased for
: 3. EVOLUTION ANNUELLE DES VENTES DE PRODUITS ALIMENTAIRES BIO all distribution channels (total market +5%
: Evolution par circuit de distribution Evolution par famille de produit Période .2023." . V’S 2022)
e Support for supply chain without equal
Lo support for consumer education saw big
r Y I retailers decrease their organic offer as
= b consumers became more price sensitive
: Specialised shops saw an increase of +2.2%
: Bee e R pe 8 turnover. There are fewer but larger shops.
) o | o . . . o
| .',l,, ’; Provenance remains key.ln. organic with 71%
i >? of products of French origin
;JHIQUE AGENCE 12 milliards € 5,6 % 786 millions €
FRAN cAJSE B' eur du marché EIO en france en Part bio de-ta consommation Achat blio.de la restauration (-I iT)
E_:ﬁ..:: l _‘0'02.:?—,2022 alimentaire des ménages 484mllllorgzlf;ir;v;eswural\on 20 EUROPEAN
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France

-5.4% for organic food products with fixed weight in value and continued steady decline in organic range and
share in all categories vs Q1 2023

Decrease of organic sales in all kinds of general retailers with the biggest decrease in Click & Collect (-8.5%)

Organic shops grew value by +7.2% in first four months of 2024, with large chains showing good value
performance in Q1 2024 (a response to declining offer in generic retail?) :

- Biocoop : Q1: +7.5%

- Naturalia : Q1: +3.5% and Q2: +6.6%
- La Vie Claire : Q1: +7.7%

- Les Comptoirs de la Bio : Q1: +8.1%

EX
REPUBLIQUE  LAGENCE
FRAMNCAISE Bio
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Italy 2023 saw an out-of-home, discount and export success story

$

- Organic food sales in Italy, 2023
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Supermarkets & discount

* ODwn astimatinn hased on Nomisma, 2023
UNIVERSITA
POLITECNICA

¢/ DELLE MARCHE

Total Domestic Sales

€55

BILLION in 2023

Specialised shops

Other channels

(food services, traditional shops,

e-commerce)

EXPORT ,

€3.6

BILLION
in 2023

Export

Ending year, July 2023

Organic sales exceeded 5.5 billion
euros in 2023 - signs of recovery

Hyper and supermarkets grew by
7.9% represent the primary
channel for organic purchases with
combined sales value of 2.4 billion

Share of organic in supermarkets
has recovered from 3.0 — 3.3% but
assortment has decreased

Most growth in value and organic
volumes are in decline -0.3 but
the value /volume gap was smaller
in organic (less inflation?)
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Spain
®

Spain reached €3 billion in the organic market in 2023 (+6,2% in value v's 2022)

Big distribution is the main channel for organic representing 50% share of the market with
specialized organic stores commanding 34% share

43% of Spanish consumers eat organic food every week.

Canales de comercializacion BIO
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Netherlands continued growth in organic spend

L

Bionext

voor biologische zaken

Despite food inflation organic in retail grew
by 14.5% to exceed 1.3 billion Euros - 5%
higher growth than non-organic in retail.

Supermarkets account for 75% of total
organic sales, which is why they play a crucial
role in the growth of organic and the
ambition of 15% organic farming by 2030

Dutch households are buying more and more
organic products, according to new GfK
figures (2024) with consumers buying 57%
more fresh organic products

20 EUROPEAN
s-2¢ €Y ORGANIC
<= 24 CONGRESS



Belgium Continued growth in organic spend

$

TOTALE BIOBESTEDINGEN IN BELGIE

1.200

In miljoen euro

1.000

+13%

800

600 -

400

200

M Totaal FMCG
BIO

Bron: GfK Belgium op basis van ‘multicat’

*FMCG: fast moving consumer goods incl verse voeding

@ Totaal VERS
BIO

Verse voeding: zuivel + eieren + vers vlees, gevogelte, wild + verse vis, week- en schaaldieren + vleeswaren + brood + aardappelen + fruit + groenten

Following a decline in 2022,
organic spend increased by
+21% (fresh) for in 2023

(Q2)

Stronger growth than total
food and household
spending

Organic share grew 0.3% in
2023 to reach 4%
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Austria Rising organic share despite reduction in volumes

A=\
%-Ver. zu %-Ver. zu.
Einkéufe Menge in Tonnen 2022 Einkéufe Wert in 1.000 EUR 2022
-28% +53%
+27,2% - +50,4 %
218.430 873.586
211163 oe a0 rooras 829250
189.109 718,671 %
161.278 #
580.941 E
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2019 2020 2021 2023 2019 2020 2021 2022 2023
*RollAMA, Total: Milch, Milchprodukte, Fleisch, Wurst, Frischobst, Frischgemise, Kartoffeln, Eier, TK-Obst & -Gemuse, Obst & Gemise-Konserven, Fertiggerichte
Quelle: © RollAMA/AMA-Marketing, Feldarbeit: C Panel Austria GRK/A KeyQuest RO“ AMA
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Organic sales value increased
by +5.3% with volumes lower
a-2.8%

The organic share of sales in
supermarket continues
Its increase 2023 to 11%

Frequency of organic
purchases and quantity of
organic purchases per Austrian
household are rising.

>25% of land in Austria is
organic!
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Growth of organic retail sales in Switzerland 1997-2023
Source: Bio Suisse

Retail sales in million Swiss Francs

$

4.50

Switzerland Seeing continued growth despite economic woes

Swiss consumers continued to turn to
organic products despite a dampened
consumer mood (inflation, rising
prices).

Total organic sales, including specialist
retail, direct marketing and other sales
channels,= 4,075 billion CHF in 2023,
compared to 3,873 billion francs in 2022

The organic market share in the retall
sector increased by +5% to reach 11.6
%

Bio Suisse sees the long-term trend
towards more organic and regional

roduce
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Hungary Modest volume growth but strong value growth

$

I already consume organic products

| plan to consume organic products 27.22%

| do not plan to consume organic

0% 10% 200 30% 40 SO
Share of respondents

) ! Bl( kumua

‘ 1983 2023

Overall share of the market is estimated to be
between 0.3% (FiBL) and 1% (Biokultura)

Nielsen data available only for drugstores,
discount chains, hypermarkets and
supermarkets, around 24-25% of the market

These channels saw 15.7% growth in HUF
(from 2021 -22 to reach HUF 16.1 billion) or
6% in EUR.

Inflation has been significant from 2021-22 yet
Hungary has seen modest volume at increases
of +1% (where data is available)

Online operators such as Kifli.hu have a
significant organic offer and are witnessing
strong growth
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Sweden 2023 was stable in value
Q

Miljarder
kronor

35 34,2
30
25

20

2005 2008 2007 2008 2009 2010 201 202 203 2m4a 2015 2016 207 28 209 2020 2021 2022 2023

DIAGRAM 2. Totalmarknaden fir ekelogiska livernedel | Sverige, 2005 till 2023, lspande priser.
Jimfdrt med 2022 dkade farsdliningeviirdet fér de ekologiska livemedlen naget under 2023, men
vigentligt mindre dn de konventionella.

Killar: Mislsen, GiK ach SCB.

Sales of organic were more or
less unchanged in 2023 in terms
of value (SEK) but decreased
significantly in volume

Production of organic milk
decreased by a quarter as dairy
farms saw the biggest
movement out of organic due
to better conventional milk
prices.
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Sweden

O
- Sales of organic foods
EKOLOGISKT backar nagot decreased by 1.7% during Q1
under kvartal 2/2024 and Q2 2024 while sales of
conventional foods grew by
10% 2.3%

5%

Share of organic within retail is
projected reach 4.3% percent in

0%

5% 2024 a significant reduction
o compared to its peak in 2016 of
7.2%
15% KV1 Kv2 KV3 Kv4 KVi Kv2z KV3 Kv4a KV1 KV2 KV3 Kv4a Kvi KvV2 KV3 Kv4a KVi Kv2
2020 2021 2022 2023 2024 Volume sales of organic fruit &
Ceartaloi Jrfors e same larial o5 Br teoare, i 3020 f 3055 pragiss anmlon saplarpi @ Romoah vegetables and dairy have

olika satt av pandemi och hog inflation. Kallor: Egen bearbetning av data fran SCB, Nielsen och GfK.

grown in volume Q2 2024 - a
positive signal that recovery

_ \ could be ahead.
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Denmark Decline in 2021, but optimism persists...

<€)
v Mia. kr.
) 18,0
* Smaller size of the 160
° organic assortment in retail and
increase of private labels share. 14,0
12,0
.. Larger share of sales is
. 10,0

taking place in discount stores not
offer organic led to first decline in &,
many years

6,0

*. Retail sales of organic food 40

- decreased but just under -3% 20
value and -9% in volume.

0,0
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Sales in Billion DKK- Source: Organic Denmark
(:} eKoLoGISK :
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DKK billion

Denmark ’
\() 16 - - = il
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14

Data for 2024 from retailer suggests a
return to ‘new normal’ and are ready 12 -

to buy more organic.

Growth projected to reach 16.3 Billion . /

DKK in 2024 — pre-2020 level o

55 55

Consumers will return, but value chains
need support with other ‘green’
distractions.

Rema1000 and Netto showing greatest 0
potential to grow sales

2011
2012
2013
2014
2015
2016
2017
2018
2019
2020
2021
2022
2023
2024
2025
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Finland
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ORGANICSALES IN FINLAND

IN GROCERY STORES 2011-2023
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Surce: Tha Finrish Organic Focel Basaciaion Pro Luomu 2004
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Sales decrease by =6% in 2023 to 352 millions
euros.

For certain types of product such as organic baby
food, the market kept growing.

Inflation in organic products slowed down at the
end of 2023 for many products

Organic market share is 2%, representing a minor
decrease (-0.3%)

Organic product in public catering has quickly
grown with 63% public food services report
using organic products daily, and 91% monthly
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UK Channel performance shows inflation and flat foodservice

\() Sales of organic in 2023 in
b\ GBP(£) millions and percentage growth

w A r w T =

Home Foodservice Independent Textiles Beauty &
Delivery Retailers Wellbeing

“:zz
- o ©

Supermarkets’

Total organic
food and drink market

£3173m

(Supermarkets, Home Delivery, Foodservice, Independent Retailers)

£1977m*

£195.5m

£525.1m

. £147.6m
. £135.8m

£432.1m
£474.9m
£92.9m

. £100.3m

Y
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a
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f Supermarket figures based on NielsenlQ
Scantrack data for the Organic category Soil

Asso n: Defined for the 52 week period
endin December 2023 for the Great
2022 2023 2022 2023 2022 2023 2022 2023
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Britain total retail market (copyright @2024
The NielsenlQ Company)

All other figures based on Soil Association
Certification data
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Supermarkets and
I independent retailers back
into growth

Foodservice held market
value

—
The cost-of-living crisis led
to a tough year for home
delivery and beauty &
wellbeing but both show
potential for 2024
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UK Value performance in 2024

Y
e Organic Market Growth

52 weeks

+6.4%

+5.4 in non-org

Organic Market Growth
12 weeks

+8.5%

+3.3 in nonorg

Organic Share of
all food 52 weeks

1.6%

Organic Market Growth
4 weeks

+8.1%

» Value and volume beating all food & drink by approx. 1%

NielsenlQ Scantrack Total Coverage, Food & Drink (Soil Association Defined), 52w/e 24t August 2024 ~
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UK

()
v Organic Market Growth Organic Share of
52 weeks Category
52 weeks
+2.2%
+1.2% in non-org 1 .4%
Organic Market Growth Organic Market Growth

+5.9% +6.4%

+1.6% in non-org +2.2% in non-org

2( EUROPEAN
: . . o . s35:¢ €Y ORGANIC
NielsenlQ Scantrack Total Coverage, Food & Drink (Soil Association Defined), 52w/e 24t August 2024 <% 24 CONGRESS



UK has three key retailer over-trading on organic

O
™ x50y
oT
20.0% ——
15.0% —— ot

10.0%

oT

Sainsbury  Tesco Waitrose  Ocado Lidl Asda Morrisons Aldi Marks & Coop
Spencer

. Total food and drink Organic, food and drink OT Over-trade

Source: NielsenlQ Homescan Food & Drink Share of Trade, data for the
Organic category Soil Association defined, 52wk to Dec 30 2023

. JJijJJJ

2023 saw momentum at
all ends of the market,
from Ocado (+1.1%),
Sainsburys (+0.5%) to
Lidl (+0.3%).

22% of all supermarket
organic purchases are
made online, twice as

much as all grocery at
11%.
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Consumers UK consumers still willing to pay for organic

2021 2022 2023

« Source: NIQ UK Scantrack | Total Coverage incl. Discounters | FMCG (excl. Tobacco and NonFood)

Price’per Item % Change, Latest 52 weeks 19 August 2023,

50%

40%

30%

20%

10%

0%

Purchasing behavior net gain

43% 43% Top 10 purchasing behaviours

40%  40%

1. Clean label / natural ingredients
2. Looking for sales / lower prices
3. Checking ingredient labels
4. Checking nutritional labels
5. Health claims such as digestive health
6. Reduced sugar or no added sugar
7. No additives or artificial ingredients
8. Reduced or zero fat claims
9. Organic products
10. Sustainability or environmental claims

29% 399, 299

27%
24%  23%

— 2022 M = Clean Label M = Sugar Reduction

Source: ATLAS 2023

M = Health Plus M = Health Minus
2020
M = Value For Money M = Sustainability

UK
Consumers
are spending

15% more on
FMCG vs.
2021

The compound impact of
inflation reduced
purchasing power in 2023

Organic remains in top 10
claims when it comes to
purchase behaviors in 2022
(<1%)

Big increases in ingredients
checking and looking for
nutritional info. An
opportunity?

20 EUROPEAN

trends.html#claims

Source: https://www.ingredion.com/emea/en-uk/be-whats-next/2023-consumer-food-preference- ér"::? 24 ORGANIC
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2022 Declines needs to be taken in context

€16,000 . €50,000

\(} Organic Grocery Value Sales, €m
v £14,000 €45,000
The "decline" of 2022 of the 1000 €40,000
organic market is to be put in perspective €35,000

€10,000

€30,000
Extraordinary growth during the Covid €000 €25,000
period because of external factors - €6,000 €20,000
2020 cannot be taken as a reference year - €15,000
| €10,000
€2,000 5000

2023 saw some signs of recovery to at
least pre-Covid levels in many markets . € e oo o o €

2000
2001
2002
2003
2004
2005
2006
2007
2008
2009
1
1
1
1
1
1
1
1
1
1
2020
2021

Denmark Spaine e e o UK Italy France Germany USA

© Research Institute of Organic Agriculture FiBL

Source: Eurobarometre Les Européens, l'agriculture et la PAC, juin 2022
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https://europa.eu/eurobarometer/surveys/detail/2665
https://blogs.worldbank.org/opendata/falling-food-prices-yet-much-higher-pre-covid

Ecoactive consumers bounce-back in 2023 as concerns shift

$

Eco-Actives Household Population share
Projection based on 2019-2023 trend
Global average

st Actual Trend «w Projection
Jsop 26% 27% 27%
A
24% o

22% _ 22% 22% .~

17% 18%

2025
2026
2027
2028

2019

Source : Who Cares? Who Does? Kantar, September 2023

Climate change is at
the forefront of
people’s minds and
concerns about water
shortages have now
leapfrogged plastic
waste as the primary
concern

Consumers expect
more action on
environmental, social,
and governance (ESG)
efforts

Investors too?

Number 1 Environmental Concern

Glabal

2019 @ 2023

3 == ,m -3 ()

o 2o === =
19%
16%
14%
129%
126 1M%%
Q3%
B%
7% 8%

& H) s

5 o @ =]

2 = -] E =

o 2 $ H g

g % r 5 3

E 5 &
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Markets are still shifting

“' Although consumers remain willing to buy more organic products, inflation

has impacted spending power — markets have not fully recovered

European consumers reduced spending on food overall in 2023 - organic
consumers in the EU tended to choose a cheaper version of the same
product (e.g. retailer’s own label) or trade down to discounters (will this be
sustained as confidence returns?)

Very mixed picture at the start of 2024 with the two biggest markets still
struggling to grow, but there is value growth in many other EU markets as
larger retailers see spending recover.

Not all growth markets are seeing volume growth, but inflation in organic is
often lower in organic. In UK this is evident in sectors where non-organic
margins can be smaller negative — inflation has forced movement upward.

Out-of-home continues to be a success in many nations

&

"3 4

é\

”‘.‘#ﬁﬁg

ﬂ

J

Cr

'Y

s

20 EUROPEAN
ORGANIC
24 CONGRESS



Consumers were more motivated to ‘reduce’ in 2023

$

Size of bubble - % who do Mainstream adoptig

Room to gr¢ ed packaging Eat left

v refill products

]

. Buy/ use 2nd, dy
Niche/ Emergingbehaviours 7"

i . sustajnable
ppliances

groderies

Shop at big/ organic stores | atural....
<N Buy ecq appliances

v eco

B
faghion/
Boycot brands.. |, auty

Support,
sustainab...

Will do more of this in the future

Once inawhile (1) Sometimes e How Often shoppers say they do this === Most of the time (5)

Source: NielsenlQ 2023 Sustainability Report - What actions, if any do you currently do to live a sustainable lifestyle? Which of these do you personally see yourself doing more often in next 6-12 months?

» Although growing in France and Belgium, recovery in 2024 not led by Bio stores in

Germany, Italy and UK, but by big format stores and online. g&@ 20 ORGANIC |
* 24 CONGRESS

Source: MielsenlQ 2023 Sustainability Report - What actions, if any do you currenily do to live a sustainable lifestyle? Which of these do you personally see yoursell doing more often in next 6-12 months?



Takeouts Support & trade externalities

\(} Growth needs to come from a balance of supply chain stimulation
®%¥  and consumer awareness — push and pull

Whether led retailers, certifiers, Trade organisations or NGO's
consumer-facing communication is key - impactful campaigns with
clear messages for confused consumers showing how organic
addresses many of the issues they care about - e.g. health/nutrition
and climate.

Organic markets need to respond to various emerging challenges:
Other sustainability offers — e.g. Regenerative and local

Ecolabelling and Metrics — increasingly investors, reqgulators and
buyers want to know about the outcomes, not just that we
comply with a codified system

Trade Barriers — EU to GB trade could be impacted by full
implementation of TCA rules in February
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Thank you

Lee Holdstock

Senior Business Development & Trade Manager
Soil Association Certification
Iholdstock@soilassociation.org
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