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@ Germany

Volumes
Increasing in
most
categories

Little inflation
In organic
(+0.9%) or
non-org food
(-0.5%)

Insgesamt 14,99

Other places of purchase

bakery, butchery, green- 12,26
grocers,streetmarkets, farm shops,
online, health food shops, others

_ Natural Food stores
incl. farm shops with more than

50.000 € purchases of traded goods

General Retailers*

Drugstores

Full-range supplier
2019 2020

*from 2022 on with subdivision of food retail according to YouGov

15,87

2021

2022

+

+

+7,4%

2023

+4.7 %

3,5 %

19,6 %
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6 Private Label continues to take more share

Sales in million EUR

2023 2024

Private labels

2.672(2.760

Branded
products

v Organic food private
labels increase sales by
a strong 13.5%, while
growth in branded
products is significantly
lower at +3.3%.

v" As aresult, the share of
branded products
continues tofall to
currently 34.8%

34,8%
Branded
products

Private Labels
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France Returning to growth after inflationary impacts

Home consumption of organic
(value) has increased +0.8% in
2024

Dedicated organic,
Independents/artisan stores and
direct sales, saw +7%,

Large distribution showed a
continue to see declines (-5%)
as availability becomes more
limited

i

Bio a domicile

Bio en restauration hors domicile

Grande distribution
Magasins bio spécialisés Restauration Restauration
Vente directe collective commerciale
Artisanat/Commercants
0,501 Mds€ 0,325 Mds€
0484 Mds€ 0,302 Mds€
8117 Mds€ : ’
Valeur au stade de gros HT 8,054 Mds€ (Valeur 2023) (valeur 2023) (valeur 2023)
0,826 Mds€
Evolution 2024 vs 2023 +0,8% +3,3% +77%
Evolution 2023 vs 2022 0% +9% +12%

Source: Agence BIO [AND-i
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“ Austria Modest growth in volume and value in 2024

Einkiufe Menge in Tonnen

Volume share . 2u
Is up 0.5% to +55%
2022 levels ! 254.184 245,904 260.603 1.022.963 1076962

Value share is
unchanged
from 2023

Entire market
closer to 3

Einkaufe Wert in 1.000 EUR

2022 2023 2024 2022

billion EUR

* Alle RollAMA-Warengruppen: Weille und Burte Palette, Kase, Gelbe Fette, Fleisch & Gefligel, Wurst & Schinken, Frisch-TK-/Sterilobst & -gemOse, Eier, Fertiggerichte, Backwaren und Mehl, pflanzliche Alternativen

Quelle: © RollAMAAMA-Marketing, Feldarbeit: YouGov Shopper Panel / Auswertung: KeyQuest Marktforschung

' Both frequency and intensity of bio
shop (s increasing by approx. 3%

%-Ver. zu
2023
+37%
1.116.540
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{&  Netherlands

* In 2024, the turnover of organic products
in the total retail sector* grew by 9.6% to

€1.77 billion.
 This is an increase of €154 million

» Market share for organic stands at 3.70%

*excludes Aldi-Lidl, includes organic specialty stores

TRENDRA ,
SONTWIK Euﬂsmf
INDE BIOLOGISCHE

SEBTDR

ok zo EUROPEAN
ORGANIC
> 25 CONGRESS



UNIVERSITA
POLITECNICA
DELLE MARCHE

“ Italy Organic value growing strongly

= EXPORT =*
- €39 ”
4500 DOMESTIC MARKET = BILLION
, " in2024
Organic value o -
growth in .. It
supermarkets o e
2.8% better in o
organic than g 2000
non-organic T 1500
food 1000
500
’ Supermarkets & discount Specialised shops Other channels Export

(food services, traditional shops,
e-commerce)

* Own elaborations based on Nomisma, 2024; Nielsen 2024
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Organic share
almost static
(+0.1%)

UNIVERSITA
POLITECNICA
DELLE MARCHE

i

1'800

1’600

1°400

1200

1'000

million euro

800

600

40

(=]

20

]

(]

Organic

share is 23

slightly
recovering!
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= Sales in supermarkets (millions euros)

* Own elaborations from Nielsen Q Discover, 2024

Organic share of total food market (%)
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“ Spain Spend per person increased in 2024

99¢

& 4

Organic per capita spend is

GASTO POR PERSOMA

at +2.8% EN ESPARA

o .
36% of the popu.latlon RACON A0 2.8%
consumes organic products \
more than once a week CONSUMO EN ESPARIA

m 46€
On average 3.2% of the

total basket spend is organic ECD‘U’U“U
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“ Sweden Still struggling with production-linked inflation 2024

. Miljarder
Slight value and volume kronor “

decreases again in 2024 ®
after inflation and 5 years

of reduced campaign .
activity

Nudging activity has

seen 65% increase in 5
oats and 164% in one

juice! 0

2006 2007 2008 2009 2010 2011 2042 2043 2014 2016 206 2007 208 2019 2020 2021 2022 2023 2024
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{& Denmark

Recovery has begun (+3.1%
value and +1.9% volume in 2
=

2023-24), with growth driven

by price increase and - Omsaetningenafzkologiskefzd;(\)fg;_ezr(i);;gligvarehandlen,méltimia. kr.

frequency ‘“‘"'2:"’

Discounters showing 2% . ——
higher frequency and nearly

12% more penetration o

compared with other :

() oKOLOGISK
LANDSFORENING

supermarkets (Q1 2025)

2,0

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Remains one of the higher shares in Europe (12.7% in 2025) geke 20 EUROPEAN

and foodservice consumption is significant &7 25 ggﬁ‘éll\lllligs




{& Norway & Finland

4000 .78 ORGANICSALES IN FINLAND 0
3 500 ////\\\Mﬂ"f@m” ) IN GROCERY STORES 2011-2023 o
3000
2500 PROLUOMU % 6.0%
E_ 2 000
= 500
1000
500

2015 2016 2017 2018 2022 2023 2024

Source: The Finnish Organic Food Association Pro Luomu 2024

Foodservice continue to grow in Finland (largest share) sX+.. 20 EUROPEAN

Fresh produce sales fell in Norway but livestock growing ORGANIC
* 25 CONGRESS




@ Hungary

NIQ measured retail sales
value (million HUF of
organic products showing
+36% with discounters
seeing the most growth

Total food and beverage
sales growing at only
+26%

7000 000

6 000 000

5000 000

4 000 000

3 000 000

2 000 000

1 000 000

0

.g -
€ oMKi S
Ohaldigial Meztgnadasigi Kutmbintéres » 25 CONGRESS

BIOKUTATAS.HU

B Teljes élelmiszer és ital forgalom®

+26%

6 285 232
5869 883

4 993 505

0,57% 0,58% 0,62%
28 500 33983 98 712
2022 2023 2024

Okoélelmiszer és ital forgalom™

S EUROPEAN
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Poland No upward trend due to low availability

biokurier.

Organic market has a value over 2 billion PLN
(2023) = c.a. 470M Euro, with 1% Share

),

50% of the market is in retail chains and c.a. 50%
in specialist stores.

Significant competition between Lidl and
Biedronka led to a reduction in the organic offer
in supermarkets

The price difference between organic and
conventional products in Poland is decreasing, but
it is still higher than in Western European
countries
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i

UK now its 13th consecutive year of growth

2008-2024 UK sales of organic food and

£ 3 7 b drink products in GBP (£) millions’
. n

Total organic

food and drink market 2,113 2,092

954
1,840 1,862 L

1,789
1,731 1667 1741

c---SSCCCCECCeSTE -

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 l

* Based on Soil Association Certification Organic Market Reports
This figure has been adjusted to reflect changes to the dynamic input provided by data sources ;




i

Organic continues to
outperformed non-
organic food and drink
with strong rises in both
value and unit sales
(March 24 to March 25)

Exceeding non-organic
in value and volume

8.9%
Organic

B Non-organic

3.0%

Value

5.3%

4x YT

Unit growth of
non-organic

0.9%
I

Units

3 20 fuzoran
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Takeouts
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European organic market

Value growth recovering well in many states despite economic turbulence — but some
exceptions e.g. Nordics

Value growth in supermarkets stronger than in non-organic (UK, Italy)
Inflation remains a challenge (Sweden & Holland) organic shops are recovering but are
resisting passing on price increases to customers. Less inflation in organic in some

markets (Austria, UK)

Private label continues to take more share (Germany,) but discounter role less
pronounced.

Replacement strategy -exclusively offering organic for core lines — is helping drive
growth

Public procurement continues to support slower and more emergent markets (Bulgaria,
Finland)

Non-regulated labels - e.g. 'Regenerative’ - increasingly competing for share (Spain,‘

L/ EUROPEAN
France, UK) 20 ORGANIC
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*Numbers represent search interest relative to the highest point on the chart for the given region and time. A value of 100 is the peak populanty for the term. A value of 50 means that the term is half as popular. A score of 0 means there was not enough

data for this term.

Source: Google trends, March 2025
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Spend Household income is not always important

Example 2: “I buy it from time to time (e.g., for a special occasion)” Example 1: “I always buy this product as organic”

o B Lowincome High income (£75k)+ % M lowincome [l Highincome (E£75k)+
60 60
50 50
» \_—.—-‘—“—:h*‘ 40
30 & - « Te—t—_——l 30
20 e 20

10
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ORC and UK ORGANIC Consumer Insights Report 2024 &
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Interest in Regenerative

Which of these sustainability labels Organic is regenerative

do you look for then shopping?
HEALTHY SOILS ARE AT THE HEART OF ORGANIC SYSTEMS

Frea-range Organic 1amers Lse A ringe of Legenerative peaciices 10 Budd soll fertility Withou! rdytng oo artificsal fertilisers
A5% Staties show That, on average, ofl On onganic Larms slore moce carbon®™ and huve MNgher lowels of soll microorganisme™

Fairtrade

32%

| I
[=]
=
L
Lo~

Organic

26% ~ J

- 1 A X _'_‘. S
. \/ C )
3 ,
Regenerative farming v r S <
1% Yo
Long and diverse crop rotations Growing nitrogen fxing legumen Appiying manure and composts Cower cropping

« Only 1in 5 consumers thought organic beat regenerative in terms of being the most environmentally
friendly farming method, but:

—

o : : : : :
» 26% of consumers associate the term regenerative with organic more highly R 20 EUROPEAN

» Most consumers couldn't name a regenerative brand ORGANIC
= 25 cONGRESS



Targets matter market shares show a clear relationship

35
30

25

Established organic land
targets in the EU (2027-

2030) and organic
market shares across
key markets

i I B Il -

Germany Denmark France Netherlands UK

20

B Gov. org land target % B Org market share %
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Thank you
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Lee Holdstock
+x+ . 90 EUROPEAN
%{ ORGANIC
' 25 CONGRESS

Head of Regulatory Affairs & Trade
Soil Association Certification
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