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The French Organic Market

Laurence Foret-Hohn, Deputy Director of Agence BIO
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Shares of sales for all food and for organic food (in value)

Distribution of all food sales in 2020
(taxes incl.)

direct sales and others

sales outside shops 2%

(online & markets

artisans & other food
shops

Distribution of organic food sales in 2020
(taxes incl.)
12.8 billion euros

direct sales
11%

shopkeepers &
artisans
7%

Sources : INSEE & Agence BIO/AND-I
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SUPERMARKETS, DRIVE, HARD DISCOUNT AND CONVENIENCE SHOPS

» -12.7% for grocery products with fixed weight (without fresh products)
» -11.3% for drinks

» -16.2% for fresh products with fixed weight

» Growth of organic sales only for frozen fishes & meats, dietetic products and pet
food

» Decrease of the organic range in supermarkets

Sources : Agence BIO/Nielsen
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ORGANIC SHOPS

»-16.6% of the total sales with a constant number of shops vs 2021
» New shops are still opening.
» Organic shops keep on restructuring and developping private labels.

Sources : Biolinéaires
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Organic operators in 2021

areas engaged (ha)
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[total areas in conversion to organic
[T areas certified organic

B number of farms engaged in organic

W number of organic processors, distributors, importators & exportators

Number of operators engaged

2.78 million ha (+9%

)
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0,
10,3 %
80 000
of French UAA
is organic
60 000

58 413 farms (+10%)

40 000

29 233 compagnies (+12%)
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FRENCH ORGANIC MARKET STAGNATED IN 2021 (-0,5%)

Evolution of the French organic market by distribution

channel since 2005

4 000
2 000
0 000
8 000
6 000
4000

2 000
0

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021
B supermarkets

= organic shops & organic supermarkets

m direct sales

shopkeepers & artisans
B canteens and restaurants

Source : Agence BIO/ANDI — 2022

» but increase vs 2019
»in 2021 :

- increase for direct sales (+7.9%), shopkeepers

& artisans (+5.8%) and catering (+20.6%) vs
2020

- decrease for supermarkets (-3.9%) and for

organic shops (-1.8%)

» 6.4% of the French food market in 2021

» Almost 13.3 billion € (including catering)
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PRODUCT SHARES IN THE ORGANIC FOOD MARKET

\ -4%

B Fresh fruits & vegetables
% Dairy products and eggs \ -5%

= Meat \ 2%

B Seafood, delicatessen & frozen food / +1%

! Bakery ()
/" +1% 54 (y
= Grocery \ -2% (0]
o fresh and
Non alcoholics drinks \2% refrigerated

EWES
vs. 58 % 2015

m Alcohdlics drinks .~ +10%

Source : Agence BIO/ AND-I 2022
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SHARE OF ORGANIC PRODUCTS IN THEIR MARKET

Organic sales shares

TOTL —— %

Alcoholic beverages | ———— 007
NON alconolic beverages i ——— 07
Grocery I —— -00%
Bakery |[—————  50%
Seafood, delicatessen, frozen foods _4-40%
veat — 2
Dairy products e — 207
Fruits and vegetables i —— 8.10%

0.00% 2.00% 4.00% 6.00% 8.00% 10.00%

02021 m2020 ®=2019

Source : Agence BIO/ AND-I 2022
.



. \,

REPUBLIQUE L'AGENCE
FRANCAISE .

Liberté

BIO

Fraternité —

ORIGIN OF ORGANIC FOOD CONSUMED IN FRANCE

ALL PRODUCTS

Alcoholic drinks (including wines)

Grocery & non alcoholic drinks 41% 26% 2021
Bakery & pastry 94% 6% 32%
Delicatessen & frozen food 66% 26% ?/:S; ivsvmlso‘c'rilezs

Fish & Seafood 2% 33% 2’7B€
Meats fresh & processed
Eggs
Dairy products
Vegetables

Fruits 37%
0% 20% 40% 60% 80% 100%
B France B European Union Third Countries

Source : Agence BIO/ AND-I 2022
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EXPORT OF FRENCH ORGANIC FOOD

ALLPRODUCTS L B 1047
coboic drinks (includ ) | * organicexports: +18% in
Alcoholic drinks (including wines 343 567
| | 2021 vs 2020
Grocery & non alcoholic drinks [JIEEYIN ™ 230
Bakery & pastry |5 . .
* organic wines exports :
Delicatessen & frozen food I 8 .
+14% in 2021 vz 2020
Fish & Seafood | 7
Meats fresh & processed [JJJ] 38 . ]
o [ * Wines =53% of organic
xports in 2021
Dairy products - 70 €Xpo ts 0
Vegetables . 37
Fruits [T 83
0 200 400 600 800 1000
M European Union Third Countries Total Exports

Source : Agence BIO/ AND-1 2022 »
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Consumption frequency

Share of consumers of organic products

An increase driven by the most frequent consumers (at least once a week or even every day)

Base: All (n=2112) consumers at least once

2021 [ 5% 24% 37% 76% * 52%*
ooo0 [EENT 26% 34% 73% 47%
2019 [ 24% 33% 71% 47%
2018 [ 7 25% 34% 1% 46%
2017 [ 23% 34% 1 73%* 50% *
2016 [ E 26% 28% 69% 43%

u Never - lessthanonceamonth  about once a month SRS « every day

Have you consumed organic products in the last 12 months?
4, significant rise/fall from wave to wave
xa

2100912 - Agence Bio — Baroméire de consommation et perception des produits biclogiques en France — Edition 2022
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Why buying organic ? 60% of recent
And why not ? consumers
+
53%4' 46% 34% 3Z%¢ 31% 28% least 20 less than 1 year
at leas ears
@ & g f Qﬁ " 12% 1 et
Health Environ Quality More Animal Social /
ment & taste available welfare fareness
N2 N2
70% 42% 24% 40%* 21% 15%
Expen Really No habit  Localfood Can’tfind Notenough
sive organic ? or reflex over products information

organic
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The main reason to consume organic food

The first motivation for the consumption of organic products remains the preservation of one's health.

Base: organic consumer at least once a month (n= 1602)

2020
n=1524
To preserve one's health _ 27% 29%,
‘to preserve the environment (fight against global warming, protection of the earth, etc.) _ 13% 12%
greater availability of organic products in usual shopping places - _ 11% 4 15%
for the taste of the products _ 10% 9% 4
a family habit / my household was already a consumer - 9% T 7%
for animal welfare (living, breeding and slaughtering conditions, etc.) - &% 1T A%
for ethical and/or social reasons (fair remuneration of producers) - 6% 3 8% s
birth / having children / grandchildren - A%, A%,
following the discovery of products outside my home (canteen, restaurant, at friends’) . 3% 2%
Following a particular event in one's life (other than having children) . 2%:1 2%,
allergies / special diet ; . 2% 1 1%

Now let's talk about the reasons that prompted you to consume organic products. What is the main
reason that led you to consume organic products in the beginning?
: +J significant rise/fall from wave to wave

= 2100912 — Agence Bic — Barométre de consommation et perception des produits biclogiques en France — Edition 2022

2019
n=1420

30%
11%
12%
15%
6%
5%
6%
3%
2%
2%
1%
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Hindrances to organic food consumption

The cost of organic products remains the major obstacle to greater / more frequent consumption of organic products, although it is declining
among those who already consume. Note a dissatisfaction with the origin of products on the rise among the most regular consumers.

_ Daily organic consumers more occasional organic non organic consumers
total citations (n=277) (n=1600) it
organic products are too expensive 51% 37% +
doubt they are totally organic E ¥ IEE v [EE o
favor local non-organic products EEE K
don't think about it / don't have the reflex to consume it E E l
not satisfied with the origin of organic products m t . !
the organic product offer does not meet youf needs m . E
has its own ve-egetable garden m ﬂ J !
can't find any at his usual place of purchase m l ! I T I '
don't see the point z o ‘ T
due to lack of information on organic products E 13 . I
not satisfied with the quality/taste . T l T ! o
for lack of animations / opportunities to taste in stores I l |
- Oféhers I ozl It I 7

Why don't you consume more organic products?

Why don't you eat organic products more often? o .
ﬁ_ Why do you not consume organic products? 4l significant increase/decrease vs 2020

2100912 — Aaence Bio — Baromeéire de consommation et perception des produits kicloaiques en France — Edition 2022
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Paying attention to mentions when purchasing food products

The French are mostly sensitive to mentions relating to the composition of the food products they buy, in particular those concerning
the naturalness of the raw material (almost all guaranteed by the organic label). The French origin is the most sought after mention.

Bose : (n=2112) attentive to at least one mention I 077
Free range (eggs & poultry) NN 477
Naturalness of the without palmoil I 475 _ _
: fed non-GMO / non-GMO | I 40% 74%
raw material no pesticide residue | 30% o

withoutantibiotic . . GGG 35%
no added sugar I 41%
noaddedsalt | GGG 35%

Nutritional values reducedinsugar  EEEEGEGEG—_—— 0%
fat free [ reduced fat I 7% 66
holl 1 (example: whol | flour) I 3% %
low calorie . [N 13%

high nutritional content (proteins, calcium, vitamins)

pmhioticr: E =
without preservatives I 42%
no artificial colors GGG | %
no artificial flavor [ 35%
nitrite free N 32%
without flavor enhancer N 27%,
France/ French I 527 607
Local/régional I 397 o
lactose free M 6%
Diet gluten free I 5%
vegetarian |l 3% ] 3%
Vegan @ 3%
I do not pay attention to the mentions on the product composition. 10%

Origin

guaranteed by organic : 73%

What mention(s) on the product composition do you pay attention to when buying food products?

2100912 - Agence Bio — Baroméire de consormmation et perception des produits biclogiques en France - Edition 2022 d




Thank you !

Let’s keep in touch

www.agencebio.org

observatoire@agencebio.org
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