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RéruBLIQuE m‘s% The French Organic Market decreased in 2022

Pour un monelephs o

€ 12.08 Billion for retail = -4.6% vs 2021
€ 715 Million for canteens and restaurants (without VAT) = +17.4%

Evolution of the French Organic Market (€ Billion)
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Organic Food in Retail in 2022

e 6.1% of food household consumption was organic

Evolution of organic food sales in retail (€ Million)
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Source : Agence BIO/AND-I|

e Supermarkets : -4.6%
e Organic Shops : -8.6%

e Shopkeepers and
Artisans : -2.6%

e Direct Sales : +3.9%
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Shopkeepers &
Artisans
8%

In 2012

Shopkeepers &
Artisans irect
7%

Source : Agence BIO/AND-I|




EE e Organic Food in Supermarkets & other
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= BO General Retailers in 2022

Hard Dlscount e Supermarkets : -5.5% (decline of organic

|

range and report on private labels)

Convenience
Shops 10.6% _ _
e Hypermarkets : -6.1% (decline of organic

range and report on private labels)

e Drive : -9.5%

Drive 11.5%

e Convenience Shops : -2.5%

e Hard Discount : +11.0% (more
customers and a broader organic range than
in 2021)

Source : Agence BIO/AND-I
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e Decrease of sales (value) : -8.6% vs 2021
e 3 086 shops at the end of 2022 = -5.3% vs 2021

e Closing of some organic chains like Les Nouveaux Robinson
(Organic Pioneer)
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e Decrease of Sales : -2.6% vs 2021
e Wine Merchants = a big part of the sales

e /2 of bakers and butchers who used to sell organic and non-
organic products, gave up organic in 2022.
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e Increase of the sales : +3.9% vs 2021, mostly due to wine
sales

e 43% of organic farms sold a part of their production directly
to consumers (26 000 farms)
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e Canteens:

* purchases : € 445 million (without VAT)
* +18.0% vs 2021
* organic share = 7%

e Restaurants :

* purchases : € 270 million (without VAT)
* +16.4% vs 2021
* organic share = 2%
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Products Share in Retail in 2022 (in value)

Seafood, Non Alcoholic
Delicatessen & Drinks
Frozen Food 4% Grocery + Fresh F&V + Dairy

6% A & Eggs = 62% of Organic

Bakery & Retail Sales
Pastries

8%
Wines = The only category
that increased.

Meat = the biggest decrease

Fresh Fruits &

Vegetables
16% Source : Agence BIO/AND-|




o I;(’) Origin of organic food consumed in France
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Supermarkets, drive and convenience shops

e -2.6% for organic food products with fixed weight, with :

o -1.8% for grocery products with fixed weight (without fresh products)
o -5.2% for drinks

o - 3.0% for fresh products with fixed weight

e Continued decline of the organic range (like in 2022)




e 0% The Organic Market in 2023

Egalité

Organic Shops

e 2 826 Organic Shops late 2023 = -8.5% vs 2022
e sales area : 774 391 m?* = -8.6% vs 2022

e Increase of sales (value) : +1.1% vs 2022
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organic :

At least once a

o I;(’) Consumer’s perception

Everyday
e 83% of French people eat " =
organic food at least once in 2022 202 23% 26% 3% B
vs 91% in 2021.
= That means almost a doubling
of people who never eat organic ~ **% 1 20% - IEn
between 2021 and 2022. 2010 ECE 6% 24%
12% 17% 25% 34% 12%
e Decrease of the share of e EER
regular consumers 2017 19% 23%
2016 21% 26% 15%

Source : Agence BIO/OSCOCO
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Why did you start to eat organic food ?

Regular organic consumers, n = 2 484

to preserve your health [N 33% 21% 23%  30%

for the taste of the products [N 139, 0% 9% 15%

to protect the environment [ 12% 13% 12% 1%

greater availability of organic products where you buy food I 10% 1M1% 15% 12%
a family habit/household consumes organic food N g9, 9% 7% 6%

- for animal welfare I 6% 6% 4% 5%

for ethical or social reasons 4% 6% 8% 6%

birth in one's family/having children . 3% 4% 4% 3%

allergies or special diet 2% 2% 2% 2%

following a particular event (other than the birth of a child), 29, i 2% 2% 2%
following the discovery of organic products outside home 4o, J. ‘mportentincrasndecesss va 2021 3% 1% 1%

Source : Agence BIO/OSCOCO
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e |:|c’) Consumer’s perception

In 2022, French people paid less attention to logos when they bought food than in 2021.

Regarding these logos/labels/certifications, for each one, please indicate whether, during your food purchases, you are

don't pay attention at all rather pay attention pay a lot of attention 2021

Label Rouge (n=1952) # KA 18% [ 72% Q& [ 79% |
Origine France (Viande, F&L}...‘ggf 10% 19% [ 71% Q2
Nutri-score (n=1957) (¥ IEKE S 18% 9% ] [
organic Ag (n=1%05) I 15% 20% e o 65% JUSIEE
Zéro Résidu de pesﬁcides...@ 24% LR 19% W 62% B %
AOC (n=1342) .AEC 28% ] 7%l 61% R
Eurofeuille (n=1250) [ 28% L ] 18% i 50% RUSHE
icp (n-147) (@) 20% T T NN L W
AOP (n=1491) @ 28% L] 18% M 60% Q2 %
Bleu Blanc Coeur (n=1298) %’ 31% L o0 ] 5% W 53% QB | 63% |
Agri Confiance (n=71) &) % I T MG | 125
HVE (n=772) () 35% L o 12% [l 51% RSOl 65%

Source : Agence BIO/OSCOCO
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R B Main brakes

1 ) Prl Ce (+ 1 pOI nt VS 202 1 ) organic products are too expensive 13 1% 70%

you have doubts that they are totally organic 2ILJSSR . L0 16% 57% 40%
. you don't see the point pDAC A 16% 44% 50%
2 ) DOU th a bO Ut th e rea I Ity ' Z::i?::i:hi"k abo'ut it/you don't have the reflex to m% 229%, 20%

th e p rOd u Ct be i n g Org a n iC . you prefer local, non-organic products m% 19% 21%
(+ 17 p0| nts vs 2021 ) z‘::a:: ::ot:::zﬁed with the origin of  FT7g07 199, —

. 0, o,
you are not satisfied with the quality or taste ‘ms% 18% 20%
the offer of organic products does not correspond to your 7 15% 17%
= A degraded quality-price
you have your own vegetable garden/you share land to m 13% 13%
. cultivate )
I I I Ia g e due to lack of information on organic products . 10% 15%
you can't find any at your usual places of purchase 5% 9%
I .
others | 39 " 2nd 4%
5 o ; 3rd
due to lack of in-store events/possibility of tasting l 39, 6%

organic products in stores

Source : Agence BIO/OSCOCO
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i, o Let's keep in touch

Dorian Sarah Catherine Nadege




