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UK Organic Market Update

Lee Holdstock — Head of Regulatory Affairs & Trade
Soil Association Certification
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Channel performance 1n 2023 A

Sales of organic in 2023 in
GBP(£) millions and percentage growth
2 B e v o= Supermarkets and
Suparmarkets’ Home Feodservics  Independeni TaxtHes Beaaty & ) i
. i e otz I independent retailers back
- @ @ @ into growth
. @ Foodservice held market
I value

The cost-of-living crisis
l led to a tough year for
home delivery and beauty
& wellbeing but both
show potential for 2024
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Value growth 2013-2024 (Sept) 4.9<

% Annual Growth (Value Sales)

14% 12.5%
12% -

10%
8% -

8% -

2%

2013 2014 2015 20706 A1 ana 2019 2020 204 202 20854 YTO Aug24®

—Maon Crganic Food & Crink —2rganic Food & Drink

*c2w/e 235=p23

Source: M0 Scantrack Organic v non Oreanic Food & Drink *Benchmark expanded to include Aldi, Lidl, Amzzon, Poundlznd 2nd Farmfoods
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Retail value performance — September 2024 ?ﬁa 4
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Organic Market Growth Organic Share of
52 weeks all food 52 weeks

+64% 16% » Value and volume

beating all food &

+1.8 in non-org
drink by approx. 1%
Organic Market Growth Organic Market Growth
12 weeks 4 weeks
0
+7.2% +0.6%
+3.4 in non org +1.8in non ofg

MNielsenlC Scantrack Total Coverage, Food & Drink {Soil Association Defined), 52w/e Sept 21st 2024




Retail volume performance — September 2024

Organic Market Growth Organic Share of
52 weeks Category
52 weeks

+2.6% 1.5%

+1.1% in non-org

Organic Market Growth Organic Market Growth
12 weeks 4 weeks

+4.4% +2.1%

+1.5% in non-org +0.1%iin non-org

MiglsenlC Scantrack Total Coverage, Food & Drink (Soil Association Defined), 52w/fe 21% Sept 2024
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Organic v's non-organic category movements - Value 3@ e
PG
Organic and non organic category movement (value)
208 0.0% 20% 40% £.0% B.0% 120%

Dairy, ambient and
MFP continue to
outperform non-
organic

Organic Baby Food
back in growth

BWS slight decline in
sales versus last
quarter when it was
outperforming non-
organic

hieat, Fish and
Paultry

Beers, Wines and
Spirits

m Organac Growth m Mon organic growth

MielsenlQ Scantrack Total Coverage, Food & Drink (Soil Association Defined), 52w/fe 21 Sept 2024
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Organic v's non-organic category movements - Volume 3@3

Ran™
22 weeks unit change
——sE 000
» Unit and value growth  ——
e L —————————
across core organic
h 2 Ambi
categories — dairy, o —
produce and ambient s oy
_ Produce [
*» MFP seeing +107% volu
MEP [ —
me growth
Dairy | —
» Slow down in organic 8.0% 6.0% 4.0% -2.0% 0.0% 2.0% 4.0% 6.0%

confectionary

B Units Mon organic B Units Organic

MiglsenlQ Scantrack Total Coverage, Food & Drink (Soil Association Defined), 52w/e 217 Sept 2024



UK supermarket organic
product staircase -.E

Committed
organic

Elevating the  Cheese
everyday Soft drinks

Fresh poultry
Fish

Scratch cook Butter & spreads
store cupboard  Beef

Coffee

Canned ambient
grocery
Cereals & morning

Vegetables
Home baking

Sweet spreads
b preserves
e Mtk Cooking products 'nac =
Yoghurts Baby food and ingredients Wine
Eggs Baby milk Salad

Entry Point

Carrots Bananas

Tomatoes
Fruit

Volume Share of Category

ttt Source: Based on MielsenlQ Scantrack data for the Organic category Soil Association: Defined for the
52 week period ending 30 December 2023 for the Great Britain total retail market. Categories chosen
with Organic Market value =£25m (copyright @2024 The MielsenlQ Company)

New unit analysis has
identified a UK
organic staircase for
supermarket category
management.

Growing the organic
shopper frequency
through repertoire is
a key strategy for
growth.
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Supermarket organic over and under-trade (April) K =
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25.0%

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

20.0%

15.0%

10.0%

227% of all supermarket
organic purchases are
made online, twice as

much as all grocery at
11%.

5.0%

I

Salnsbury  Tesce Waitrose Ccado Lidl Asda Marrisans Aldi :‘Iarlts -] Coop
pencer

0.0%

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

Source: MielsenQ Homescan Food & Drink Share of Trade, data for the
Organic category 5ail Assoclation defined, 52wk to Dec 30 2023
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The UK Organic
Consumer
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Health & wellness concerns return in 2024 m©%‘

RGanY

“‘What is the most
important concern to
you at the moment?”

Cost of Living

259%

Health & wellness

Mow-21 Jan-22 Feb-22 Moe-22 Mow-23 klar-24 Jun-24

Source: MO UK Homescan Sorary Juns 2004 | Mhorbe: Wellness only Induded in survesy from Bow23




Consumers UK consumers show willing to g@‘;

. T
pay for organic
UK Consumers » The compound impact of
are spending inflation reduced
15% more on purchasing power in 2023

£115

2021 2022 2023

»  QOrganic remains in top 10
claims when it comes to
purchase behaviors in 2022

Source: MIQ UK Scantrack | Total Coverage incl. Discounters | FMCG (excl. Tobacco and NonFood)
S B

Price per ltem % Change, Latest 52 wesks 19 August 2023, {{ 1 %:]
Purchosing behavior net gain

-  Big increases in ingredients

% o AT &% Top 10 purchasing behadours . :
e iy Ji% TN 1. Chiai labsl £ haludal iigr cSenls Chel: klr'lg ar"d IDI:J klng fl::]r

I Looking for sales § lgwer prces. - .

- I e 3 Cheing egreseneianet nutritional info. An
N et et gt bt opportunity?

T. ha ddEreri or arif=al ingredenis
E. Redhsced oo evo Tat claime
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Source: hitps: ) wianw.in ion.com/emea/en-uk/be-whats-next/ 202 3-consumer-food -preference-trends._himl#daims




Key motivations for buying organic

" % of Organic Shoppers who Agree

Excludes harmful / synthetic pesticides
Production standards*
Healthier

Better quality

Less polluting

Prohibits routine antibiotics
Healthier soils

Taste better

GM free

Better deal for farmers

Better values and transparency
Increase biodiversity
Sustainable packaging
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High- and low-1ncome organic shoppers

60
50
40

20
10
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Exampile 2: *| buy it from time to time {e.g., for a special occasion)®

B Lowincoms I High income (ET5k)+

T ———,
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ORC and UK ORGANIC Congu
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Example 1. I always buy this product as organic”
B Lowincome [l High income (ET5k}+
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Organic
Market Report

2024

Published with support by RBOrQQ"\"C'

2025 Organic Market
Report available from

26" February!




~ G
O O
N <
C
PG AnN

lholdstock@soilassociation org

Atyjoadwéivsf'\,
CERTIFICATION




