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Development of organic agricultural land and operators 1990-2023

Operators (nr) 94,441

UAA (ha) 2,456,019

Share (UAA) 19.8%

Source: SINAB, 2024

Operators (nr)Land (ha)

+ 1.8 %
23/22

+ 4.5 %
23/22

OperatorsLand
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Organic food sales in Italy, 2024 EXPORT 

€ 3.9
BILLION

in 2024

+ 10 %

23/22

* Own elaborations based on Nomisma, 2024; Nielsen 2024

*

+ 4.5 %
24/23

+ 8%
24/23

+ 10 %
24/23

DOMESTIC MARKET 

2024
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Sales in supermarkets (millions euros) Organic share of total food market   (%)

Sales values of organic foods in supermarkets in 2024

* Own elaborations from Nielsen Q Discover, 2024

Organic 

share is 

slightly 

recovering!
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Organic and total food growth (%) rate for the sales values

in supermarkets

+ 1.7%
24/23

+ 4.5 %
24/23

Total food

Organic
* Own elaborations from Nielsen Q Discover, 2024; Osservatorio SANA, 2023
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Supermarkets sales (top 10 products)

* Own elaborations from Nielsen, 2023

10.3%

% Organic share
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supply remains

concentrated in a limited 

number of categories
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* Own elaborations from Nielsen, 2023

Organic products' share of total value sales
Supermarkets sales
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IT organic food export 

EXPORT 

€ 3.6
BILLION

in 2023
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Organic export (million euro) Organic share of the total food export (%)

* Own elaborations from Nomisma and Osservatorio SANA, 2023
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Organic Import by product (2023 vs 2022)

Source: MASAF, 2024
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• The growth of organic agricultural land has surpassed the increase
in the number of producers.

• A substantial enhancement is necessary to meet the F2F
objectives.

• Signs of market recovery are visible in both supermarkets, which
recorded a growth of +4.5%, and specialized stores, which saw a
+10% rise.

• The market share of organic products in supermarkets is
experiencing a slight upturn but remains below 3%. This means
that buyers tend to keep a very limited assortment on the shelves.

• Organic supply is still predominantly focused on a limited range of
categories, with approximately 30 categories representing nearly
70% of the market.

• The sector continues to depend significantly on imports,
particularly for products such as cereals and industrial crops.

Conclusions
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Thank you !

Raffaele Zanoli
ISOFAR & 
Università Politecnica delle 
Marche
Via Brecce Bianche
60131 Ancona - Italy
Tel. +39 071 2204929

zanoli@agrecon.univpm.it
www.univpm.it

Contacts and additional info: 


