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Household consumption, without exportations
e EU inflation rate : 2.7%

e French inflation rate : 1.3%

€12.176 Billion for retail ® +0.8% vs 2023 shops and local tr.

Evolution of organic food sales in retail (€ Million)
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® Mass retailers : -5.1%

® Organic Shops : +6.5%

® Artisans-Craftmen : +7%
® Direct sales : +7.4%
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2024 Evolution

e Supermarkets : -7%

* Hypermarkets : -8%

* Online:-8%

* Convenience store : -3%
* Discount retailers: -8.5%

On a total of

= supermarkets = hypermarkets €5 807 million of organic sales in 2024 by mass
Eonline B convenience stores retailers

m discount
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LH1

MB10

LH1 1

MB1 2

5,8M€ de ventes bio en GMS sur 138M¢€ de CA alimentaire ? soit 4,2% ?
Laurence Hohn; 2026-01-31T09:43:34.669

tu parles de la part de bio dans le CA alimentaire des GMS ? si oui ¢ca me semble cohérent oui
Marine Bré-Garnier; 2026-02-03T10:47:11.982

a la relecture j'ai un doute : il s'agit de la part du CA bio de chaque segment de GMS, et a droite : baisse de part ou de CA?
Laurence Hohn; 2026-02-04T08:59:38.684

je vais mieux préciser sur la diapo, mais a gauche c'est le découpage du CA bio GMS (5 807 millions d'euros) entre sous circuits GMS (avec PDM), et a droite:

d'évolution en valeur absolue
Marine Bré-Garnier; 2026-02-04T09:06:07.166
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e In wholesale price : LH1
Household consumption = 92% with over €8 billon

5.7% of food household consumption was organic (vs 5.6% in 2023)
Canteens & restaurants = 8% of organic consumption with €847 million

e Canteens:
e purchases : €516 million (wholesale price)
o +6% vs 2023 EGalim goal : 20% of organic food in
e organic share = 5.2% (vs 6.2% in 2023) public canteens

® Restaurants :
e purchases : €331 million (wholesale price)
e +10% vs 2023
e organic share = 1.5% (like in 2023)

Source : Agence BIO/AND-I
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LH1 The denominator, that is to say, purchases in the restaurant sector, has increased sharply.
Laurence Hohn; 2026-02-04T09:02:08.083
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seafood,

delicatessen

and frozen \

non alcoholic

/ beverages

bakery and
pastries 8% f

Products share in retail in 2024 (in value)

Evolution

Sales growth: alcoholic beverages (+7,2%), fresh
fruits & vegetables (+5,9%) and bakery and
pastries (+1,5%).

Groceries : still stable (+0,6%)
Slight decrease : dairy & eggs (-1,2%)
The biggest decrease: seafood (-7,3%), meat

products (-5,9%), non-alcoholic beverages
(-5%).

Source : Agence BIO/AND-I
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Origin of organic food consumed in France

Total 71.1% 13.4%

beef meat 99.6% 0.4%

eggs 99.5% 0.5%

Poultry 99.4% 0.6%

milk 98.3% 1.7%

dairy 97.7% o 1.9%

Wines 97.1% = 2.7%

pork meat 95.3% 4.7%
lamb meat | X 2.6 %
Bakery and pastries 6.0%
Meat products 10.1%
delicatessen 12.1%
Other alcoholic beverages 12.3% |
vegetables 11.3%
plant milk 15.3%
salted grocery 29.8%
sweet grocery 18.2%
Frozen food 39.0%
fruits 21.0%
non alcoholic beverages 18.0%
—C seafood 32.6%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

M France EU ®third countries Source : Agence BIO/AND-I
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® French organic exports : €1.164 billon € = +10 % vs 2023 and x 2.7 in ten years
® 57 % towards EU and 43 % to third countries
® Wines = 56 % of organic exports, grocery = 22% and fruits & vegetables = 10 %
» Wines : €649 million (+17% vs 2023), i.e. 5.5% of French exports of wines
= Champagnes = 60% of organic wines exported

= 60% of organic wines exported towards third countries

Source : Agence BIO/AND-I



REPUBLIQUE  L'AGENCE
FRANGAISE B
Liberté I
Egalité

P un monde phs B

Provisional data
e EU inflation rate : 2.3%
® French inflation rate : 1.7%

® The organic market is indeed recovering in 2025 (vs 2024) : between +3% and +4%
of growth (value).

e Steady increase of organic food sales in organic shops, at shops and local traders
(provisional), and directly by farmers.

e Stabilization of sales in mass retailers (volume).

Source : Agence BIO/AND-I
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Provisional data

General retailers (fixed weight products only)

e +1.4% for organic food products with fixed weight in value market)

(36% of sales)
® Increase of organic sales in all kinds of general retailers, excepting
discount.

(12% of...

e Stabilization of the organic share in food sales of all categories vs 2024 +1.5%
(32% of sales)

Organic sales represent 4.2% of mass retailers’ sales (in value) vs 4.3% in
2024.

= supermarkets = hypermarkets
= online = convenience stores
= discount

Source : Agence BIO/AND-I
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Mass retailers’ private labels share in 2025

Fixed weight products only

Organic products VS non organic products

47,8% of private labels in organic sales

(+0.4 pts vs 2024, and +1.7 pts vs 2023) 36.4%
= 58,9% of fresh products (-1.7 pts vs 2024) 47.2%
= 42,7% of beverages (+3.1 pts vs 2024) 17.8%
= 39% of groceries (+1.4 pts vs 2024) 31.9%
In value

Source : Agence BIO/AND-I
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Provisional data
Organic Shops

® Global increase of sales in value : +7.8% for sales of organic food
® A decrease of the number in organic shops in 2025 : -96 shops = total number : 2 601 late 2025

- Biocoop (44% of the organic shops’ market with 744 shops): sales : +7.4%
- Naturalia (8.8% and 214 shops) : sales : +8.4% for the first 3 quarters
- La Vie Claire (8% and 316 shops) : sales : +4.5%

Source : Agence BIO/AND-I
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Provisional data

® The number of organic producers is decreasing for the 15t time : LH1

-1.2%, reaching 61 162.

e while the number of processors and retailers is still slightly decreasing : -1.5%,
reaching 24 717.

® A decrease of the organically grown areas is expected for 2025.

® France used to rank 15t for organically grown areas for 3 years (2020 to 2022). It is
now second behind Spain for 2 years.

Source : Agence BIO/AND-I
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LH1 Fance was overtaken by Spain in 2023 ?
Laurence Hohn; 2026-02-03T08:15:52.577

MB10 yes indeed !
Marine Bré-Garnier; 2026-02-03T10:47:41.575
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Have you consumed organic products in the last 12 months?

Base totale, n=6127

% Consumers at least once a
month

3% 719 719 3% O

60% 59% 1.
54% 54%

50%
47% 49% 1t o 47% 47%.
44% ° 43% 400, 44% % 50 40% 43‘/’10*’/,/_7f\@é’ “““ - >

37% 0 T \ij:::\ 35%,

Mode of collection: Face — to - Face o
Question title: Do you consume organic products ? 7o Consumers at least once a
Changes implemented between 2013 and 2015 week

2003 2004 2005 2006 2007 2008 2009 2010 2011 2013 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
(n=1008) (n=1000) (n=1042) (n=1006) (n=1023) (n=1050) (n=1015) (n=1028) (n=995) (n=2019) (n=1007) (n=1002) (n=1002) (n=2000) (n=2000) (n=2100) (n=2112) (n=4000) (n=4000) (n=4000) (n=6127)

'‘NBCOCO
|_ Q. S (.: fl Source : Barométre des produits biologiques en France, 2025
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For you, “eating well” means above all :

n=6127

A balanced diet 45%, +2pts

__________________________________________________________________________________________________________________________________

i A diet that doesn't damage your health 1T +7pts i
The pleasure of the senses 4 -16 pts
A moment of shared conviviality 10% 21% 4 -9pts
A diet that strengthens the body and helps you stay in shape 9% 10% 19% +4 pts
Food produced in conditions that respect nature 8% 11% 19% T +7 pts
Food that respects producers YA 8% 13% +3 pts
Food that respects local tradition and culture ¥/ 7% 12% =/=
Innovative food that benefits from technological advances 5% +2 pts

'‘NBCOCO
|_ C.) [ S (.: fl Source : Barométre des produits biologiques en France, 2025
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Are you familiar with these two labels?
n=6127

98% 97% 97% 97% 97% 98% 95% 95% 94% 95% 95% === ;
O-——0 o o O ¢ & o o o

oooooooooo

o
62% gy, ~ 63%  09% g0, 0% B1%  62% 66%
—o—o—°

37%

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

d BCOCO
|_ Q. S (.: ] Source : Barométre des produits biologiques en France, 2025
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LH1 comment on dit eurofeuille ?
Laurence Hohn; 2026-02-04T09:09:16.173

LH10 I'INAO I'appelle European organic logo
Laurence Hohn; 2026-02-04T09:11:23.737
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And in your opinion, do the following proposals relate more to organic food products, local food

products, or both?
More on organic food More on local food Neither one nor
To both
products products the other

I 370 18% 35% N 10%

n=6127

Limit the use of pesticides and synthetic chemicals

Supporting biodiversity - 21% 24% 44% - 11%
Buy healthy products - 16% 29% 49% . 6%
Buy quality products - 10% 35% 50% . 6%
Treat yourself . 5% 35% 52% - 8%
Having a guarantee of product traceability - 10% 36% 45% - 9%
Buy products that taste good - 8% 39% 47% . 6%
Limit the carbon footprint of your food consumption B 12% 36% 40% T 12%
Buy fresh produce B 6% 44% 45% " 5%

Buy seasonal produce . 7% 48% 41% . 5%
Supporting France's food self-sufficiency . 5% 48% 39% - 8%
Supporting small farms B 6% 57% 32% 5 5%
Promoting regional heritage . 5% 60% 29% . 6%
Buy affordable products . 5% 42% 27% T 27%

'‘NBCOCO
|_ Q. S (.: fl Source : Barométre des produits biologiques en France, 2025



REPUBLIQUE  LAGENCE
FRANCAISE B|

Eahd —_—

Pour un monde phs B0

Thank you !

Let’s keep in touch

laurence.foret-hohn@agencebio.org
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