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Presenter
Presentation Notes
Agence BIO, a mixt public and private organization
Our public mission is to develop organic consumption and supply chains in France.
Therefor our team studies  the organic sector from farm to fork !
Collecting data analysing and sharing conclusions

I’ll be presenting our market study on 2019, and the trends for 2020 as we saw them 


French Organic Market doubled every 5 years
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First results based on the 9 month of 2020.



Household consumption expenditure on organic food 
Acceleration of the broadening +1.2 bn € every year since 2015
141 € per capita in 2018 vs 104 € in 2016

N°1 = supermarkets 
49% Shares
Higher growth +23%, X1.5 from 2016 to 2018
Extension of shelves dedicated to organic and widening of product lines both for retailer’s brand and industrial trade marks
Spreading of organic 	- to the drive-in (+77% since 2016, 9% of supermarkets shares)
		- to convenience stores (+62% since 2016, 11% shares)
		- NB super and hypermarkets = ¾ of the shares
N°2 = organic retailers
34% of market shares
Slower pace 8% since 2017 (whereas 2015-2016: +25%  growth driven by org retail)
but almost flat for isolated independent shops (1/6 org shops)
And +9.2% for shops in a form of network (associated, integrated trade or franchise): shops still mushrooming

N°3 = direct sales
Substantial 13% shares and fair vitality (+12%)



Product shares in the organic food market

source : Agence BIO/ ANDi 2020

71 : over +15%
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More than half of sales on the fresh and refrigerated shelves
Compared to non organic more plant based products
Steady shares of products
But between 2017 and 2018, faster development of 
the milk and dairy (+25%)
Meat +21% (pork and poultry esp.)
Some processed food (ready-to-eat +22% and frozen +29%)


Share of organic products in their market

source : Agence BIO/ ANDi 2020

Organic sales shares

TOTAL 6.10%

Alcoholic beverages —— 4.80%
Non alcoholic beverages N 7.80%
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Origin of organic food consumed in France

ALL PRODUCTS

Wine and alc. Beverages

Eggs

Milk and dairy products

Meat & meat products
Bakery

Frozen food, ready meals
Vegetables

Fruits

Grocery & Non alc. Beverages
Fish, seafood

iy

source : Agence BIO/ ANDi 2020

2019
Exports 827 M€
— (+ 6 % vs 2018)
99% 57 % Wine
98% 24 % Grocery
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7,5 % Dairy and Meats

95%

IS

o
[S)
(9}
o
o

(S]]
X

75% 2

)
N
X

67% 6%

78% 18% %
2019

39% 28% 33% 3 3 0/

26% 46% 28% 0
of the whole

0% 20% 40% 60% 80% 100% ,
sales value is

M France mEU Third countries

imported

A
BIOFACH 2021 - The European Market for Organic Food g%


Presenter
Presentation Notes
Good degree of supply in France for organic products 
but opposite to conventional products rather low exports
--------------------------------------------------------------------------------
First estimation of the 2019 market
Over 10 bn € = 5.6% of household consumption
Similar growth in value
Higher in supermarkets +19%
Compared to organic retailers +9%
A fair national supply consistent with the consumers demand
Fruits: banana, citruses and some exotic
Seafood: shrimps and salmon
Groceries and juices: sugar, olive oil, citruses



Evolution of the French organic production

source : Agence BIO/ Control bodies 2020
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In 2019,  On total 61 768 operators +14.3%

16651 certified preparers and processors +12%
7 114 distributors + 41%
545 importers +30%

41 623organic farms (+13% vs 2017)  approx. 9.5% of all farms

2.0 million ha +13% vs 2017
Nearly 7.5% of the utilized agricultural area is grown organically

Direct employment 155 347 full-time equivalent
100 300 in farms (14% of agricultural labor)
Aprox 20’000 in processing
32’000 in distribution
2250 in service activities


Arable crops: x2,5 in 5yr, +50% / 2017
Vegetables: x2 in 5yr, +50% 
Fruits: +75% in 5 yr, +34% /2017
Vineyard: +70% in 5yr but +42% / 2017
2020
 the commitment of 1760 vinegrower
And for arable crops, mor than 1450 new committed farms.






Evolution of the organic share of the livestock

2014 m 2015 ® 2016 w2017 m 2018 = 2019
18% 16,8%

15 7%
16% 20

14%

12%
10,5%

9,7%

10%

8% 7,0% 7,0%

6% 5,3%

4%

1,7% 1,8%
2% 07

0%
Beef cows Milk cows Meatewes Milk ewes Goats Sows Broilers Laying hens Hives
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Positive evolution for all species
Esp. monogastrics
Hens: +31% doped by the avian flu episode in 2013
Sows: +20% 
Broilers: only +14% but only 1.6% of the chicken heads in France
And Milk animals
Milk Ewes +20%, Milk cows +14% and Goats +15%
Meat ruminants less dynamic ewes +6% cows +8%


Consumer’s perception

O Why buying organic ? O New consumers
Why not ?

at least 20
years 8%

N *:0‘ :;_.T'._;ipgﬁ::f-:j! \ Bl il
Health Quality & taste  Environment  Animal New products

Ol O 03 @)% O O

Price Really Reflex Home Can'tfind  Not enough
organic ? garden products info
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Any effect of the health crisis ?

O Organic as a refuge
(eggs, fruits & vegetables)

O Limited supplies in conventional (flour)

O Local buying as organic is especially
embodied in direct selling in France

(fruits & vegetables)
But

O Organic market did not recruit “new”
consumers (61% were already buyers),

iy

O Back to their usual consuming habits

BIOFACH 2021 -

67% have

confidence

looking for
reinsurance “local”
and Fairtrade ?
consistency of the
story behind the
product ?

Age
The European Market for Organic Food %



Thank you !

Let’s keep in touch



https://twitter.com/agriculturebio
https://twitter.com/agriculturebio
https://www.youtube.com/channel/UC3uGR-GkvK6yTJ9GtDiiJFA
https://www.youtube.com/channel/UC3uGR-GkvK6yTJ9GtDiiJFA
https://www.linkedin.com/company/agence-bio/
https://www.linkedin.com/company/agence-bio/
http://www.agencebio.org/
mailto:observatoire@agencebio.org
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