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What consumers currently look for

THE STATE OF ORGANIC MARKET

Source: Euromonitor Voice of the Consumer: Health and Nutrition Survey, fielded 2022 n:20236
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Contains protein

Contains added vitamins

Clean Label (limited numberof ingredients)

Promotes digestive wellness/health

Contains fiber

Only contains ingredients I recognize and am…

Short ingredient list

Good for heart health

Reduced or low calorie

Is organic

Does not contain trans fat or hydrogenated oils

Has limited or no artificial ingredients

Has limited or no added fat

Has limited salt or no added salt

Country of origin

Does not contain GMO ingredients

Does not contain artificial sweeteners

Is all natural

Free from preservatives

Has limited sugar or no added sugar

European Consumer Ingredient Preferences, 2022

Source: Euromonitor Product Claims and Positioning
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Consumer expenditure by category in  2021

STATE OF PLAY
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Consumer Expenditure by Category in 2021
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Source: Euromonitor Passport
Image source: Unsplash.com



Share of organic products 49%

Growth in share 2%

Share of organic products 35%

Growth in share 6%

Baby food

Edible oils
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Organic SKUs Development by Category 
in 2020-2022

Source: Euromonitor VIA



Its organic offer online shrinks by 
-2%

Organic claims online grew by 
12,4%

France Denmark Austria

Organic SKUs Development by Country in 2020-2022

Change in organic share of SKU 
was 1.5%

UK

Source: Euromonitor VIA



Consumer Motivations to 
Choose Organic
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Digestive health

Build/support immune system

Read or heard that it is good to consume

Food safety concerns

Environmental concerns

Makes me feel healthier

Better for me

% of respondents

Consumer Reasons for Choosing Organic in 2022

Source: Health and Nutrition Survey 2022 n:20236

Source: Health and Nutrition Survey 2022 n:20236

Images source: Unsplash
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Organic Ingredient Preference by Dietary 
Restrictions

Source: Health and Nutrition Survey 2022 n:20236
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Economic uncertainty accelerates as inflation reaches double digits

RISKS AND COMPETITION

Source: Euromonitor International Passport

Image source: Unsplash.com



Value for money products regain focus

RISKS AND COMPETITION
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Source: Lifestyles Survey 2022 n:39332

In 2021 Czech Internet retailer Rohlic has introduced its
own PL brand that presents cheaper price tag as well as

organic and other sustainable qualities. Miil brand is also
strongly stating its commitment to reduce CO2
emissions and aims to inform its consumers about

carbon footprint of their yogurt or milk drink.

Image source: Lifestyles www.rohlik.cz
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Organic dominates among sustainable sourcing claims 

Source: Euromonitor VIA
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Utz certified

Eu organic

Soil association

B-corp

Responsible marine sourcing

From sustainable sources (product)

Sustainable palm oil

Organic

Rainforest alliance

Fairtrade

Growth of Online SKUs with a Claim in 
2020-2022

Source: Euromonitor VIA
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Most popular claims in regions in 2021
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The Way Forward
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Value added integration and communication

THE WAY FORWARD

French organic dairy with Fair for Life 
claim adds Too Good To Go claim 

which fights food waste 

Images sources: mielmuria.com, culture-nutrition.com, amazon.de  oceanfruit.de

Miel Muria - organic quality ,100% 
compostable packaging claim, short 
and clear ingredients list

Expands organic food horizons –
Oceanfruit’s innovative and sustainable 
prepared seaweed salad



New consumer priorities

Focus on sustainability

Growing health and food safety concerns

Drivers for organic food growth

THE WAY FORWARD
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