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Organic f&v sales

are down
right?




Organic product sales grew rapidly in the fresh food market up to
2021

Growth in organic retail sales in volumes - annual growth rate 2012-2021 (%)
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For reference: food prices started hiking up as early as the
beginning of 2021

European food inflation - % annual change Dynamics

Fertilizer prices starting
increasing during 2020,
driving up many food

HICP inflation rate

20 commodity prices
Energy prices amplified
the upward trend early
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European f&v traders
and processors

Sa m ple SEt included in our research
20 conventional

companies &

The data set includes the years 2018 — 2022 and gives
an outlook for 2023. Focus is on European companies,
but it also their global business.

]0 organic companies

9.96

billion of total
combined revenues




EU consumers save on food and buy less organic in 2022
The COVID-19 pandemic boosted organic food sales in the EU
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Organic outperformed conventional only during COVID-year 2020

Profit pool — % average EBIT margins

Conventional companies Organic companies
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and beyond




Key opportunity
a future-proof food system




Green Deal

The Green Deals requires a lot of changes and
investments in primary food production. The strategy
“from farm to fork” is there to ensure sufficient, affordable
and nutritious food within planetary limits in 2030.

% 55%

net emissions cut vs 1990

50%

cut in pesticide use

% 25%

organic farming




Long-term growth of the EU organic market is supported by
Green Deal strategies of the European Commission

Organic area — 2021, % share of total utilized agricultural area
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The EU plans to boost production
and consumption of organic
products to reach a target of 25%

of organic agricultural land in the
EU by 2030.
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A future-proof

Two-thirds of profits go to about 50 FMCG and Food
retail companies (indicative). A future-proof food
system will come from investments in primary
production & processing. We need to  de-
commoditise food and profit distribution.

Profit pool distribution

Food retail
(40)

2021 EBITDA
€165 billion

FMCG (10)
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