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Trends on the European organic market



A year of inflation



inflation rates per country



Data from Allianz Trade (May 2022)« « European food
inflation: and the loser is the consumer »

• Agriculture food prices rose by 31 % in 2021 will rise further by 23 % in 
2022.

• Eurozone food and beverage producers already increased their prices by an 
average of +14% since beginning of 2021.

‒ Highest increases: +53% for oils; +28% for flours ; +19% for pasta.

• Food retail prices have only adjusted by +6%: not a full repercussion yet of 
increases of commodities.

Average food inflation expected for consumers (UE27) : +243€ for the same
basket 2022 vs 2021. 

https://www.allianz-trade.com/content/dam/onemarketing/aztrade/allianz-trade_com/en_gl/erd/publications/the-watch/2022_05_23Foodinflation-AZT.pdf


Reduction of the price difference between organic and 
conventional

Similar tendency Germany: "Organic retailer 
prices are perceived as more stable. Leading to a 
decrease in the price gap between organic and 
conventional products due to more regional and 
smallholder structures which are less affected by 
global trends.” voice from a German member

Observation in Austria : in the first five months of 
2022, organic prices increased less than
conventional prices: +2,5 % vs +6,5 % 
Note de conjoncture sur l’agriculture biologique septembre 2022 
(p60)

Positive impact on demand …?

… with sometimes detrimental
consequences on production
En France, le marché de la viande bio 
souffre de cette mise à niveau des tarifs de 
la viande conventionnelle et bio

Des éleveurs sont prêts à 
quitter le mode de 
production biologique 

Article des Echos du 5 octobre 2022, Prix élevés, 
bio déclassé : le marché de la viande déraille

In France:

https://www.lesechos.fr/industrie-services/conso-distribution/prix-eleves-bio-declasse-le-marche-de-la-viande-deraille-1866436


EUROPE – MARKET 2020 a untypical year
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Evolution of the organic market
GERMANY

+22% in 2020 +5,8 % in 2021

Retailers: +9,1%
Specialised retailers: -3,3%

AUSTRIA 

+15,4% in 2020 GMS: +11,2% in 2021

DENMARK

+5,3% en 2020 (of which retailers: 
+14% )

BELGIUM

+4,6% in 2021 (of which +8% pour GMS)

Organic shops : -20% en 2022

SWEDEN

-0,5% in 2021 (of which -5.4% for 

retailers)

Source: Note de conjoncture et d'actualités sur le secteur biologique, May 2022, 
Agence Bio; Organic farming EU 2019 Agence bio, Organic farming EU 2021; BÖLW 
Branchen Rapport 2022

"Les ventes de produits 
biologiques ont baissé ; les 
clients fidèles restent mais 

achètent moins."

GERMANY

First semester 2022: fresh 
organic products

Hard 
discount
+11,5%

Organic 
shops           

-22,1%

Retailers

-1,5%

Competition from local 
and vegetarian/vegan



Evolution of the organic market 

ITALY

+6,5% in 2020 -0,2% in 2021 -1,9% first sem
2022

UNITED KINGDOM

+12.6% in 2020 +4,1% in 2021 Source: Note de conjoncture et d'actualités sur le secteur 
biologique, Mai 2022, © 2021 Nielsen Consumer LLC. All Rights 
Reserved

D’après la Soil Association, 
les ventes de produits bio 

ralentissent dans les 
supermarchés cette année 

(2022). Cependant, les 
ventes de produits bio 

baissent moins que celles 
des produits 

conventionnels.

SPAIN : loss of organic consumption 
both conventional and specialized 

retail -specialized shops being more 
affected. 

SWITZERLAND : Compared to 2021, according 
to the two biggest retailers: Zero growth, in 

some products a slight decrease. But nothing 
tragic, as both retailers still predict growth in 

the future, especially for Swiss organic 
products (local is picking up!).

From our members:



The organic market in France in 2022

• Evolution du marché bio français 

• Dans la grande distribution (hypermarchés, supermarchés, hard discount, 
proximité et drive), les ventes de produits bio à poids fixe ont globalement 
reculé de 8,3 % en valeur au premier semestre 2022 par rapport au premier 
semestre 2021. 

• Au cours du premier semestre 2022, le chiffre d’affaires des magasins spécialisé 
a reculé de 15 % par rapport au premier semestre 2021. 

• - 8,4% pour le lait (en volume)

• - 12,1% pour la viande hachée

• - 7,2% pour les œufs

• - 11,3% pour 15 fruits et légumes

• - 10,1% pour les vins tranquilles



Sales by distribution channels: hard discount benefits from 
price increases

GERMANY

Premier semester 2022: produits frais bio (1)

Hard discount
+11,5%

Organic shops
-22,1%

Retailers
-1,5%

2021 Nielsen Consumer LLC. All Rights Reserved
PAYS-BAS : les ventes bio en hard discount 

représentent moins de 1 % du marché bio néerlandais
mais leur croissance s’est accélérée depuis quelques

années. Les gammes d’Aldi et de Lidl comptaient près de 
60 produits bio chacune en 2018.

L'Agence bio L'Agriculture bio dans l'UE 2021

Source: Note de conjoncture et d'actualités sur le secteur 
biologique, Septembre 2022



Le bio reste gage de qualité

Eurobaromètre Les Européens, 
l'agriculture et la PAC, juin 
2022

• Près de ¾ des Européens 
estiment que les produits 
bio sont de meilleure 
qualité que les autres 
produits alimentaires 
(74%)

• 81% d’entre eux pensent 
que les produits bio sont 
produits avec 
de meilleures 
pratiques environnementa
les que d’autres produits 
alimentaires.

https://europa.eu/eurobarometer/surveys/detail/2665


Le bio reste le label le plus connu en Europe

Eurobaromètre Les Européens, 
l'agriculture et la PAC, juin 
2022

What about 
national and less 
ambitious labels?

https://europa.eu/eurobarometer/surveys/detail/2665


Trends affecting the organic market

• European consumers spend less on food overall, and organic consumers 
tend to choose a cheaper version of the same product (e.g. retailer brand, 
discounter)

• Competition from “local” products: 87% of European consumers state that 
short supply chains are an important factor in their motivation to buy. In 
France the turnover of local brands progressed by 6.1% since 2020.

• Competition from less ambitious and cheaper national labels

Eurobaromètre Les Européens, l'agriculture et la PAC, juin 2022

https://europa.eu/eurobarometer/surveys/detail/2665


Farm to Fork (F2F) strategy

The F2F is meant to lead a global transition towards competitive sustainability from farm
to fork.

It consist out of 27 actions including the publication of a European Organic Action Plan

4 aspirational targets in F2F by 
2030: 
• Reaching 25% of agricultural land under organic 

farming by 2030

• A reduction by 50% of the use and risk of 
chemical pesticides and the use of more 
hazardous pesticides by 50% by 2030

• A reduction of nutrient losses by at least 50% 
while ensuring that there is no deterioration in 
soil fertility. This will reduce the use of fertilisers
by at least 20% by 2030.

• A reduction by 50% of the sales of antimicrobials 
for farmed animals and in aquaculture by 2030



Stratégie européenne sur la biodiversité



25% ORGANIC LAND IN EU BY 2030
…thanks to a new European Organic Action Plan (March 2021)

25% Organic land in EU by 2030, ambitious but achievable with the right push-pull strategies 
in place: 

• stimulate overall demand, 
• increase production and 
• enhance research, innovation, development and capacity building

3 axes, 23 actions in addition to...
• Each Member State to develop a national strategy with related actions, clear deadlines 

and national objectives.
• Dedicate at least 30% of the EU budget for R&I actions in the field of agriculture, forestry 

and rural areas to topics specific to or relevant for the organic sector.
• Yearly EU-wide ‘Organic Day’ on 23 September (starting in 2022) and EU organic awards



On 30 June 2022 the French Court of Auditors released a report 
evaluating public policy support to organic farming:
https://www.ccomptes.fr/fr/publications/le-soutien-lagriculture-
biologique

https://www.ccomptes.fr/en/publications/support-organic-farming

https://www.ccomptes.fr/fr/publications/le-soutien-lagriculture-biologique
https://www.ccomptes.fr/en/publications/support-organic-farming


Based on a review of scientific litterature, the Court concludes:

• Benefits for health are now established (less cancers and diabetes
among regular consumers of organic products according to 
BioNutriNet study by INSERM)

• Benefits for water quality (less nitrates, phosphorus and synthetic
pesticides; costs of depollution range from 540 to 970 million 
euros/year, whereas only 35 million/year are for conversion; water 
agencies are the largest contributors to OF support in France)

• Benefits for soil fertility (higher organic matter content, better water 
retention capacity, increased soil carbon sequestration)

• Benefits for air quality (less ammonia due no use of nitrogen fertilisers
used in conventional farming)

• Benefits for biodiversity: 30% more fauna and flora species, which are 
50% more abundant (whereas farmland birds and pollinators have 
declined by 30% since 1990)

• Less GHG emissions per hectare
• Improved animal welfare (ban on cages, limits on stocking densities, 

natural animal feed, access to open air)
• More jobs per hectare
• Better captation of value by farmers



Key recommendations

• Interministerial communication plan on the benefits of 
organic farming, and increased promotion budgets

• Ensure that levels of subsidies to standards and 
certification schemes are proportionate to their
environmental benefits

• In the future CAP, establish a system of remuneration of 
environmental services provided by organic farming
through ecoschemes and agro-environmental measures

• Ensure that indicators and methodologies chosen for 
the environmental scoring of food products reflect the 
benefits of organic farming

• Increased research efforts, in line with the 30% EU 
commitment



EU promotion policies

• In 2021 the Commission ringfenced a budget for organic farming (49M€ out 
of 182,8M€)

• En 2022 50M € out of 185,9M€

• Calls for projects will be published in January 2023

• https://agriculture.ec.europa.eu/common-agricultural-policy/market-
measures/promotion-eu-farm-products_en

https://agriculture.ec.europa.eu/common-agricultural-policy/market-measures/promotion-eu-farm-products_en


date

Sustainable Food Systems and Sustainability labelling

Farm to Fork strategy: “The Commission will also examine ways
to harmonise voluntary green claims and to create a sustainable labelling
framework that covers, in synergy with other relevant initiatives, the
nutritional, climate, environmental and social aspects of food products”.
• Sustainable Food Systems Law (2023) will set up general principles of

sustainability labelling (nutrition, social, environmental)
• General principles of sustainable public procurement

• 30 November: Regulation on substantiating green claims based on Product
Environmental Footprint (PEF)

What is the PEF? Read our Position Paper (March 2021)
• Analyses the environmental performance of an individual product

throughout its life cycle
• Aims at reducing the environmental impacts of goods taking into

account supply chain activities
• 16 EF impact categories, e.g. water use, human toxicity, ozone depletion

• 17 consumer products involved (about half are food / drink): meat, coffee 
and marine fish discontinued.

https://www.organicseurope.bio/content/uploads/2021/03/IFOAMOE_PEF-claims-Position-paper_202103.pdf?dd


date



Methodological issues with LCA/PEF

• LCA do not properly take into account impacts on biodiversity and the use of 
pesticides

• Need for complementary indicators for:
• Terrestrial and marine biodiversity
• Impacts of pesticides on ecosystems and on human health
• To update the climate metrics (e.g. carbon soil sequestration)
• Ammonia, land use, imported deforestation…
• Antiobiotics, GMOs, processing, plastics
• Planetary boundaries

For a coherent and truthful consumer information, you need a scoring and 
sustainability labelling system that :

‒ Incentivizes consumers to choose least impactful products
‒ incentivizes “ecodesign” and improvements in the production process
‒ Allows to compare products intra et inter categories
‒ Is co-constructed with civil society



PEF concerns
• IFOAM OE position on PEF and substantiating claims
• EEB:  

• “PEF is essentially an EU harmonized LCA toolbox that still has some 
serious methodological shortcomings”. 

• “We should not consider a PEF profile as a stand-alone communication 
vehicle, neither for B2B nor for B2C. It is in the first place an internal tool 
for companies”

• BEUC: 
• “The Product Environmental Footprint (PEF) method promoted by the 

European Commission, in its current form, appears ill-suited to assess the 
environmental performance of agri-food products.”.

• We note with concern that the methodological choices which will be 
made in the context of the proposal on substantiating ‘green claims’ 
could pre-empt the political discussions which must take place in relation 
to the forthcoming policy initiatives on a Sustainable Food System 
Framework and on sustainable food labelling.”

• EuroCommerce:
• “While PEF could be useful as a voluntary communication tool in B2B 

relationships and supply chain cooperation, it is not suited for B2C 
communication.”

• “key to look at further developing and updating the PEF methodology”

date

https://www.organicseurope.bio/library/position-paper-on-substantiating-claims-the-product-environmental-footprint-pef/ifoamoe_pef-claims-position-paper_202103/


NGO concerns over PEF

• March 2022: NGO open letter to the Commission:

• Concerns were also raised by many companies and retailers over the PEF 
(Carrefour, Danone, Terrena...)



date



0% VAT for organic products?




