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The Facts

e Total market value is approx

£ 1 6 B Total Organic Grocery Products including Baby - 4 weekly £m

Il

e Less than 2% of the total grocery /\/H
market ) W

e An industry that crosses the broad
spectrum of all products and
through all channels

[ ] Approx 2500 farmS, 1500 Of 4
businesses

e 21m UK households purchased in
last year 83.6%



However, the decline continues
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There is innovation........ And brands are
outperforming the market.........ccoooviiiiiiiiin, :
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http://www.moomilk.co.uk/factsheets/Moo Milk fact sheet MOO ORGANIC.pdf
http://www.laverstokepark.co.uk/
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Approx £1.3B sales through supermarkets.............ccccc..... :

Share of the UK organic market 2010
Other independent retailers 15%

e En L (1)0{;0 Multiple retailers
atering 0.9% == 3
Farm shops 1.8% o 12.3%

Box schemes/home delivery/mail order 9%

Source: Soil Association
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Consumers cross all geographical areas.........c.ccccueeee.....
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Hard core of purchasers ..o :

m27 plus

m 13-26 Occasions
m7-12 Occasions
m2-6 Occasions

1 Occasion

Buyers % Spend %
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Key reasons for buying......... ..

Ranking of the top 5 reasons for choosing organic.
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Case Study 1

0CADO’S FIRST FARMSHOP::NOW OPEN FLE:
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e Ocado have approx 1400 lines of organic

e Added approx 70 items from Daylesford added to
range in Sept 2011

e Sales performance is +5.5% v market decline

e Ocado overtrade significantly — they have 0.5% of
share of grocery market and approx 5% of the organic
grocery market

e 79% of customers buy at least 1 organic item
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Case Study 2

. 1600 organic lines

amazoncouk e

huw's Amazon.co.uk = Today's Deals @ Gift Cards @ Gifts & Wish Lists

1w cottle. We have recommendations for you. (Not huw?)

Grocery Brands Bestsellers Subscribe & Save Biscuits & Snacks Coffee & Tea Internati
Domartmont Grocery > "bacheldre watermill”
< Any Department
Grocery Related Searches: bacheldre watermill yeast, bread flour, flour.
Cooking & Baking
Supplies (55 Showing 1 - 24 of 55 Results

Delivery Option (Whst's this?)
FREE Super Saver Delivery

mp— Balchedre Mill
— 55 lines incl.
A 25kg bags

Subscription Option (What's this?)
Subscribe & Save (52

Brand
Bacheldre Watermill (55

WA & Up (8 Bacheldre Watermill Organic Stoneground Strong Bacheldre Watermill Organic Stoneground Strong 100%
YR & Up (10 Unbleached White Flour 1.5 kg (Pack of 4) Wholemeal Flour 1.5 kg (Pack of 4)
R & Up (10 £8.00 (£1.33/kg) £3-00 £7.68 (£1.28/kg)
w & Up (12 Subscribe & Save: £7.20 (£1.20/kg) Subscribe & Save: £6.91 (£1.15/kg)
Get it by Friday, Jan 13 if you order in the next 51 minutes and Get it by Friday, Jan 13 if you order in the next 51 minutes and
New Arrivals choose express delivery. choose express delivery.
Last 90 days (2 T @ Yo (1)
- Eligible for FREE Super Saver Delivery. Eligible for FREE Super Saver Delivery.
rice

Avag. Customer Review

FR_£Q (7
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Case Study 3
Y 78% Fourin

buying organic food, families say they are
p from 73% in 2009 e buying more organic products
A et than they were a year ago.

Organic is mainstream in HEALTHIER FOR ME AND MY CHILDREN USDA
Other cou ntrieS NUMBER ONE MOTIVATOR CITED BY PARENTS FOR

CHOOSING ORGANIC FOR THE THIRD CONSECUTIV

YEAR, Seve nty TWO PERCENT of parents are

familiar with the USDA Organic seal,
up from 65% in 2009.

Organic Trade Assoclation U.S. Families’ Organic Attitudes & Bellefs 2011 Tracking Study

Figure 1-1 Total U.S. Organic Sales and Growth, 2002-2010

Category 2002 2003 2004 2005 2006 2007 2008 2009 2010
Organic Food 8,635 10,381 12,002 14,223 17,221 20,410 23,607 24,803 26,708
Growth 17.3% 20.2% 15.6% 18.5% 21.1% 185% 15.7% 5.1% 7.7% \
% of Total Organic 95.9% 95.9% 95.5% 95.0% 94.8% 94.5% 93.5% 93.2% 93.2%
Organic Non-Food 365 43¢ 562 745 838 1,182 1,645 1,800 1,874
Growth 20.3% 28.0% 32.6% 25.9% 26.0% 39.5% 9.1% 9.7%
% of Total Organic 4.1% 4.1% 4.5% 5.0% 5.2% 5.5% 6.5% 6.8% 6.8% 7 . 7 O/o
Total Organic 9,000 10,820 12,564 14,968 18,159 21,592 25,256 26,603 28,682
Growth 20.2% 16.1% 19.1% 21.3% 18.9% 17.0% 5.3% 7.8%
Source: Orgonic Traode Association’s 2010 Organic Industry Survey conducted 12/22/2010 - 3/7/2011 (Smil., consumer sales).
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e Organic consumers spend more in
supermarkets and know more about
food generally

7 'nj;\-z oF m]
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e Organic consumers are often in urban il

locations

e Organic must be accessible to all in
order to dispel myths about elitism

e Good Food for All requires relevance
for the consumer



