D

Organic market in Germany 2014

DIANA SCHAACK,
AMI — AGRICULTURAL MARKET INFORMATION COMPANY

@atﬁrﬁch informiert.




Development of the German Organic
market 2014

Ongoing media attention to animal welfare issues in conventional and
organic farms

Ongoing vegan/vegetarian boom
Price decreases for many conventional products

Good harvest for cereals, protein crops and fruit, average harvest for many
vegetables and potatoes 2014 — good supply in the second half of the year
with lower prices, shorter supply in the first half of the year

Better supply for all animal product

Higher consumer prices for many products — contrary to conventional
products

MARKET GREW by 4.8 % in 2014 up to 7.91 billion EUR —
3.8-4.0 % of the entire food market



Organic sales in Germany

in billion EUR excl. Catering

+ 4,8 %
+7,2% ° 7,01
7,95 -
7,04 Lo | 14 %
+50% (BRI -GI‘O?N'[h ] share mOther sales channels
Growth rate (Bakeries, butchers, fruit &
rate vegetable shops, farmer’s
markets, small farm shops,
Online shops, health food shops,
- petrol stations)
+ 7 % rav 53 %
0 m Supermarkets
(incl. drug stores)
+9 ¥ +9%
’ 33 %
Natural Food Stores
(incl. big farm shops)
2012 2013 2014

source: Arbeitskreis Biomarkt auf Basis von GfK, Nielsen, BioVista und Klaus Braun © AMI 2015 www.AMI-informiert.de



Task force organic market @

e Consists of panel organisations (GfK, Nielsen, BioVista, Klaus Braun), two
scientists (Uni Kassel and Uni Weihenstephan-Triesdorf), the organic
umbrella association BOLW and is coordinated by the AMI

e Meeting minimum annually end of January
o Not easy to make everybody sharing data — as they are competitors
e Data puzzle approach
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Sales volumes and values growth rates

(2014 versus 2013 in %)
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Vegan und vegetarian products grew
MOST (2014 versus 2013 in % )
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Import estimation: Puzzle approach
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Import shares of different organic
products in Germany (201213 and 2013/14) in %

cereals total 1
m2012/13

wheat 2
w2013/14

grain maize 55%
soy beans and cake 34
eggs g
porc o
milk equivalents £
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milk - 33
butter 39 51
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carrots & 45
apples S 40

fruitvegetable 82

source: AMI-extrapolation on basis of GfK-household panel, importer”s survey, store checks and analysis of reports to
German forgein trade statistics.



Questions? Remarks?

Diana Schaack

Agricultural Market Information Company - AMI
Dreizehnmorgenweg 10 | 53175 Bonn

Tel. 0228-33805-270
diana.schaack@ami-informiert.de


http://www.ami-informiert.de/
http://www.bioimporte.de/
http://www.organicdatanetwork.net/
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