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THE SURVEY-BASED SYSTEM: methodology

CONSUMER SURVEY

IN-DEPTH INTERVIEWS

TRADE SURVEY

Person in charge of the family
food purchasing decision (18-65

yo)

Stratified sampling by age
groups, gender and
geographical areasper Country

1.000 per Country

34 questions

P rofessionals andstakeholders
(associations, journalists, buyers..)

Restaurants and retailers
(independent/chain, Organic specialized
retailer/Other specialized retailer/Generic
grocery)

Random Sample R andom Sample

Italy: over 3.500 contacts A bout 50 contacts per country
Germany: over 6.000 contacts

France: almost 2.000contacts

16 questions 1 3 questions

mixed CATI-CAWI mode (Computer Assisted Telephone Interviewing + Computer Assisted Web Interviewing)

Structured with partially-
closed-ended questions

| n-depth interviews withopen
e nded questions

Structured with partially-closed-
ended questions

o A Vosrerisrecr
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TOPICS

1 MARKET OVERVIEW

CONSUMER SURVEY

3 TRADE SURVEY

IN-DEPTH INTERVIEWS
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MARKET

OVERVIEW
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HIGHLIGHTS/1

9.1% of the total German utilized agricultural area is organic (1.5 mln ha in 2018), with organic
operators reaching 50,085 units.

=
< -

Germany is the 2nd market in terms of organic retail sales, representing 11% of the world organic retail
% sales (+9% vs 2017 and +81 vs 2010).

The German annual expenditure for organic food is 132 € per capita vs a European average value of 51
Y €/person.

Wy The total value of the German organic market accounts for 10.9 bil € in 2018.

O The large-scale retail trade is the first channel in terms of sales: it represents 59% of total sales’ value
4 (+9% vs 2017), followed by organic specialized shop (27% of sales’ value and +1% vs 2017) and other
channels such as bakeries, butchers, fruit & vegetable shops, farmer’s markets, etc. (with a share of

14% and +2% vs 2017)

o Eggs, milk and vegetables oils are the main products in terms of organic share: 12.6% of the eggs
purchased by German families is organic, vs 8.7% of the milk and 7.8% of vegetables oils.

.‘The organic products with the highest grow rate in terms of values are flour (+12.5% vs 2017), eggs
(+6.7% vs 2017) and milk (+5.8% vs 2017) while bread, fruit and potatoes show the worst performance.
Even with regard to volumes purchased flour is the first product by grow rate (+10.3% vs 2017),
followed by poultry (+8.1% vs 2017) and cheese (+6.8% vs 2017), while butter records a volume

1 0
decrement pairs to-11.2%. /MMW W5 Pagé
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ORGANICAREA

Trend 2010-2018 (.000 ha)

mm Organic area % share organic/total UAA*®

+53%

VS 2010

6.2
e I

991 1,016 1,034 1,045 1,048

\ 4

- +11%

VS 2017

T ——

2010 2011 2012 2013 2014 2015 2016 2017 2018

Source: Nomisma on FiBL data *Utilized Agricultural Area L/gﬁﬁ"jylzd aalo ORGANIC LIFESTYLE Pag?
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7 ORGANICOPERATORS

2018, % of organic operators by type

Importers
Exporters 4%

2%

Transformers

31% 50,085

organic
operators

Producers
63%

. . ) @ W Y  pags
Source: Nomisma on FiBL data 1%9/’?547/2“ BIO ORGANIC LIFESTYLE
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ORGANIC MARKET: SHARE & PER-CAPITA CONSUMPTION

———

ANNUAL EXPENDITURE (2018, € per capita)

TOP10 ORGANIC MARKET (2018, value share in %)

Germany
11%

| France

10%

China

Italy
e 96.7 el

S bil € g//

Canada
3%
Switzerland
3%
Sweden
UK 3%
%

Other countries ) 2
12% Spain
2%

Source: Nomisma on FIBL statistics

Saudi Arabia

USA
Germany

France
Norway
Austria

Luxembourg
Sweden
Denmark
Switzerland

Asia
Oceania
Europe

Northern America

93
125
132
136
159
205
221
231
312
312

34
51
120

V“gg li}i@«lb Pag9
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ORGANICFOODSALES

TOTAL RETAIL Trend 2010-2018 (values, billion €)

mm Organic sales Organic share of total food mkt (%)

+81%

V52010 |

»
|

5.3
. 5.0 5.1

+%o

VS 2017

2010 2011 2012 2013 2014 2015 2016 2017 2018

. . '%l@«l/ Pag 10
Source: Nomisma on FiBL data omﬁma B0 ORGANC LIFES L
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7 ORGANIC TOTALRETAILFOODSALES BY CHANNEL !

2018 (value share in %), trend 2018/2017

Other sales Organic
channels”® Specialized
14% \ Shop
27%
+2%
+1%

Large scale /

d 1str bUt] on *Bakeries, butchers,fruit & vegetable

0 p
0 shops, farmer’s markets, small farm
5 9 A + 9 /) shops, Online...

Source: Nomisma on BOLW; GfK; Nielsen; bioVista; AMI; Uni Kassel; Various sources - Klaus Braun Kommunikationsberatung Q/%mmma &mmw& Pag Ml



RESULTS & FINDINGS BIOORGANICLIFESTYLE

ORGANIC FOODSHARE OF DIFFERENT PRODUCTS

Organic shares of household purchases of fresh products in Germany
(2016, volume shares in %)

EgSs mummme—— 12.6%
MK ————— S.7%
Vegetable oils p———— 7 8%
Vegetables m— 6.9%
Yogurt MG (.1%
Fruit — 5. 9%
Potatoes m—— 5.7%
Bread m— 4.1%
Fresh cheese s 3 5%
Butter mmm 3.5%
Cheese mmmm 7 8%
Meat m— 2.1%
Milk baseddrinks mm 1.9%
Poultry mmmm 1.6%
Meat products mmm 1.4Y%
Margarine ® 0.5%

Source: Nomisma on AMI-analysis based on GfK household panel L/gmz;ama Mﬁ Pag 11
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7 ORGANICSALES TREND

Growth rates of organic sales of household purchases in Germany (2018/2017)

Flour e 12.5% mm 10.3%
Eggs — 6.7% W 2.7%
Milk mm 5.8% . 6.4%
Red Meat mm 4.0% 10.8%
Cheese m 3.3% . 6.8%
Vegetable Oils m2.7% . 6.7%
Meat Products B 1.5% B 1.5%
Butter m1.2% -11.2%
Vegetables 0.0% -4.2% 1o
Poultry -0.3% | . 8.1%
Potatoes -3.0% mm m 4.1%
Fruit -3.2% mm -6.0% =
Bread -4.2% -6.2% .

Source: Nomisma on AMI-analysis based on GfK household panel

|
——

- \@ a \
P W&@ Pag 12
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HIGHLIGHTS /1 -

Y In Germany, 54% of consumers likes to test the latest products on the shelves. Moreover, 38% of
consumers claims “Made in Germany” products and always check the origin of the ingredients.

For 41% of consumers “value for money” is the first key buying factor when selecting food products for
at home consumption, followed by “green” aspects, with healthiness of the ingredients (18%) and
sustainability (9%) being important factors for consumers in selecting food.

<%

Wy 39% of consumers say that the presence of organic ingredients in the menu is very important.

Y 30% of the consumers check the ingredients on the label, and 10% of consumers verify the presence of
the organic logo.

Y For consumers, the distinguishing features of an organic product are that it is more natural than
conventional ones (for 32% of consumers), but also more expensive (29%).

<% Organic food is consumed by 79% of the population in Germany, with around 40% of population being
only occasional consumers of organic food.

Wy 44% of organic users declares that organic products are responsible for 25% of their household total
food expenditure, whilst for 38% of organic users almost 26% to 50% of the food products purchased
are organic.

Wy Besides “Made in Germany” products, organic users buy organic products from Netherlands (17%),
Spain (15%), Italy (12%), France (8%).

s &  Biels®  rags
o caretdrrect BIO ORGANIC LIFESTYLE
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HIGHLIGHTS /2 -

Higher quality (15%), health and wellness (14%) and respect for animal welfare (14%) are the main
reasons why consumers choose organic food products.

When purchasing organic products, consumers mostly pay attention to the taste (18%), raw
Y% materials/ingredients (15%) and the presence of discounts (11%).

91% of consumers indicates that Germany is the country with the best organic products (vs 34% of
Italy).

Wy EVO Oil (31%) and Fruits&Vegetables (17%) are the Italian most distinctive organic products.

<%

<%

< The presence of the European or National organic logo allows 53% of consumers to recognize that a food
is organic.

Bio-Siegel is the most popular logo in Germany (76% of population knows the National organic
certification). 58% of people knows the European organic logo; a further 18% of respondents is slightly
aware of it.

g

< 42% of consumers think that the European organic logo provides the same guarantees as the national
one (Bio-Siegel), whilst according to 30% of respondents, the best guarantee is always provided by the
European organic certification.

Among the “technical” aspects concerning the certification of European organic products, only 17% of
g respondents declared to be familiar with the European regulation, the National guidelines and the
specific controls the European organic food undergo.
r,,.// 01:23@5}26{ MEESWLE Pag 15
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HIGHLIGHTS /3 =
Wy The knowledge of organic food products has risen slightly over the last 3 years for 43% of consumers.

Y Those who currently don’t purchase organic products (non-users) are mainly hampered by the price
(34%), or because they don’t trust the guarantees made by organic certification (17%).

¢ The presence of promotions/special offers would encourage 24% of current non-users to buy organic
- products, while for 11% of them the encouraging factor would be the curiosity after a food tasting in
stores.

Wy The users of organic food claim to have discovered new organic products by simply finding them on
the shelf (37%) or because of a promotion/discount in stores (14%).

y % , Wb Pag 16
o Crretdszect BIO ORGANIC LIFESTYLE
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CONSUMER
SURVEY

Consumption habits:
the role of «Organic»
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# SOME TRENDS IN CONSUMPTION BEHAVIOR B
Which of these best describes your buying of food and drink products? D

m Doesn't describe me at all m2 m3 m4 m Describes me perfectly

| like to test the latest products on the shelves 31% 31% 23%

| mainly buy German food and drinks WA/ S EERY

| always check thg origin- of the product and its 12% 17%
ingredients

The presence of free food samples in the shop is, for me,
an incentive to buy products | don't know

When | buy food products | care more about quality than
price

Before purchasing a product, | look at the characteristics 22% 12%

Fonte: Consumer Survey Nomisma % run on total sample /ﬁq% W@ Pag 18
: y « CIrUIIIeE BIO ORGANIC LIFESTYLE
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INCENTIVES TOTRY ANEWFOOD PRODUCT !

Which of these would make you try a new food product?
(First answer in order of importance)

Promotions anddiscounts | 35%
Samplesin the shop/supermarket IS 2 5

TV advertising |GGG 12 %

Recipe booklet accompanying the product |G 8 %

None of the above, | like to buy the same .
products when possible I 7%

Social mediaadvertising |G 6%

Chef's advice I 6%

Other P 1%

Fonte: Consumer Survey Nomisma % run on total sample /Vq g? W@ Pag 19
: y . CIrUIIIeE BIO ORGANIC LIFESTYLE
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7 «GREEN» FACTORS AND PURCHASE DECISIONS

Please rate the importance of the following items when you shop for food for yourself or your family
(First answer in order of importance)

B

Goodvalue for money |G 41 %
Health/wellness |GGG 18%
Low price |GGG 12 %
Fairtrade production | NG 10%
Environmental . o

sustainability

Private label [N 7%

Popular/well-known 0
brand I 3%

Other | 1%

Fonte: Consumer Survey Nomisma % run on total sample /Vq g? W@ Pag 20
: y . CIrUIIIeE BIO ORGANIC LIFESTYLE



7 «GREEN» FACTORS AND THE AWAY FROM HOME g

In particular, when you chose what to eat at a restaurant/bar, which of the following is most important to you?

m Very important  m Mid-level importance  m Not important

Use of organic ingredients 39% 50% 11%

Environmental impact of the production of the meal 36% 51% 14%

Use of ingredients of know origin 30% 52%

Use of km zero ingredients 29% 52% 19%

: : g : l%l@l/@ Pag 21
Fonte: Consumer Survey Nomisma Yo run on total sample Q/%amm//m« o oreatec e
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|

2 ROLEOF THE BIO LABEL ONTHE PACKAGING

When you buy food products for yourself or your family, what information do you check on the label/packaging?
(First answer in order of importance)

Ingredients |G 3 0%
Nutrition facts || EGTKNKG 13
| never or hardly ever check the label |GGG 174
Origin of theingredients |GGG 12%
organic |GGG 10%

Geographical Indication (PDO, PGI,...) |GGG 7%

Instructions on how to recycle the .
packaging I 5

Other M 1%

Fonte: C S Nomi % run on total sample /ngg W@ Pag 22
onte: Consumer Survey Nomisma « NV orvetarvece Al berts. 4
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PERCEPTION OF ORGANIC FOOD

Regardless of what you actually buy, in your opinion what distinguishes organic from conventional food?
(First answer in order of importance)

'

Naturalness _ 32%
Price (usually moreexpensive) _ 29%
Guarantee of betterquality _ 23%
wellbeing [N 10%
Authenticity [ 6%

Other | 1%

_ , - @ '%lol&ﬁl Pag 24
Fonte: Restaurants & Retailers Survey Nomisma % run on total sample Ntz 0 CREAC LFET e °
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ORGANICF&B: CONSUMER BASE

Over the last 12 months have you purchased at least one ORGANIC FOOD PRODUCT, for yourself or your —

family?

30%

Yes, regularly
79

Fonte: Consumer Survey Nomisma

49%

Yes, occasionally

BIO USERS

% run on total sample

6%
]

No, never but | plan to
purchase organic food
products over the next 12
months

(First answer in order of importance)

15%

No, never and | am not
interested

s @ W&@ Pag 25
oSOyt I BIO ORGANIC LIFESTYLE



2 BIO AWAY FROM HOME: CONSUMER BASE !

Now think about your eating habits away from home. Over the last 12 months, have you had breakfast/lunch/dinner with
organic food/drinks or ingredients at a restaurant, cafe, bar or other venue?

Yes,
No, never regularly 6 5 % BIO U S ERS

25 20%
Away FromHome

Yes, but
occasionally
45%

. : 9 : l%lol/@ Pag 26
Fonte: Consumer Survey Nomisma % runon total sample Q/%amm//m« o oreatec e
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BIO: «<LOYALTY RATE»

B

Which of the following statements best describes your position on organic products?

21%

| am an organic
food&drink enthusiast

Fonte: Consumer Survey Nomisma

54%

12% 13%

| am interested, but | know little about them | am notinterested
organic is not my first and would like to know
choice more

0 AN 7 (1) b U R
% run on total sample L/%’V’”‘“%‘Q‘ BIO ORGANIC LIFESTYLE



# CONSUMPTION’S FREQUENCY OF ORGANIC FOOD "B

How often does your family consume, on average, organic food and beverage?

Fonte: Consumer Survey Nomisma

Rarely Almost

15% every day
12%

At leastonce a
week

A few times a 29%
month
44%

% runon BIOUSERS

41 % frequent user

- ‘@ a [
ok W&@ Pag 28
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ORGANIC RATE ONTOTAL FOOD =

Over the last year, what was the share of certified organic products in your total household food purchases?

44%
38%

15%

3%
]
0-25% 26-50% 51-75% 76-100%

Fonte: Consumer Survey Nomisma % runon BIOUSERS  Nbrretirsear léﬂll’a OEGA!CSLFE@SM Pag29
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DURATION OF ORGANIC FOOD CONSUMPTION

How long have your family been purchasing organic food products?

63%

19%
13%
. -
Less than a year 1-5years 6-19 years More than 20 years
Fonte: Consumer Survey Nomisma % runon BIOUSERS  Nosisseer

B

'%i 0‘8@ Pag 30
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BIO: CONSUMERBASE BY COUNTRY

Where do the certified organic food products you buy come from?

(Multiple answers)

B

France Netherlands

17%

100%

Spain 15%

ltaly

12%

France 8%

The answer «Germany» was excluded fromthe graph

Fonte: Consumer Survey Nomisma % runon BIOUSERS  Nbrretirsear léﬂll’a OEGA!CSLFE@SM Pag 31



7 ORGANIC PRODUCTS: REASONS TOBUY g

What are the reasons that made you buy organic products for yourself or your family?

Higher quality compared to conventional products w 42%
Health/wellness w 36%
Organic products are more respectful of animal welfare | {4 07— 36%
The store | usually shop at has added some organic products “ 23%
(]
Organic products are more environmentally friendly/they 289
protect biodiversity _ 5’0
To support small farms g T — 317
Organic products have a better taste/flavour g oy — 27%

Organic products are safer =7 op I 20%

The store | usually shop at mainly sells organic products e B 11% = Multiple answer

| don't trust conventional products [ A e 147% m First answer in order of
importance
Other [ 7o

Fonte: Consumer Survey Nomisma % runon BIOUSERS c/gmffﬂmd émoonmmcursswﬁg Pag 32
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ORGANIC PRODUCTS: SELECTION CRITERIA
When you buy organic food products, what characteristics catch your attention?

(First answer in order of importance)

Taste/flavour I 18 %
Origin of the raw materials/ingredients IIIIININIGIGTGTGNGNGEGNGNENEGENENEENENEEEEEEEEEEEEEEEEEEEEEEENE 15 %
Discounts/offers I 1%
Sustainable packaging I 10 %
Nutrition facts I 10 %
Other certifications INIIIIIEGEGGGG—— 10 %
Private Label IIIIIEENENEENEGNGNGNN 7
No other characteristics. Organic is enough. IIIIIIENEGEGEGEGEGEGNE 7 %
Well-known/popular brand IIIIININGNGEGEGNE 6 %
Geographical Indication logo (PDO, PGI) NG 6

Fonte: Consumer Survey Nomisma % runon BIOUSERS  Nbrretirsear léﬂll’a OEGA!CSLFE@SM Pag 33



RESULTS & FINDINGS BIOORGANICLIFESTYLE

BIO ORIGIN: POSITIONING OF ITALY

Regardless of what you actually buy, when you think about organic food products, which of the following
countries come to your mind?

Fonte: Consumer Survey Nomisma

Germany
Netherlands
ltaly

France

Spain

United Kingdom
Japan

USA

Other

(Multiple answers)

I, 1'%

I 38%
I 34%
I 32%
I 32%
Bl 6%

B 5%

5%

M 3%

% run on total sample

- (@
L/%ﬁm'ﬂ%af

1D

BIO ORGANIC LIFESTYLE
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BIO MADEINITALY: TOP PRODUCTS !

In particular, according to you, what are the most distinctive organic products produced in Italy ?

ITALY

EVO Oil I 3 1%

(First answer in order of importance)

Fruit and vegetables IIIIINIEGEGNE 17 %
Pasta NG 17
Cheese I 10%
Cured meats I 8%
Wine I 8%
Milk [ 6%
Marmelade &Preserves Il 2%

Don't know M 2% @
Fonte: Consumer Survey Nomisma % run on total sample Nbreisrma léﬂll’a DEGANIWSLFE@SM Pag 35
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7 ROLE OF THE NATIONAL/EUROPEAN LOGO ONTHE LABEL |

How do you recognize an organic product?
(First answer in order of importance)

Presence of the European/National organic logo NG 53%
Product advertised as organic ] 8%

Product placed on an organic-dedicated shelf ] 8%

Green claims onthe label I 7%

List of ingredients on the packaging ] 7%

Specific packaging design ] 5%

Shop assistant's guidance M 5%
| do not know how to distinguish an organic product B 4o

Information read online or in magazines Y%

Fonte: Consumer Survey Nomisma % run on total sample /ngg W@ Pag 37
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» KNOWLEDGE OF ORGANIC LOGO B

Which of the following ORGANIC LOGO do you know?

m Very much m Rather m Not verymuch m Not atall

Bio-Siegel 13% 9%2 %

**:“:" European organiclogo 13% 1%

Fonte: C S Nomisma % run on total sample /ngg W@ Pag 38
onte: Consumer Survey Nomi N Al berts. 4
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7 EUROPEAN VS NATIONAL ORGANIC LOGO

In your opinion, which organic LOGO offer the best guarantees to consumers?

Fonte: Consumer Survey Nomisma

(First answer in order of importance)

European
organic logo
European and 30%
national logos
equally
42%

National logo

% run on total sample

t/ga//%&;%aﬂ

W@ Pag 39
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# KNOWLEDGE OF SPECIFIC ASPECTS !
Listed below are some aspects of certified organic products. For each one indicate to what extent you know it or
have heard ofit

m Very much m Rather m Not verymuch m Not atall

Types of checks performed on organic products

European regulations for organic products

National procedural production guidelines of organic
products

. ' % run on total sample Ssedis W@ Pag 40
Fonte: Consumer Survey Nomisma 0 P Q/%;m,w/m 1D ORGANC LFESTLE



KNOWLEDGE LEVEL: TRENDS OVERTHE LAST YEARS !

Over the last 3 years, your KNOWLEDGE of organic products has...

43%

32%

25%

Significantly improved Slightly improved Been stable

Fonte: Consumer Survey Nomisma % run on total sample /Vq g? W@ Pag 41
: y . CIrUIIIeE BIO ORGANIC LIFESTYLE
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CONSUMER
SURVEY

How to improve the
perception and expand
28 Bisko the consumer base




# NON USERS: REASONS =

What is the reason you have never purchased certified organic food products?
(First answer in order of importance)

Too expensive . 34%
| don't trust the guarantees made by the organic D 7%

marks

| don't think they are significantly different from I 145

conventional products

| am notinterested [N 12%

In general organic food does not suit my tastes [N 8%

| think it is just a fad [N 8%

The brands | shop do not sell organic I 4%

Difficulty finding organic products in my usual 0
shop/supermarket B 2%

Fonte: Consumer Survey Nomisma % runon NONBIO USERS c/gmﬂmd émoonmmcursswﬂg Pag44
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2 NON USERS: INCENTIVES TOBUY

Imagine you are walking through the aisles of your local grocery store. For what reason would you decide to/What wo

convince you pick out a certified organic product? (First answer in order of importance)

It was exactly the product | was looking for T 1%
Product promotion/discount _%%%

Curiosity after tasting a free sample at the shop _1163%

Curiosity after | received information about the 11%
product at theshop m

Advice from a friend or relative '%0% m Bio users
Online/social media advertising ~M—5%, = Non biousers

Recommendation from an influencer or celebrity H%4%

Other w 59

None/nothing. | wouldn't buy organic food 0%

products in anycase 41%

) ‘@ a2 '
. , . , '%10]/@ Pag 44
Fonte: Consumer Survey Nomisma % runon total sample t/%ﬂ//%&yj’ddl o oreatec e
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USERS: INCENTIVES TOTRY A NEW ORGANIC PRODUCT

Now think about your recent experiences. How did you find out new certified organic products?

(First answer in order of importance)

| easily found them on the shelves GGG 3 7%
In-store promotion/discounts | ENEGcNINzG 14%
TV/newspaper advertising [ EGcNNIN@G 11%

Friends'/relatives' experiences B 10%

Free samples at the grocery store | 10%

Tasting in restaurants |l 6%

Internet/social media advertising M 6%

Experts/influencers opinions [ 5%

Other M 2%

Fonte: C S Nomi % run on total sample /ﬁq% W&@ Pag 45
onte: Consumer Survey Nomisma e« Vomeesrrcr rpwliviopts
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RESULTS & FINDINGS BIOORGANICLIFESTYLE .
HIGHLIGHTS

‘0’ German restaurants and retailers include in their menu/assortment mainly high quality food/gourmet products
(36%), and food produced in specific territories (22%). The organic logo represents the first-choice criteria for 19% of
operators.

\0‘ Around 69% of operators have European organic products in their assortment, whereas the Bio-Siegel certification is
the secondo most common certification (67%).

\0‘ Organic food products offered to customers are from Germany (100%), from Italy (33%), from France (26%) and from
Spain (4%).

The largest part of the retailers (59%) consider that European organic certification and National organic certifications
offer the same guarantees to consumers, whilst 15% of operators regards the European certification as the best.

<%

\‘I 42% of operators are aware of the production regulation of the European organic certification.
\“ Traders indicate that Italy and Germany are the countries with the best organic products.

N Restaurateurs and retailers declared that EVO oil, Fruit and Vegetables (29%) and wine (23%) are the most distinctive
W¥ products from lItaly.

\“ 27% of retailers and restaurants claim that their knowledge of European organic products has increased significantly
over the last 3 years, whilst 50% says that it has increased slightly.

\" 76% of traders have increased the sales of European organic products over the last 3 years.

Traders consider tastings/presentations held by suppliers/distributors (43%) or meetings with producers at
specialized trade shows (13%) or social media/internet (13%) as the three most suitable ways to improve their
knowledge of the European organic food.

<%

~ % - Pag48
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7 ROLE OF THE ORGANIC LABEL FORFOOD BUSINESS
OPERATORS

In your business, when selecting the food items, which factors mainly affect your purchase decision?

High quality/gourmet food products m 61%
Made in a specific country/territory m 33%

Organic label - 13%’

Products from sustainable/green farming W 47%

14 %
PDO label 39

Renowed producer brand E6% = Multiple answer

m First answer in order of
Low price/promotions/discount % 1% importance
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7 AWARENESS/PENETRATION RATE OF ORGANIC LOGOS |

N e———
Which of the following ORGANIC LOGO do you know/is part of your selection?

m It's part of my selection m | know this logo, but It's NOT part of my selection m | don't know this logo

European organic logo

Bio-Siegel

, _ “@ '%IOI/S@ Pag 49
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RESULTS & FINDINGS BIOORGANICLIFESTYLE -
ORGANIC: PENETRATION RATEBY COUNTRY
Where do the certified organic food products you sell come from?
(Multiple answers)

Germany Italy 33%

100%

France 26%

Spain 11%

The answer «Germany» was excluded fromthe graph @ . Py
A 111 b U RYES
BIO ORGANIC LIFESTYLE
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# EUROPEAN VS NATIONAL ORGANIC LOGO "R

In your opinion, which of the following organic certifications offer the best guarantees to consumers?

European
organic logo
15%

National

European organic lOgO
and national 27%
logo equally

59%

) ‘@ a2 '
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# KNOWLEDGE OF SPECIFIC ASPECTS =

Listed below are some aspects related to certified organic products. For each one indicate to what extent you are

aware of it
m Very much m Rather m Not verymuch m Not atall
European regulations for organic products 26% 10%
Types of checks performed on organic products 42% 29% 16% 13%

National standards for organic products 16% 16%

, , “@ l%mol,&@i Pag 52
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7 ORIGIN OF ORGANIC :ROLE OF ITALY/NETHERLANDS !

Regardless of what you actually sell, which of the following countries produce the highest quality organic
products?

94%
Germany
74%

74%
Italy

—

16 %

m Multiple answer

55%

France m First ansewr in order of

importance

26%
Spain
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7 ORGANIC MADE INITALY/NETHERLANDS: TOPPRODUCTS =

|
In particular, according to you, what are the most distinctive organic products produced in...?

ITALY

00! T — 74
Fruit andvegetables | S e 39%

. R 489
Wine | 73% 48%

Cheese |F 58%
Cured meats |m 16%

Pasta |m 23%
Mitkk 9% 7%

m Multiple answer

Marmelade &Preserves %;% m First answerin
° order of
importance
Other '1)%% P
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AWARENESS: TREND OVERTHE LAST YEARS

Over the last 3 years, your AWARENESS of European organic products has...

50%

27%
23%

Significantly improved Slightly improved Been stable
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SALES LEVEL: TREND OVERTHE LAST YEARS

Over the last 3 years, the SALES of European organic products in your selection has...

61%

24%
15%
Significantly improved Slightly improved Been stable

Fonte: Restaurants & Retailers Survey Nomisma % run on total sample

- (@
L%ﬂ/i?{,;ﬂ?’/’édl

o

'%i 0‘8@ Pag 56
BIO ORGANIC LIFESTYLE



RESULTS & FINDINGS BIOORGANICLIFESTYLE -

7 FAVOURITE CHANNELS TOINCREASE THE AWARENESS OF
THEEUROPEAN ORGANIC PRODUCTS

How would you like to increase your knowledge about EUROPEAN ORGANIC PRODUCTS?

Product tastings/presentations from m 73Y%
supplier/distributor A
Meeting producers at specialized trade shows s 130 " 33%
Website/Social media -’113%/;%’
Advertising campaign on media 7% 137

TVshows 3% 10%
Advertising campaign on specialized media EQ)O%
Other communication/promotion strategies [ ¢

m Multiple answer

Celebrity chef recommendations HOZ%
m First answer in order of

Don't know ‘33?? importance

, , - @ %d&ﬁi Pag57
Fonte: Restaurants & Retailers Survey Nomisma % run on total sample  Nbrretirsear o e g



RESULTS & FINDINGS BIOORGANICLIFESTYLE

IN-DEPTH

INTERVIEWS
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ROLE OF ORGANIC FOOD TODAY

What is the role of organic food today in your country?

v HEALTH

* Give the consumer healthier choices

« Less residues and chemical substances °
« Better for environment and animal welfare .

——

V OPPORTUNITIES

People increasingly aware of environmental challenge
New trend in food market

Natural Food stores and direct sale by farmers is
uneven developed

ORGANIC LOGO:EUROPEAN vs NATIONAL

What is your opinion about the European and national organic logo?

Gis confusing to have both, \

they represent the same. For
the national logo there were
huge communication campaigns
in Germany, whereas for the
European logo no
communication is provided. So

\many consumers donotk&it.

Fonte: Professional & Stakeholders Survey Nomisma

(Both logos are well \

known and well-used,
certification and control
are important
measures to ensure

organic quality

In our Country
Demeter/Bioland
etc are
widespread

Same
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J

2 TOP3STRENGHTS/ADDED VALUES TOTHE «ORGANIC»

In your opinion, which of the following attributes, if any, represent strengths/added value to the organic —
certification for Germanconsumers?

Biodynamic Sustainability Fairtrade

certification

7TOP3 PRODUCERS COUNTRY OF THE ORGANIC PRODUCTS

In your opinion, which countries are the most successful producers of organic products?

1
GERMANY 2
- ITALY 3

—_— U FRANCE
U
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ITALIANPRODUCTS

What is your opinion about ltalian organic products?

ITALIAN PRODUCTS

o

V MOST SUCCESSFUL

PRIQPUCTS
Wine
* Pasta
* Fruit and vegetables
« Legumes
« EVO ail

« Tomatoes

V EXPECTED TRENDS

« The Italian organic sector will increasly grow

* Many retailers offer “Italian weeks" regularly, where they promote especially Italian products
* Interested in
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ORGANIC MARKET FORECASTS g

Now let’s think aboutthe perspectives forthe European organic food inyour country

In your opinion, over the next 2-3 years what trend do you expect for European organic products
consumption in yourcountry?

Expected in
organic sales over the next
2-3 years

(weighted average among the stakeholders forecasts)

Specifically, today in your country the share of organic food on the total food sales is 5.3%. Could you
please identify what this share will be in 2021?

—

Expected share of organic /

sales in total retail sales over
the next 2-3 years
/(dehted average among the stakeholders forecasts)
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2 TOP3 CHANNELS FORORGANIC FOOD’S PROMOTION

In your opinion, which are the most effective actions for communicating and promoting the value of the
European organic food products in your country?

1
INTERNET AND
SOCIAL MEDIA PROMOTIONAL |—.-_.—|
ADVERTISING ACTIVITIES CONCERNING

FOOD SERVICES TV COMMERCIALS

7 TOP3 CHANNEL FORORGANIC FOOD’SSALES

In your opinion, over the next 2-3 years what will be the most successful sales channel for organic food &
beverage products in your country?

ORGANIC DIRECT
SPECIALIZED SALES
SHOP

LARGE RETAIL
DISTRIBUTION

s \@
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TOP3 PRODUCT CATEGORY FORORGANICFOOD

In your opinion, over the next 2-3 years what will be the most successful* product category for
organic food & beverage products?

1

MILK & YOGURT
PASTA&RICE

SPACE FORADDITIONAL COMMENTS

Time is running out, nature shows us the many
negative effects of conventional economics

Need for increasing role of

Organic farmingurgently organicin meat production
needs to be promoted

X
=

—
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www.assobio.it
www.biolseu.eu/it/
www.biolseu.eu/fr/
www.biolseu.eu/de/

r.pinton@organic-consulting.net




