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Europe and the European Union: Growth of organic retail
sales 2000 - 2024

Source: FiIBL-AMI surveys 2001-2026
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Figure 93: Growth of organic retail sales in Europe and the European Union,
2024

Source: FiBL-AMI surveys 2004-2026, and OrganicDataNetwork Surveys 2013-2015
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Figure 94: Europe: Organic retail sales development in select countries 2024
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Distribution channels

Europe: Marketing channels for organic products in

selected countries 2024
Source: FiBL-AMI survey 2026

ronce [ o o
Germany 229, ® Direct marketing
» General retailers
Greece » Other channels

Specialized retailers

3

Italy

g

Netherlands

g

Switzerland

#

UK

5

0

£

20% 40% 60% 80% 100%

Figure 97: Europe: Marketing channels for organic products in selected countries 2024

Source: FiBL-AMI survey 2026 based on national data sources.
For detailed data sources, see annex, page 334.




Associations - the heart of
EU s organic sector

In Germany we have a saying ,Wenn du nicht mehr weiter weil3t, grinde einen
Arbeitskreis” - ,If you don”t know how to go on, set up a working group”

The organic sector is very good in setting up working groups and giving these
groups an organisational frame - organic sector has always been a sector of
collaboration

Nearly every EU country has an organic association. Or even several. In Germany
we have for example;:
« Several organic agricultural associations like Naturland, Bioland, Demeter, etc.

 Associations for organic food processors (AGL), organic retailers (BNN),
organic seed companies, organic control bodies, etc.

« One umbrella association

IEFOAM Oreanics Fluirone a< timbrella orecani<ation of the Fuuronean Orcanic Sector



Associations - the heart of
EU s organic sector

« On EU level there are several associations:
« |IFOAM Organics Europe as umbrella organisation of the European Organic Sector
» OPTA (Organic Processing and Trade Association)

« EOCC (Organic Certifier s Association)
« Other national associations have an office in the EU, f.e. Ecovalia from Spain or the Biodynamic
Federation Demeter International

 Collaboration of the associations - sharing national experiences, finding european
solutions

How are associations financed?

« Main source of income: Membership fees - it guarantees that the association
works in the interest of it”s members and represents the member’s needs

« Some also apply for public money (e.g. funded projects), but this is never the
main source of income

> e.g.: AOL 80% membership fees, 20% other money; OPTA nearly 100%
membership fees
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Example: AoL from Germany Ao

Die Oko-Lebensmittelhe
 Association of organic food processors

« 130 members from german speaking countries
(mainly Germany, some from Austria and the
Netherlands), mainly SMEs

+We are stronger together”




AolL - what do we do?

 Several working groups - on Regulation, Sourcing,
Marketing, Distribution channels, Sustainability,
Packaging, etc.

« We inform and discuss about current regulatory, political
and market developments

 Members learn from and support each other, Share Best ‘_
practices

* Are the voice of organic food processors towards
politicians and the public in Germany and the EU
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Why (sector) associations in organ

Historical roots: Organic farming developed through different
movements and philosophies before EU-wide organic regulation
existed.

Diverse value chain: Farmers, processors, wholesalers and
retailers have different interests and therefore need separate
organizations.

Regional diversity: Agricultural and market structures and
priorities vary significantly across regions and countries.

Political representation: Organizations represent specific mterests ’“
in regulatory and agricultural policy discussions. y 35t

Umbrella organizations: Additional organizations coordinate and g
represent the shared interests of multiple organic-sector
associations - they need the input from sector representatives



Thank you!

Any questions?

Johanna Stumpner

AOL e V.
Johanna.stumpner@aoel.org
www.aoel.org
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