
In 2023 we introduced 
Organic for All



The UK market still has significant potential

© Research Institute of Organic Agriculture FiBL
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The changes 
needed to make 
organic valued, 
supported & 
available to achieve 
its full potential



The most active organic shopper segments 
are younger, low and middle income HHs





The health of soil, plant, animal 
and man is one and indivisible.

Albert Howard
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Organic farmland in Scotland 
rises 62% since 2021





What

• Is organic 
regenerative?

Why
• Do organic 

standards 
deliver 
outcomes?

How
• What’s the plan 

to scale?



What

Why

• Do organic 
standards 
deliver 
outcomes?

How
• What’s the 

plan to 
scale?



What

Why

How

• What’s the 
plan to scale?



Why → How



Sector working 
groups will drive 
joined up 
priorities across 
supply chains



International plans identify 
3 factors for growth

Infrastructure 

& Insight

DemandProducti
on



Learning the 
hard lessonsx  The best 

of the rest



Each sector has its 
own role to play



Horticulture,    
Dairy & Eggs 
driving 
mainstream 
consumption
and 
addressing     
import 
substitution



Dairy, Cereals, 
Other arable & 
red meat driving 
the biggest 
hectare 
increases in 
organic land  



Market Gardens 
driving the 
highest social 
value through 
shorter supply 
chains & 
community 
connections



What are your priorities?



Today is about 
writing your business 
organic action plan

• Market insight

• Marketing & Comms

• The buyer pitch

• Routes to market

• UK Sourcing

• Collaboration priorities

• Engaging your MP



Organic is a team sport
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