In 2023 we introduced
Organic for All




The UK market still has significant potential
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The most active organic shopper segments
are younger, low and middle income HHs

Enthusiasts Regulars Occasionals Deal-seekers Reducers

Highest frequency & repertoire

Source: Organic Research Centre quant research, Spring 2024, 2,000 UK respondents



Choose organic

this September

Conventional Organic

wholefoadwarrior @ and soilasseciation @
Tescs Dara

wholefoedwarrior @ (ad) September is officially ‘Crganic
September, which made it an ideal time to look into what a few
arganic swaps woeuld) coule achieve

| forused on itemns | would typically buy and used the
cpportunity 1o really look at the latest data

This one took A LOT of research and produced a few surprises.
The basket cost is included at the very end for easze.

Whalt de you reatinely switch to erganic?

soilassociation @ The list of treatments on the non-organic )
lemaon is shocking @ agreat examnple of where one small
swao can make & bia difference

et ¢ '@ - : h o i
£35.40 £48.37 wocnmakesbiodrcnce
Q27 A
1S M Liked by soilassociation and 6,416 others

Sepil.

@ Add a comment

Organic
Market Report

Market Report

2026
Deiving growth in the mhm




Why you should only % ‘e«
buy organic oats R |

It's always better,

The health of soil, plant, animal
and man 1s one and indivisible. g

| | % Albert Howard
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£1 + £1.10

public customer
spend spend

= £8.78

economic, health
& climate returns
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BRIDGING
THE GAP




Organic farmland in Scotland
rises 62% since 2021
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EVERYTHING

ORGANIC SEPTEMBER

Lots of choice makes it easier for you,

Food Cupboard M&S 20% Off

THE REAL DIRT
UN “RGAN": Gz Ocado Own Brand Beauty & Toiletries

What does it mean and
why does it matter?

Explore Tesco Organic X e ' ’ R e ]
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Organic is regenerative

HEALTHY SOILS ARE AT THE HEART OF ORCANIC SYSTEMS

Organic Larmrers Lse 4 1angs of regenecaiies practios (o Busd xoll leetility withost relying on aftehic i ferttlisers

What

e Is organic
regenerative?




Why

e Do organic
standards
deliver
outcomes?
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Farminguk
~ Organic farming leads
" evidence base on
biodiversity and soil
. health

24 June 2026 | by FarmingUK Team

Environment, News, Organic
— - -
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How

e What's the
plan to scale?







Sector working
groups will drive
jolined up
priorities across
supply chains
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Infrastructure
& Insight

Demand

International plans identify
3 factors for growth



The best X Learning the
of the rest hard lessons
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Each sector has its
own role to play




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

Organic pyramid

Fresh Meat Biscuits Ambient
Fresh Fish Cheese Meal S?luﬁom
Convenience & Deli Confectionery Soft Drinks

Butter & Spreads Coffee Canned Goods
Cereals & Morning Snacks Beef Fresh Poultry
Berries Wine

' QOil Home Baking Tomatoes
Scratch cook Apples Sweet Spreads & Preserves Fruit
store cupboard FreshVeg Cooking Products

Tofu Carrots Tea Bananas
Baby Food & Milk  Broccoli  Eggs Salad
Cucumber Oatmeal Yogurts Milk

Volume share of category

Source: NielsenlQ Scantrack data for the Organic Food & Drink category Soil Association Certification defined for the 52 week period ending
27 December 2025, GB Total Coverage © 2026 The NielsenlQ Company. Categories chosen with Organic Market value >£27m




. Land Use Modelling (000 hectares)
Dairy, Cereals,

350

Other arable & 300

250

red meat driving

the biggest 150
100
hectare . I
increases in 0
organic land

Horticulture Cereals Other arable Perm Temp Rough
pasture pasture grazing

2022 m10% modelling




Market Gardens
driving the
highest social
value through S S A
shorter supply e, U <Gk
community
connections

3% THE UK FRUIT
% S&VEGETABLE gy

‘W COALITION

For an organic, agroecological future




What are your priorities?

S ’ -



Today 1is about
writing your business
organic action plan

 Market insight
 Marketing & Comms
 The buyer pitch
 Routes to market
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