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Europe:  Area growth versus retail sales growth
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Organic retail sales: Top ten countries 
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Growth of the Organic Market
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Europe:  Per capita consumption 
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Organic market shares 
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Future Policy Award 2018 (FPA) in silver for Denmark s 
organic action plan

Denmark’s Organic Action Plan, which has become a popular policy 
planning tool in European countries over the last decade, received the 
Future Policy Award 2018 in Silver. 
Almost 80 percent of Danes purchase organic food and today the 
country has the highest organic market share in the world (13 
percent).
“What has made Danish consumers among the most enthusiastic 
organic consumers [in the world], is that we have done a lot of 
consumer information and we have worked strategically 
with the supermarkets to place organics as part of their strategy 
putting more value into food through organics,” Paul Holmbeck, 
Political Director of ‘Organic Denmark’, said.

Source: FAO press release of October 31, 2018, http://www.fao.org/agroecology/slideshow/news-article/en/c/1157015/
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Organic retail sales by channel
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Organic marketing channels (AT, CH, DE, DK, FR, IT)
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Switzerland: Development of marketing channels for
organic products 1996-2017
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Switzerland: Organic shares (based on value) for
selected products 2017
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Current trends

• In many countries general retailers are showing the strongest 
growth among organic retail marketing channels

• Collaborations between retailers/discounters are becoming more 
frequent, e.g. 
• Germany: Collaboration Lidl – Bioland
• Germany: Collaboration Real – Demeter 

• Good examples of cooperation between retailers and organic 
organisations exist

• A differentiation of organic product lines within supermarket 
chains is currently taking place (several organic lines)

• At the same time, catering channels are gaining importance 
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Organic catering sales: Growth 
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Catering/foodservice sales and their importance for the 
domestic market
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Denmark Organic food service growth
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Conclusions

• The organic market continues to grow at a fast pace in Europe and in the 
European Union.

• Currently production is growing faster than in the past, thus the potential 
is there to meet the demand of the ever growing market

• In most countries, general retailers are the most important marketing 
channel

• In those countries, where they have not been dominant so far, general 
retailers are gaining ground

• In some countries the supermarkets are beginning to several organic 
product lines to meet the needs of a broadening consumer base

• Partnerships between producer/sector organisations and supermarkets 
are essential in order to develop the sector as a whole 

• Further marketing channels (out of home consumption ) apart from 
retailing need to be developed – Denmark is a good example.

• More and better data are needed!
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Resources

• «The World of Organic Agriculture» at www.organic-world.net
• Slides and infographics at www.organic-world.net
• Twitter.com/fiblstatistics
• Interactive data tables at statistics.fibl.org
• Interactive maps at www.organic-world.net
• Interactive map Organic in Europe at www.ifoam-eu.org
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The World of Organic Agriculture 2018
www.organic-world.net

• The 19th edition of ‚The World of 
Organic Agriculture‘, was published 
by FiBL and IFOAM – Organics 
International in February 2018.

• Data tables, country and continent 
reports

• Chapter on European production
trends

• Markets, standards, policy support
• www.organic-world.net
• Supported by SECO, ITC, 

NürnbergMesse and IFOAM –
Organics International
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Interactive map http://www.ifoam-eu.org/en/organic-
europe
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Presentations at www.organic-world.net
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www.twitter.com/fiblstatistics
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Statistics.FiBL.org
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