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ABOUT US

Australian Organic Limited (AOL) is the leading peak industry body representing Australian organic
certification bodies and certified operators. AOL is a not for profit member owned organisation that
advocates on behalf of the certified organic industry by lobbying government and driving awareness.

Established in 1987 and formerly Biological Farmers of Australia (BFA), AOL has been the major force in
ensuring organic standards remain robust and are in line with global export markets. AOL is the owner of
Australia’s most recognised certification logo, ‘the Bud'. This logo is now recognised by more than 51%
of shoppers and appears on nearly 33,000 products both domestically and internationally. Australian
Organic should not be confused with ACO Certification Ltd, who are your certification body.

Australian Organic should not be confused with any of the Australian certification bodies, which are
separate entities. Currently, ACO Certification Ltd and AUS-QUAL Pty Ltd are able to licence to The Bud.

OUR STRATEGIC PLAN
Australian Organic has developed and implemented a strong Strategic Plan to:

Protect and Promote the interests of the industry, and to continue to
Engage and Consult with government and key sectors to understand and address our industry’s needs
and challenges.

MEMBER BENEFITS

Certified organic operators who are licensed to use the Bud logo are eligible to apply for membership
including, importantly, a vote in the direction and management of the industry. As a licensee of the Bud,
membership is available at the discounted rate of $275.00 incl. GST.

Our current list of membership benefits are as below:

+ Lobbying and advocating on behalf of the certified organic industry to government and regulatory
bodies

« Information seminars, workshops and field trips

« Quarterly Australian Organic Connect E-Magazine

« Monthly E-Newsletter

« Monthly CEO Update

«  Opportunity to participate in Advisory Committees

« Opportunity to participate in Annual Industry Awards Evening

« Opportunity to participate in annual Australian Organic Awareness Month

«  Opportunity to be involved in Expos and Trade shows that we attend

«  Opportunity to host field trips

« Advertising and Marketing opportunities, including opportunities to reach out to over 7,000 Bud
Club members (consumers), and social media advertising to reach over 115,000 consumers

« Sponsorship opportunities and attendance at social and networking events

+ Exclusive Members only portal with access to a full resource library, including the Australian Organic
Report 2019, Press releases, industry information and more (launching June 2020)

The most effective way to address critical issues facing your organic business and support the industry is by
joining Australian Organic.

TOGETHER WE ARE STRONGER

Australian Organic continues to work on our most pressing goal on behalf of our members by
continuing strategic discussion on the pathway to Domestic Regulation. Australian Organic has
presented submissions into the ACCC for non-compliant products labelled “organic”, and we actively
advise consumers to look for certification marks on their organic products. Domestic regulation will
also assist in obtaining equivalency within the organic export market.

As a member, you can also participate on one of our advisory committees, including:

. Grain Committee

. Allowed Input Committee
. Livestock Committee

. Vigneron Committee

. Horticulture Committee

INFLUENCING DECISION

Australian Organic also engages regularly with The Department of Agriculture, attending several forums
including Australian Grains, National Biosecurity, and most recently the National Bushfires round tables.
As well as domestic partnerships such as with the National Farmers Federation, Australian Organic is
establishing global partnerships with international industry bodies such as Organic Trade Association
(USA), and Australia China Business Council in order to promote awareness of the Australian organic

industry.
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Organics globally
Quick facts

Countries with organic
agriculture activities.
9 . 8 m

Increase in reported hectares
under organic production since
2016, the largest increase ever
recorded.

Number of organic
producers around the
world.

Value of global organic
market.
- 8%
o Increase in value of
+ 50 o % Y global organic market
between 1999 and 2017.

Switzerland Highest per capita
& Denmark consumption of organics.

(Source: 2019 World of Organic Agriculture
yearbook’)

Handlers

include transport/storage firms, wholesalers, retailers, and
importers who deal with organic produce post-farm gate. Handlers
are not involved with manufacturing or processing products and
only handle the organic produce along the organic value chain.

AUSTRALIAN ORGANIC MARKET REPORT INSIGHTS Fﬂ

2019

Number of Certified
Operators

Increased 19% in 2018

Australia holds around 51%
of the global total area of
organic certified farmland

9

$2.6

billion
Estimated value

of the Australian
organic market

+35.7 million
hectares

9.6% of

Australian
farmland is under
certified organic
management

66 Organic land and
certified operations
continue to grow 9

66

Half of shoppers nhow buy
organic as they became
more aware of the impact
of food & cosmetics on
personal health

9
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of shoppers
use Online environment
o and peace of
search engines mind
to research
organics

Better for
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Concerns about
pesticides used in
food production

recognise the ‘Bud’
certification mark
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Environmentally Friendly: Second highest
ranked perceived benefit of organic
products at 71%, up from 65% in 2016
Percentage of organic buyers who say that
they look for a certification logo on the label
to check if a product is organic, up from 50%
in 2018, 44% in 2016 and 34% in 2012

of shoppers ‘ ‘
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Australian Organic
Consumers Quick facts

Fruit & Vegetables: Highest ranked category
for organic participation (64% claimed to

have bought) in the past year

Percentage of organic buyers who say
that they increased the allocation of their

household food spending on organics
over the past year

Proportion of organic shoppers who indicate
that they regularly reference product labels /
shelf info to make purchase decisions

Organic products purchasers come
from all demographics

Price & ‘value for money’ still
the number 1 barrier
for non-purchasers ”

[ Price/Value

[l Knowing you can trust it is organic

[¥ Nothing - not interested in organic food

Il Lack of reliable information to convince me it is healthier
Il | would like to know more about organic products than | do
Figure 2.8: Comparative Top Barriers of Non-Purchasers - 2019



