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Alimentos Organicos

Ventas Globales 2018

+USS 100 bill
2002

USS 21 bill Una de las tasas de crecimiento mas altas de
la industria de alimentos

X 5 en los ultimos 15 anos
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Reconocimiento de la industria

+509% de los profesionales

de la industria de A&B ven a
los alimentos organicos

como la

tendencia PrinCipaI

Fuente: Euromonitor International.
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Organic Industry

2007
19% equity;
. November
.S_t.rucfu re: e —
Acquisitions & Alliances, 80% equity / Organics

Top 100 Food Processors in
North America

May 201

Diamond

Foods
97

Puck

May 2011

Coleman
Natural
Perdue

Draper
Valley

February 2000

Petaluma/
LGOS  september/ (G - - — — —
September 2003
100% equity;
August 2012
majority stake
sold to Brynwood
Partners
February 2008
40% equity
$43 M;
March 2011
100% equity

Mondeléz

International

Frutti di

January 2010

Green &
Black's

Keurig
Green
August 2014 Mountain
December Mountain
2015 Sun
January 2012 $13.9B/ October 2013
August 2015 1

30% equity /

MaraNatha

Jung

D.E. Master
Blenders

JAB
Holding
Company

\
February 2013
10% equity
$1.25B

“ TofuTown
2014 additional

1

1

October
2001
$18

7%

Einstein
Bros./
Noah

Odwalla L

Peet's
Coffee &
Tea

December 2012

Stumptown Earthbound

Farm
Caribou Intelligentsia Decgr&bgszo

Alta Dena

September 2008, $57M

Wolfgang

Bearitos

May 2002

3

Millina's
Finest

ShariAnn's

SunSpire

e 2007

From Dean

Westbrae
Westsoy

ittle Bear

13

$189M

Bloomfield

TrueNorth Bakers JOHUQI'Y 2016
B&G Foods Rhythm v
e January 2016 ! Sipe(ioods Ralcorp
Bolthouse panialrzquity | (private label N°"°"2“l’7° Ezm 5
Farms $3M ‘| organic foods) from ConAgra
\

Blake's

July 2012
$1.55B,

B Lihive J

. * July 2000;
September 2013,
sold to Brynwood
Partners

Naturally
Fresh

TreeHouse

December

General
il 1999

June 2015 Mills

$231 M

Protenergy -
Natural
Foods

Cascadian
Farm

Alexia
Foods

January 2013
Immaculate
Baking

Muir Glen

FreeBird/

Plainville September 2014

$820 M

Seeds of
Change

Annie’s
Homegrown

December
Earth's Best 2013
$48 M
June 2012
Boulder $125 M
Brands

(Earth Balance)
November

September
1999
from Heinz December
1998

Erewhon

New
Morning

Spectrum
Organics

Pinnacle

Foods
#45

MOM/Malt-0-
Meal/Better

Garden
of Eatin'
Arrowhead
Mills

February 2014
(from Nestle)

DeBole's

Health

Breadshop Valley (wgmu'mn
Casbah Ralcorp)

September
: 2013 .
Celestial Michael Foods
Seasonings

Imagine/Rice
Dream/Soy
Dream

Peace
Cereal

Willamette
Valley
Granola

Golden
Temple

$158 M

>‘

Hearthside

Foods (cereal
division)

June 2010; joint marketing
agreement

So
Delicious

Applegate

i ' December
2010 Dakota

Meyer Natural Beef

Foods

CROPP
(Organic

November 2009

Hillshire via Israeli subs'\’diary Osem Group Stonyfield
Brands {S0:15%equtty) July 1998, 13% Equity) _ brand licensed Valley)
January 2004, 100% Equit) < to CROPP i
flouacy Soa Mediterranean Loche October 2001 ochacmik
Lee) Foods Horizon 40% equity; <
January 2004
85% equity
sAidell‘s The Organic a3
ausage September Cow of ngly uit
Vermont November /o equity
a1y August 2015 .
$120 M i 1999 THE AERSHEY COMPANY .~
92700 A“g;‘;‘szh‘jﬁ $307 M = X October 2000
0 ¥ " appy 212%equity M —
Alpine Valley DKa_\IIIe O Wallaby Morningstar Family S A z
Bread Co. iller loc Farms/Natural Lifeway
Bread Touch s N Food
Naked Stacy’s eg‘:{'{‘) o y Processors
Juice Pita Chip #

June 2012

Crispin
Humboldt
Creamery

August 2009
Fox $19.5M

Barrel

J&J Snack

Foods
#93

Phil Howard, Associate Professor
Michigan State University

November
2008

February
2014
$1.7B

August 2013 Helios Organic
Brand

Acquisitions

AB InBev

February 2009
$14 M

March 2011
$38.8 M

# Numbers refer to
rank in North
American food &
beverage sales

Santa Cruz
Organic

RW.
Knudsen

Olafson's Goose

Baking Island according to
Co. Food Processing,
August 2015

Marcas organicas

en la mira de las

grandes empresas

globales

de

alimentos

Amazon
USS 13,7 bill, 2017.

Whole Foods



Retailer N°1 de EE.UU. (USS 119 bill 2017)

Marca Propia Simple Truth (lanzamiento

2012)
Ventas + USS 2 billén 2017 (+ 1.400

productos)
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Carrefour

Carrefour

En 2018 compra cadena So bio

para expandir negocio organico

Carrefour

Le Supermarché Biv
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e E Carrefour I : |
Carrefour X
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BECOME THE LEADER
OF ORGANIC FOOD DEMOCRATIZATION

o Improve access to organic products, rolling out an enlarged
offering in all our stores and online

o Democratize our organic offering, thanks to price, promotion
and loyalty

o Expand available information on our websites and in-store

to raise consumer awareness

TRANSFORMATION PLAN
PRESENTATION

GROUP ORGANIC PRODUCTS REVENUES

CARREFOUR 2022
Become the world leader of the food transition for all

€5bn =

2017 2022




Chile en el contexto organico mundia
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Ocupamos el lugar 16 en exportaciones

Italia
€ 2.060

China
€ 1.049

Holanda
€1.320

Chile
€213

Fuente: FiBL



Performance de Chile

EXPORTACIONES

2008
/“/V/ 2018

\_/

\_/

S 50 MM
5290 MM

o- L4 7 . . 7 7 . ~
b La facturacion de productos organicos se sextuplicé en los ultimos 10 anos

Fuente: Odepa — SAG.



Aun tenemos grandes desafios

$ Frambuesa
7,2%

Solo 7 especies y/o productos

concentran el 96%

del volumen embarcado. Ve Arandano
40,2% 27,1%
A nivel global ocupamos el
lugar 80
en superficie organica
Aceite
Enotrod 25 paises se destina una oliva

mayor superficie relativa

a la produccién organica

Fuente: Odepa, FiBL



Analisis Corfo

Alto costo de la certificacién y menores Bajo aporte estatal al desarrollo del sector: falta de Baja conciencia por el medio ambiente a nivel

ingresos percibidos durante la transicion politicas, poca investigacion y desarrollo, etc nacional.

Falta de institucion gremial a nivel nacional Politicas e instrumentos de fomento especificos y Falta de especialistas en agricultura organica.
acorde a la realidad del sector, que apoyen y

Centralismo de los canales de venta y poca permitan la transicion hacia la produccion organica, Falta de investigacién y desarrollo

participacién del mercado nacional como también la internalizacion.

Fuente: Fruticultura orgdnica, una alternativa de impacto para el sector exportador nacional — Transforma Alimentos Corfo



La produccion y exportacion de productos organicos en Chile, tiene un potencial
interesar‘e de crecimiento, avalado por la demanda internacional.

. : .
ara aprovechar la oportunidad es requisito atender cada uno de los desafios que la
actividad involucra. El Qmité Organicos de Chilealimentos ha identificado los mas
prioritarios. -
La invitacion es a sumarse, pues el trabajo publico y privado que debemos desplegar es
de gran enverga

Los resulta
mayor, si e nos compete individualmente y en forma asociativa.







