e aunsneinaian
IBUBUFIINA

INstl dauaunna
g1UAVIUUIASFIULNEASDUNSET




About Us

" Aadvil 2538 aanziuautiluyaiis
WIS FAULNENSAUNSE (2544) Taueraun
iuusin 1adin aasuniia (2560)

" 1asun195usadszuudIuiuil 2544 wiiv
wsATutaLe el

" TRUSANTNSIASUSAILABANIDUNS T

= IFOAM - ASEAN
" dunnglsd - s asuaua
" AUNAN - AUS5ALNINNS

" virvrululdszeindlnaunazaliniataiiie




129,000 e umaaas (4.26 a1 uauuIn)

Market growth
* glsdlnaign
(W)

* FAIAIUN
ALUFALKLUA
(LLm)

* Latdia (1aen)

eCOVIA

EEEEEEEEEEEE




g (Uaaant) AUGILRILIAT DN (LHU1e)

‘ Organic foods

Why consumers buy organic products?

Allergies [ 5%

Other particularevent in life [ 5%

Having Children | D °%
Family habits || NG 13%
Availability of bio products ||| | | |}jQbN I 13% N
Animals health _ 23% /'
Ethical Reasons [N 30 7
Security (bio products are safer) || EGKTKTGTNGNGGNGEEE 5%
Quality of the product | <2
Environnmental Impact I ¢
Personnal health | ¢
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