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"Parents and younger consumers are embracing the
organic claim on foods and beverages. Other consumers
lack trust in the organic label, and the lack of a regulatory
definition for “natural” could negatively impact consumer
regard for the term. Brands could benefit from increasing
awareness of what the organic label represents and the
strict requirements in attaining the claim."

- Billy Roberts, Senior Analyst — Food and Drink

This report looks at the following areas:
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Variety needed in organics

Organic appeal strongest in fresh categories
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Organic in relatively few shopping carts but growing
Figure 7: Organic/natural purchase, April 2017
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Ingredient labels of notable interest to organic consumers
Figure 9: Organic/natural purchase, by consumer behaviors, April 2017

Notably greater relevance among younger consumers
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Figure 11: Organic/natural purchase, by income, April 2017

Significant interest in organic/natural among parents
Figure 12: Organic/natural purchase, by number of children under 18, April 2017

Organic/natural resonate strongly with Hispanics, particularly Millennials
Figure 13: Organic/natural purchase, by Hispanic origin, April 2017
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Organic loyalists seek nutrition
Figure 14: Organic purchase trend, by food factors ranked as important, April 2017

Health, transparency, variety resonate with organic consumers
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Lower-income households twice as likely to be buying less organics
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Supermarkets lead locations for organic purchase; online options emerge
Figure 18: Purchase location, April 2017
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Figure 23: Organic/natural purchase, by description of natural/organic, by organic/natural consumers, April 2017

Hispanic consumers regard organics as preservative-/pesticide-free
Figure 24: Description of natural/organic, by Hispanic origin, April 2017

Shopping for Organics

Trust in organics remains an issue
Figure 25: Organic/natural purchase, by natural/organic opinions, April 2017

Households with children find organics worth an extra price
Figure 26: Opinions of shopping for organic/natural foods, by number of children under 18 in household, April 2017

Figure 27: Opinions of shopping for organic/natural foods, by age, April 2017

Perception of Organic Foods

Self-perception, better-for-you compel consumption
Figure 28: Organic/natural perceptions, by age, April 2017

Proof of health could resonate with consumers avoiding organic
Figure 29: Organic/natural purchase trend, by organic/natural perceptions, April 2017

Impact of Organic Expense

Communicating organics’ benefits could compel consumers
Figure 30: Organic/natural opinions, by age, April 2017

Increasing Organic Purchase

Price, availability could lead to greater market penetration
Figure 31: Increasing organic/natural purchase, April 2017

Lower-priced organics among organic loyalists
Figure 32: Organic purchase trend, by increasing organic/natural purchase, April 2017

More restaurant options could lure Hispanic Millennials
Figure 33: Increasing organic/natural purchase, by Hispanic origin, April 2017

Improving Health Perception

Proven health benefits would resonate even among organic loyalists
Figure 34: Organic purchase trend, by increasing organic/natural purchase, April 2017

Older consumers seeking health in organics, while younger also consider recyclability
Figure 35: Increasing organic/natural purchase, by age, April 2017

Health, information could spur Hispanic organic consumption
Figure 36: Increasing organic/natural purchase, by Hispanic origin, April 2017

Seeking More Diverse Organic Options

Major brands could spur organic growth
Figure 37: Organic purchase trend, by increasing organic/natural purchase, April 2017

Indulgent, branded organics could lure younger generations
Figure 38: Increasing organic/natural purchase, by age, April 2017

Households with children may respond to more indulgent and vegetarian organic options
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Figure 39: Increasing organic/natural purchase, by number of children under 18 in household, April 2017

Categories Where Organic Resonates

Organic/natural claims sought more in fresh foods
Figure 40: Category preferences, April 2017

Younger consumers, regardless of income, more likely to choose organic
Figure 41: Category preferences — natural/organic versions, by age and income, April 2017

Parents buying organic/natural commodities
Figure 42: Category preferences — Natural/organic versions, by number of children under 18 in household, April 2017

Organic resonates in more categories with Hispanic Millennials
Figure 43: Category preferences — Natural/organic versions, by Hispanic origin, April 2017

Appendix - Data Sources and Abbreviations

Data sources

Consumer survey data
Consumer qualitative research
Abbreviations and terms

Abbreviations

Correspondence Analysis — Natural/Organic Food Shopper - July 2017

Methodology
Figure 44: Correspondence Analysis — Description of natural/organic, April 2017
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