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Executive Summary & 
Methodology 

hǊƎŀƴƛŎ ŎƻƴǎǳƳŜǊΩǎ ǊŜŀǊ ǿƛƴŘƻǿΣ bŀǎƘǾƛƭƭŜΣ ¢b 

Porter Road Butcher, Nashville, TN 
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Executive Summary 

¢ƘŜ IŀǊǘƳŀƴ DǊƻǳǇΩǎ Organic and Natural 2014 is the latest in its longest running series of consumer-
centric syndicate research exploring the organic and natural trend in America. In the nearly two 
ŘŜŎŀŘŜǎ ǘƘŀǘ ǿŜΩǾŜ ōŜŜƴ ǘǊŀŎƪƛƴƎ ǘƘŜ ƻǊƎŀƴƛŎ ƳŀǊƪŜǘǇƭŀŎŜ ŀƴŘ ƛƳƳŜǊǎƛƴƎ ƻǳǊǎŜƭǾŜǎ ƛƴ ǘƘŜ ǿƻǊƭŘǎ ƻŦ 
organic consumers, we have seen their approaches to and understandings of organic and natural 
products grow and evolve.  

²ƛǘƘ ǘƘƛǎ ȅŜŀǊΩǎ ǳǇŘŀǘŜΣ ǿŜ ŦƛƴŘ ƎǊŜŀǘŜǊ ƪƴƻǿƭŜŘƎŜ ŀōƻǳǘ ŀƴŘ ŜƴƎŀƎŜƳŜƴǘ ǿƛǘƘ ƻǊƎŀƴƛŎǎ ŀŎǊƻǎǎ ŀƭƭ 
consumer segments. This ongoing evolution is driven by broader cultural trends and narratives, 
including expanding food literacy, the mainstreaming of a culture of health and wellness in which 
food plays a central role, heightened environmental consciousness and growing skepticism about the 
integrity of big business and institutions. LŦ ǘƘŜǊŜΩǎ ƻƴŜ ǿƻǊŘ ǘƘŀǘ ŎŀǇǘǳǊŜǎ ǘƘŜ ǎǿŜƭƭƛƴƎ ŎƘƻǊǳǎ ƻŦ 
ŎƻƴǎǳƳŜǊ ŘŜƳŀƴŘǎ ƛƴ нлмпΩǎ ƻǊƎŀƴƛŎ ƳŀǊƪŜǘǇƭŀŎŜΣ ƛǘΩǎ transparency.  

 

²ƘŀǘΩǎ in it? How was it made? Who made it? ²ƘŀǘΩǎ the story behind it? 

 

Whether through deep engagement with food culture and the worlds of health and wellness, or by 
virtue of passing encounters with free-flowing information streaming from ever-multiplying channels, 
ǘƻŘŀȅΩǎ consumers are increasingly aware of the personal, social, environmental, and health 
consequences of the foods they consume. While the increased availability and proliferation of organic 
ŀƴŘ ƴŀǘǳǊŀƭ ǇǊƻŘǳŎǘǎ ŀŎǊƻǎǎ ŎŀǘŜƎƻǊƛŜǎ ŦǳŜƭ ŎƻƴǎǳƳŜǊǎΩ ŀǎǇƛǊŀǘƛƻƴǎΣ ƛƴ ŀ ŎƭƛƳŀǘŜ ŀǿŀǎƘ ƛƴ ŎƻƴŦǳǎƛƴƎ 
and conflicting information, consumers are questioning products, companies, and certifications more 
than ever before. And more and more, they are expecting companies to respond.  
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Key Observations 

Organic usage is staying steady at about three quarters of US consumers.  

Å Engaged consumers are far more likely to consume organic products regularly and have increased their 
frequency of usage from 2012. 

Å While a strong association with the absence of negatives remains, associations with positive attributes are on 
the rise. 

Å Increased availability and falling price points are accelerating the adoption of organic packaged foods and the 
believability of private label organics. 

  

hǊƎŀƴƛŎΩǎ ŀƴŘ ƴŀǘǳǊŀƭΩǎ Ƙŀƭƻǎ ƻŦ ƘŜŀƭǘƘ ŀƴŘ ŀǳǘƘŜƴǘƛŎƛǘȅ have lost some of their luster. 

Å/ƻƴǎǳƳŜǊǎ ƛƴŎǊŜŀǎƛƴƎƭȅ ŜƴŎƻǳƴǘŜǊ ǇǊƻŘǳŎǘǎ ƭŀōŜƭŜŘ άƻǊƎŀƴƛŎέ ŀŎǊƻǎǎ ŀ ǊŀƴƎŜ ƻŦ ƳŀƛƴǎǘǊŜŀƳ ǊŜǘŀƛƭ ŎƘŀƴƴŜƭǎ 
where they were previously seen less frequently. While they appreciate the greater access and lower prices 
this entails, consumers are concerned about the quality and integrity of these products.  

Å¢ƘŜ ƎǊƻǿǘƘ ƻŦ ƻǊƎŀƴƛŎ ǇŀŎƪŀƎŜŘ ŦƻƻŘǎ ŦǳǊǘƘŜǊ ŘƛƭǳǘŜǎ ƻǊƎŀƴƛŎΩǎ ƳŜŀƴƛƴƎǎΦ Increasingly, savvy consumers 
distinguish between fresh and processed organic foods and continue to value the former over the latter. 

Å Although the ideal of άƴŀǘǳǊŀƭέ ŎƻƴǘƛƴǳŜǎ ǘƻ ŜǾƻƪŜ ǇƻǎƛǘƛǾŜ ŀǎǎƻŎƛŀǘƛƻƴǎ ŀƴŘ ŀƴ ƛƳŀƎŜ ƻŦ ǎƛƳǇƭŜΣ ǊŜŀƭ ŦƻƻŘ ǘƘŀǘ 
is free from artificial ingredients, consumers are increasingly primed to react to the term as a marketing 
gimmick.  

Å As a package claim, natural immediately raises red flags. When confronted with a product that claims to be 
άƴŀǘǳǊŀƭΣέ ŎƻƴǎǳƳŜǊǎ ǘǳǊƴ ǘƻ ǘƘŜ ƛƴƎǊŜŘƛŜƴǘ ǇŀƴŜƭ ŀƴŘ ƴǳǘǊƛǘƛƻƴ ŦŀŎǘǎ ŦƻǊ ǘƘŜ ǘǊǳǘƘ. 
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Key Observations 

This is not to say that organic does not retain many of it connections to personal health and 
environmental stewardship.  

Å Driven by broader health and environmental narratives that link industrial farming and food production to a 
range of maladies endemic in America, consumers see authentically organic and natural foods as gateways to 
ōŜǘǘŜǊ ƘŜŀƭǘƘΦ άhǊƎŀƴƛŎέ ŎƻƴǘƛƴǳŜǎ ǘƻ ŎƻƴƴƻǘŜ ǘƘŜ ŀōǎŜƴŎŜ ƻŦ ƴŜƎŀǘƛǾŜǎτprimarily those related to growing 
methods (e.g.,  absence of pesticides, herbicides, antibiotics).   

ÅMoreover, the positive associations of fresh organic foods have grown, too. There are still myriad 
opportunities for companies to breathe fresh value into their products and brands. 

ά[ƻŎŀƭέ ƛǎ ŜƳŜǊƎƛƴƎ ŀǎ ŀ ŎŀǘŜƎƻǊȅ ǇƻƛǎŜŘ ǘƻ ǎǳǊǇŀǎǎ ōƻǘƘ ƻǊƎŀƴƛŎ ŀƴŘ ƴŀǘǳǊŀƭ ŀǎ ŀ ǎȅƳōƻƭ ƻŦ 
transparency and trust. 

Å No longer merely a bridge between organic and natural, local now speaks to consumer desires for a food 
system with integrity. With its connotations of community, economy, and environmental stewardship, local 
offers a compelling narrative of small-scale production, shorter commodity chains, and closer, reciprocal 
relationships with the producers of food.  

Å Although price places regular consumption of local products out of reach for many, consumers in all segments 
are beginning to turn to local to help them resolve their confusion and uncertainty about organic certifications 
and the claims of the organic marketplace. 
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Key Observations 

While price has declined as a significant barrier to the increased use of organics, it remains a hurdle 
for those categories in which consumers see it as most important. 

Å Fresh fruit and vegetables remain the top priorities of and gateways into organic for most consumers, but 
other nutrient-dense foods, such as grains, dairy, and meat, are gaining importance. 

Å Growing anxiety about the safety and health of animal products is driving consumers to experiment with 
organic meat and dairy earlier on. Although consumers are discovering more affordable organic options in 
these categories, price continues to be a major obstacle to the speed and breadth of their adoption. 

Å Greater access and falling price points have accelerated the adoption of organic packaged foods and the 
believability of private label products. Consumers now purchase these anywhere along the adoption 
pathway. 

Å Aside from cost, consumers list comparability, trust, and the availability of preferred brands as top barriers to 
increased use. 

Retailers are well-positioned to gain and strengthen consumer trust and loyalty in the organic 
marketplace. 

Å Shoppers are splitting their organic baskets across a broader range of retailers. Yet, while mainstream 
ƎǊƻŎŜǊȅ ǎǘƻǊŜǎ ŀǊŜ ǎǘƛƭƭ ŎƻƴǎǳƳŜǊǎΩ Ƴŀƛƴ ǎƻǳǊŎŜ ŦƻǊ ƻǊƎŀƴƛŎ ǇǊƻŘǳŎǘǎΣ ŘƛǎŎƻǳƴǘ ŀƴŘ Ŏƭǳō ǎǘƻǊŜǎ ŀƴŘ farmers 
markets are attracting growing shares.  

Å Consumers appreciate retailers who help by vetting natural and organic products for them. They value 
retailers who they believe are allies in, if not advocates for, their search for healthy, high-quality, and 
authentic products.  

Å Less engaged consumers report turning to retailers for information and education as they begin to adopt 
healthier approaches to eating and experiment with organic products. 
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Key Observations 

While organic in food service remains a relatively low priority, changes in the market are driving 
consumer interest. 

Å As organic becomes increasingly a common part of mainstream food culture and the retail marketplace, 
consumers are becoming more interested in taking their commitments to organic out of the home. 

Å There is a growing casualization of organic as quick casual and fast food channels begin proving to consumers 
that quality natural, organic, and even local foods can be affordable and accessible. 

Genetically modified organisms (GMOs) have become a potent symbol of the ills of the American 
food system. 

ÅMore than organic and natural, today, GMOs touch on the nerves of deepening distrust of big companies and 
government institutions.  

ÅWhile a comprehensive and consistent understanding of GMOs is yet to come for most consumers, there is 
growing interest around the topic and concern about the lack of transparent communication.  

Å Regardless of the depth or accuracy of their knowledge about GMOs, consumers are concerned about 
maintaining a right to know how their food was grown and handled (transparency).  

Å In this climate of distrust and cynicism, manufacturers who ignore the issue are most at risk of losing 
relevance and credibility as others step in to shape the conversation. 
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METHODS 

Overview 

In-depth in-home, focus group and panel 
interviews with a total of 23 consumers were 
held in Nashville and Seattle and Denver. 
Respondents varied, with various levels of 
engagement with organic and natural.  

Topics explored included: 

Å Attitudes around organic, natural, local, and 
GMOs 

Å The meanings of organic, natural, local, and 
GMOs 

Å Reasons and criteria for purchasing organic, 
natural, local, and non-GMO foods 

Å Shopping behaviors 

 

 

An online survey of 1,728 U.S. adult (ages 18-
69) primary shoppers, including 544 parents 
of children 8 years and younger,  provided 
data on such topics as: 

Å Associations with organic and natural 
Å Usage and purchase of organic 

products/brands 
Å Trust of USDA organic certification and usage 

of other information sources 
Å Price and purchase priorities for organic 
Å Organic in food service 
Å Perspectives on GMOs 

Survey fielded June 2014 to nationally 
representative sampling frame, with sampling 
error of ± 2.4% at 95% confidence level. 
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METHODS 

Focus groups in Nashville and Seattle 

We conducted focus group interviews in Nashville and 
Seattle, as well as a panel discussion in Denver, with 
consumers representing various levels of engagement 
with the worlds of organic and natural. We probed a 
range of issues in these interviews, including: 

ÅAttitudes around organic, natural, and local 
ÅThe meanings of organic, natural, and local 
ÅCriteria for purchasing organic, natural, and local 

products 
ÅPerceptions of and attitudes toward GMOs 
ÅShopping behaviors 

Each participant was asked to bring her/his favorite 
organic product to discuss their reasons for purchasing 
it and how it fit into their approach to food and eating. 

 



11 

O
rg

a
n

ic
 &

 N
a
tu

ra
l 
2

0
1

4
  

| 
 ©

 T
h

e
 H

a
rt

m
a

n
 G

ro
u

p
, 
In

c
 

METHODS 

In-home ethnographic interviews  

We also conducted in-depth ethnographic 
ƛƴǘŜǊǾƛŜǿǎ ƛƴ ŎƻƴǎǳƳŜǊǎΩ ƘƻƳŜǎ ƛƴ bŀǎƘǾƛƭƭŜ 
and Seattle. As with the focus groups, 
participants were recruited to represent a range 
of engagement with organic and natural 
products. These interviews allowed us to delve 
deeper into the topics explored in the online 
survey and in the focus groups. 

Each ethnographic in-home interview featured 
a participant-guided tour of their kitchen, 
pantry, and other places where food and 
relevant organic and natural products were 
storedΦ ¢ƘŜǎŜ άǇŀƴǘǊȅ ǘƻǳǊǎέ leveraged the 
lived-in, day-to-Řŀȅ ŎƻƴǘŜȄǘ ƻŦ ŎƻƴǎǳƳŜǊǎΩ ƭƛǾŜǎ 
as an opportunity for deeper exploration of 
actual purchasing and eating behaviors.  
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The Organic Consumer 

hǊƎŀƴƛŎ ŎƻƴǎǳƳŜǊΩǎ ǊŜŀǊ ǿƛƴŘƻǿΣ bŀǎƘǾƛƭƭŜΣ ¢b 
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About three quarters of U.S. consumers are organic users 

Q7. How often have you used organic foods or beverages in the past three months?  If you use some organic products more often than others, please indicate the greatest frequency. For example, if you 
used organic milk daily and organic fruit occasionally, choose daily. 
Source: Organic and Natural 2014. Base: All respondents (n=1,728).  
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Organic users continue to skew higher income, higher education, 
and younger 

Demographic Profile Total Organic Users Organic Non-users 

Average Household Income $70,571.57 $78,837.44 $58,732.77 

College Graduate or Higher 47% 50% 38% 

Male 48% 47%  51% 

Female 52% 53% 49% 

Average Age 43.4 41.5 48.5 

Employed Full Time 48% 51% 39% 

Ethnicity 

White 78% 78% 80% 

African-American 13% 13% 14% 

Other 9% 10% 6% 

Hispanic 12% 13% 9% 

U.S. Census Region 

Northeast 18% 18% 16% 

Midwest 21% 20% 26% 

South 37% 37% 38% 

West 24% 25% 21% 

The biggest gap (11%) 
between organic and 
non-organic users is 
among 55-64 year-olds, 
among whom 19% are 
organic users and 30% 
are not. 
 
 

Note: The demographic 
profile of Organic Users 
shows no meaningful 
changes between 2012 
and 2014. 

 
Source: Organic and Natural 2014. Base: All respondents (n=1,728); Organic users (n=1,278), Non-organic users (n=450). 
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8% 9% 7% 9% 9% 9% 

9% 
14% 

12% 
14% 16% 17% 5% 

6% 
8% 

10% 
11% 10% 

34% 

44% 
42% 

42% 37% 37% 

45% 

27% 31% 
25% 26% 27% 

2000 2006 2008 2010 2012 2014

Never

Occasionally

Monthly

Weekly

Daily

Organic usage is holding steady, with more than a third of consumers using 
organics at least monthly 

Sources: Healthy Living (n=4,942); Organic 2006 (n=2,109); Organic 2008 (n=2,161); Beyond Natural & Organic 2010 (n=1,679); Organic and Natural 2012 (n=1,569); Organic and 
Natural 2014 (n=1,728). Note: Annual percentages may not sum up to 100% due to rounding. 
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The Organic Consumer 
The Hartman Group World Model 
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THE WORLD MODEL 

Consumer orientation toward organic is influenced by cultural engagement 

/ƻƴǎǳƳŜǊǎΩ ƻǊƛŜƴǘŀǘƛƻƴ ǘƻǿŀǊŘ ƻǊƎŀƴƛŎ ƳŀƴƛŦŜǎǘǎ ƛǘǎŜƭŦ ƛƴ άǿƻǊƭŘǎ ƻŦ ŀŎǘƛǾƛǘȅέ 

How that orientation plays out depends upon the arena of activity in which a person is 
involved and the intensity of involvement with that world 

The gap between aspirations and behavior narrows as consumers become more engaged, 
while the scope and reach of their behaviors grow 

Core is the smallest segment and most intensely 

involvedτearly adopters, trendsetters, 

evangelists, highly food literate  

Inner Mid-Level consumers adopt Core attitudes 

and behaviors, but with less consistency and reach 

Outer Mid-Level consumers experiment with 

organic, but less consistently and concertedly 

Periphery consumers are the least engaged and 

involved and are just beginning their journey 
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THE WORLD MODEL 

The Mid-Level (Inner and Outer) account for 61% of all organic users  

Segmentation is based on: 

ÅOrganic usage 

ÅNumber of organic categories purchased 

ÅImportance of organic when shopping 

ÅAssociations with organic 

27% 

NON-USERS 

24% 24% 37% 15% 
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THE WORLD MODEL 

While all segments are driven by personal benefit, differing values inform 
their purchase criteria 


