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Organic Produce Performance
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Organic Produce Top 10 Categories

Category 2018 $ Chg. % Chg.

PACKAGED SALADS 1,156,155,970 75,886,305 7%

APPLES 394,091,219 45,876,320 13%

CARROTS 339,579,903 32,003,400 10%

POTATOES 312,321,535 86,686,330 38%

BANANAS 302,817,028 102,761,878 51%

STRAWBERRIES 296,618,490 93,903,894 46%

LETTUCE 259,364,737 27,824,527 12%

BLUEBERRIES 258,569,705 146,763,740 131%

TOMATOES 242,005,696 29,876,485 14%

GRAPES 169,079,627 32,535,025 24%

Note: Organic spices/herbs omitted

Packaged salad dollars nearly 3X the #2 category



Organic Produce Performance

Source: Category Partners

Total US supermarkets, 52 weeks, Jan-Dec.

Top 10 Organic 

Categories drive 

nearly 75% of 

volume

Note: Organic spices/herbs omitted



Top 10 Percentage Growth Organic Categories

Category % Chg.

SPECIALTY MELONS 453%

PAPAYAS 422%

BRUSSEL SPROUTS 265%

KIWI 246%

REMAINING PEPPERS 234%

CORN 219%

LIMES 168%

BLACKBERRIES 137%

BLUEBERRIES 131%

TANGERINES 122%
Source: Category Partners: Total US supermarkets, 52 weeks, Jan-Dec., 2018 vs. 2015



Consumers



32%



The Price Barrier is Real



Organic Buyers Think Differently 


