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Quantifying the
Opportunity
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@a”@:_gassoaatmn Purchasing Organic Products (g

National Average:
82%
332322222 !

Source: Nielsen UPC Scan Data of 100,000 households, 2016
Learn More: OTA.com
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Organic Produce Performance

2018 Average Retail Price

Organic

Source: Category Partners
Total US supermarkets, 52 weeks, Jan-Dec.

Organic pricing over twice the
cost of conventional, virtually
Unchanged overfour years.

$1.36

Conventional
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Organic Produce Performance

Percentage Growth 2015-2018

Total Produce
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Organic Produce Top 10 Categories

Packaged salad dollars nearly 3X the #2 category

Category
PACKAGED SALADS

APPLES
CARROTS
POTATOES
BANANAS

STRAWBERRIES

LETTUCE

BLUEBERRIES
TOMATOES

GRAPES

y
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2018

1,156,155,970

394,091,219
339,579,903
312,321,535
302,817,028
296,618,490
259,364,737
258,569,705
242,005,696
169,079,627

S Chg. % Chg.
75,886,305 7%
45,876,320 13%
32,003,400 10%
86,686,330 38%
102,761,878 51%
93,903,894 46%
27,824,527 12%
146,763,740 131%
29,876,485 14%
32,535,025 24%

Note: Organic spices/herbs omitted
CPCATEGORY



Organic Produce Performance

ORGANIC VOLUME

PRE PACKAGED SALADS
8%

All Other
26% APPLES

8%

CARROTS =
GRAPES 1% Top 10 Organic
Categories drive
TOMATOES nearly 75% of
BLUEBERRIES BOTATOES volume
2% 10%
LETTUCE
3% STRAWBERRIES BANANAS
3% 229, Note: Organic spices/herbs omitted
?olurlcleJ:SCategory F;al;tnegz ‘s JanD c pCAT EG 0 RY
otal supermarkets, weeks, Jan-Dec. pARTN ERS
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Top 10 Percentage Growth Organic Categories

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
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“On a typical grocery shopping trip for your household, what portion of your food or
beverage purchases is organic or natural?”

W, Roughly half of the foods |

More than half of the foods

| buy
1% 0
RN 329

Less than half of the foods
| buy

39% / .
All - | only buy organic or
natural foods/beverages

3%

None -1 do not typically
buy foods/beverages with
an organic or natural claim

29%

MINTEL
[ J




The Price Barrier is Real

“On a typical grocery shopping trip for your household, what portion of your food or
beverage purchases is organic or natural?”
“Which of the following statements do you agree with?”

Organic foods are worth an extra pr» > 39
| trust that foods labeled organic actually ar 35
organic ‘ 26
-52 -
Organic foods should be shelved alongside 25
traditional/mainstream foods 21
An organic claim on a food is more important t 25
me than a specific brand ‘ 14
m Half+ of purchase is organic m All purchases =
Base: 2,000 internet users aged 18+ M I N T E L
Source: Lightspeed/Minte @
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Organic Buyers Think Differently

“Which of the following statements do you agree with?”

“Which of the following apply to your organic food/beverage purchase habits?”
. 49
| buy natural/organic products because | knoi F

they are better for me

| feel better about myself when | buy organi F 48
‘ 14

foods

32 |
Foods with a natural claim are the same as = 11§
organic foods
10
12
| like for others to know that | buy organic foods 4
3
= Buying more arganic = Buying the same Buying less organic o
e e MINTEL
ase: 2,000 Internet users aged ‘lo+
Source: Lightspeed nte ®



