
Consumers who would buy more organic foods if they were less expensive

Though a greater number of lower-priced organic foods and beverages have come to the market in recent years, consumers continue to 
regard foods with the claim as expensive. Lower-cost organic options would appear to encourage a greater percentage of consumers to 

purchase. Indeed, by a two-to-one margin, consumers cite less-expensive options as a notable draw, compared with any other factor.
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PRICE CONCERNS REMAIN

Compared to a year 
ago, consumers are...

Organic claims appear to be increasing in 
popularity, considering that more than 
nine in 10 consumers are buying the 

same amount or more organic foods than 
they were a year ago. Nevertheless, 
overall organic penetration remains 

relatively small, with only 32% of 
consumers saying at least half their food 

purchases are organic, suggesting 
significant room for the claim to grow.
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ORGANIC FOOD PURCHASE GROWING, STILL ROOM FOR GROWTH
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US, JULY 2017

“ Certain consumer demographics embrace an organic claim, but this is found significantly more in 

younger consumers and parents. Other consumers appear to lack trust in the organic label, and no uniform 

regulatory definition for “natural” in most foods appears to have a negative impact upon consumer regard 

for that term. ”
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Consumers are more likely to seek natural/organic versions of perimeter-of-the-store items, while more willing to accept conventional versions 
of shelf-stable and indulgent foods. Organic versions of any or all of these are not necessarily doomed to failure, but consumers are seeking 
the organic claim on the fresh foods/beverages primarily and may well regard such claims as valuable but not essential in other categories.
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ORGANIC RESONATES PARTICULARLY IN 
FOODS ASSOCIATED WITH FRESH

Expanding the base of organic/natural consumers would appear to require significant efforts to prove organics’ benefits to 
health, but this could also appeal to a quarter of consumers who are forgoing the organic claim. Communicating organics' 

benefits could not only assuage potential concerns among current organic consumers, but may also encourage more 
consumers (particularly relatively unengaged older demographics) to embrace the claim. 

If organic foods were proven to be healthier than other foods, what 
percentage of consumers would purchase more organic foods?
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PROOF OF HEALTH COULD HELP
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