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Top organic retailersTop organic retailersTop organic retailersTop organic retailers

Source:  Scarborough Research



Organic sales growthOrganic sales growthOrganic sales growthOrganic sales growth

Organic Retail Sales Growth
($ MM) 1997 2007$ ($ MM)  1997-2007
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Percent organic salesPercent organic salesPercent organic salesPercent organic sales

Total Grocery Industry Sales: $588 Billion

96.8%

Total Organic Sales
$19 Billion

3.2%

Source:  FMI / NBJ



Sales by categorySales by categorySales by categorySales by category
Organic Food Sales by Category

2007 - All Channels ($ million)($ )

Produce,  $6,930 

Meat / Fish / 
Eggs,  $480 

Condiments, 
$520 

Snack Foods, 
$990

Breads & Grains, 
$1,950 

$990 

Packaged Foods, 
$2,400 

$18,870 

Dairy,  $3,080 Beverage, 
$2,520 

Source:  OTA / NBJ



Dairy sales by categoryDairy sales by categoryDairy sales by categoryDairy sales by category

Organic Dairy Sales by Category
2007 ($ MM)2007 ($ MM) 

Other Dairy *, 
$64 , 2%

Ice Cream,  $31 , 
1%

Butter   $90  3% $64 , 2%Butter,  $90 , 3%

Eggs,  $216 , 7%
Milk,  $1,602 , 

52%

Cheese,  $216 , 
7% $3,080 MM

Yogurt,  $862 , 
28%28%

Source:  OTA / NBJ



Milk utilizationMilk utilizationMilk utilizationMilk utilization
Milk Utilization by Industry

Organic v. Total Dairy Industry 
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Recent organic usageRecent organic usageRecent organic usageRecent organic usage

Organic Usage in U.S.
(percent sage ithin last month)(percent usage within last month)
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Consumer attitudesConsumer attitudesConsumer attitudesConsumer attitudes
Consumer Attitudes About Organic Food

0% 20% 40% 60% 80% 100%

Is More ExpensiveIs More Expensive

Is Grown Without
Pesticides

Is Safer for the
Environment

Is Healthier

Tastes BetterTastes Better

Source:  OTA / NBJSource:  Harris Interactive



Attitudes of nonAttitudes of non--usersusersAttitudes of nonAttitudes of non usersusers
Attitudes of "Never Buy Organic" Consumers

(% agreement with statement)

0 20 40 60 80 100

Is More Expensive

Grown without Pesticides

Safer for the Environment

Healthier

Tastes Better

Better for you; Worth extra expense

W t f N b tt ti lWaste of money; No better v. conventional

Source:  OTA / NBJSource:  Harris Interactive



NonNon--users are skepticalusers are skepticalNonNon users are skepticalusers are skeptical

1 60% to 83% of population does not purchase organic 1. 60% to 83% of population does not purchase organic 
products . . .

2. Organic is acknowledged to have some benefits – but . . .

3. What’s Wrong With My Diet?



Hurdles to organic adoptionHurdles to organic adoptionu  o o g c o ou  o o g c o o

1. Price

2. Taste2. Taste

3. Understanding of Organic Benefits

4 Belief that Change is Needed4. Belief that Change is Needed



Motivations in organicMotivations in organicMotivations in organicMotivations in organic

Source: Hartman Group



Store brandsStore brandsStore brandsStore brands



Sales by countrySales by countrySales by countrySales by country
Store Brands Sales Penetration

by Countryby Country
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MultiMulti--tier retail strategytier retail strategyMultiMulti tier retail strategytier retail strategy

Value Tier Premium Tier

Source:  OTA / NBJSource:  A.C. Nielsen
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Why retailers love store brandsWhy retailers love store brands

1. Store brands build consumer 
loyalty to the retailer:

2 Organic store brands provide 2. Organic store brands provide 
the important “Premium” 
niche:

3. Customers receive greater 
value:

4. Retailers receive greater 
margin:
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3 types of shoppers3 types of shoppers
“Budget” Shoppers

Financial constraints.

“Loyal” Shoppers

Very loyal to the 

“Smart” Shoppers

Believe themselves to 

Budget and value are 
important.

Store brands meet 

y y
retailer.

They trust whatever the 
retailer offers.

St  b d  t 

be smart & savvy.

Think they’ve “figured 
out” how store brands 
operate.Store brands meet 

quality & value needs 
within available family 
budget.

Store brands meet 
needs and express their 
confidence in the 
retailer.

p

Can afford brands, but 
don’t see why they 
should pay extra for 
“marketing.”marketing.



Top reasons to buyTop reasons to buyTop reasons to buyTop reasons to buy

Top 5 Consumer Purchase Motivators
for Buying Store Brandsfor Buying Store Brands

I save money buying
store brands

My family likes the
store brands I buy

I trust the store that
makes them

Store brands I buy
taste better

store brands I buy

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Store brands I buy are
higher quality

Percent Response

Source:  OTA / NBJSource:  A.C. Nielsen



Barriers to purchaseBarriers to purchaseBarriers to purchaseBarriers to purchase
Top 5 Consumer Reasons Not

to Buy Store Brandsy

No reason; don't know

I think store brands are

I prefer other brands

I don’t like the quality
of store brands

more cheaply made

0% 10% 20% 30% 40% 50%

I don't like to
compromise on quality

0% 10% 20% 30% 40% 50%
Percent Response

Source:  OTA / NBJSource:  A.C. Nielsen
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Why I love store brands Why I love store brands ––
and you should too !and you should too !and you should too !and you should too !

1. Store brands are a long-term, Sto e b a ds a e a o g te ,
growing reality in retailing:

2. Retailers are strongly supportive g y pp
of organic through their store 
brands:

3. Organic store brands appeal to a 
wider range of Americans:

4. Today’s store brand organic 
purchase is tomorrow’s branded 
purchase:



future organic growthfuture organic growthfuture organic growthfuture organic growth
Organic Industry Projected Growth

2006 to 20132006 to 2013
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Future dairy growthFuture dairy growthFuture dairy growthFuture dairy growth
Organic Dairy  Growth

2006 to 20132006 to 2013
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Organic dairy in 2013Organic dairy in 2013Organic dairy in 2013Organic dairy in 2013

October 2008 October 2013

Total Organic Sales

$21 billion * $40 billion

O i  D i  S lOrganic Dairy Sales

$3.6 billion * $7.3 billion

170,000 Cows in milk ** 340,000 Cows in milk

1,600 Organic dairy farms ** 3,200 Organic dairy farms

820 NODPA Members ** 1,640 NODPA Members820 NODPA Members 1,640 NODPA Members

Source:  * OTA; ** NODPA



Set our sights higherSet our sights higherSet our sights higherSet our sights higher



Opportunity:Opportunity:
create major change in agriculturecreate major change in agriculturecreate major change in agriculturecreate major change in agriculture

Percent of Agricultual Land
Organic vs. Conventionalg

Organic
0.4% Conventional

99.6%

936 Million Ac. 
Total

Source:  USDA



Opportunity:Opportunity:
Let’s build organic to 20% of US  agLet’s build organic to 20% of US  agLets build organic to 20% of U.S. ag.Lets build organic to 20% of U.S. ag.

Percent of Agricultual Land
Organic vs. ConventionalOrganic vs. Conventional

Organic
20%

187 M illi

Conventional
80%

936 Million Ac

187 M illion 
Ac. Organic

936 Million Ac. 
Total

Source:  USDA



Growth to 20% Growth to 20% -- cropscropsGrowth to 20% Growth to 20% cropscrops

2005: 2005: Goal:           2005: 
Conventional

2005: 
Organic

Goal:           
20% Organic Increase

C 81 759 000 130 700 16 351 800 125 XCorn 81,759,000 130,700 16,351,800 125 X

Soy 72,142,000 122,217 14,428,400 118 X

Hay & Silage 61,649,000 411,300 12,329,800 29 X

Wheat 57,229,000 277,487 11,445,800 41 X

C 14 195 000 9 500 2 839 000 299 XCotton 14,195,000 9,500 2,839,000 299 X

Source:  USDA



Growth to 20% Growth to 20% -- livestocklivestockGrowth to 20% Growth to 20% livestocklivestock

2005: 2005: Goal:           2005: 
Conventional

2005: 
Organic

Goal:           
20% Organic Increase

Dairy Cows 9 058 000 87 000 1 811 600 21 XDairy Cows 9,058,000 87,000 1,811,600 21 X

Chickens 9,088,567,000 12,821,000 1,817,713,400 141 X

Swine 60,501,000 10,000 12,100,200 1,210 X

Beef Cattle 32,915,000 36,113 6,583,000 182 X

Sheep & Lambs 6 230 000 4 500 1 246 000 277 XSheep & Lambs 6,230,000 4,500 1,246,000 277 X

Source:  USDA



Key supportKey supportKey supportKey support

Measure Total Organic Needed

USDA Budget $93 Billion < $3 million Today: $375 million
Future: $15 Billion

USDA Staff 112,843 9 Today: 450
Future: 20,000 +

# Ag. Colleges 69 5 20 +

Ag. Research $8-9 Billion < $5 million $1-2 Billion

Ag. Research Staff Thousands < 20 Hundreds

Trade Assoc. 
Budgets

$500 million + < $2 million $75-100 million

Trade Assoc. Staff Thousands 19 100 +

Source:  USDA / OTA
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Why change of this magnitude ?Why change of this magnitude ?

1 We are still poisoning our 1. We are still poisoning our 
land, water, air and people.

2 U S  agriculture in its current 2. U.S. agriculture in its current 
form cannot be sustained.

3 We must prepare for the 3. We must prepare for the 
post-petroleum society.

4 It will take 50 years or 4. It will take 50 years or 
longer to transform 
agriculture.



All StakeholdersAll Stakeholders
Need to Work Together



Unity is Key
To Our ProgressTo Our Progress



Put Aside Differences 
to Work for

the Greater Goodthe Greater Good



W  M t C ti  tWe Must Continue to
Surprise and Delight

U.S. Consumers



THANK YOU !THANK YOU !



(title)

Clark Driftmier
cdriftmier@fairhavenstrategy.com

A.C. Nielsen
www.acnielsen.com

Harris Interactive
www.harrisinteractive.com

Hartman Group
www.hartman-group.com

New Hope Communications
www.newhope.com

Organic Trade Association
www.ota.com

Scarborough Research
www scarborough comwww.scarborough.com

U.S. Department of Agriculture
www.usda.gov


