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Natural grocers can offer a place of refuge in uncertain
times

Certain consumers likely to remain skeptical
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Go
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online grocery shopping

Figure 20: Ads for natural and organic online grocery/meal

delivery

THE CONSUMER - WHAT YOU NEED TO KNOW

More than half of consumers buy natural or organic foods
Consumers are embracing private label options

Health halo drives organic purchase

Organic shoppers hitting perimeter of store

Younger consumers push for affordable natural/organic
options
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More than half of consumers buy natural or organic
products

Figure 21: Types of foods and beverages purchased, April
2020

Profile of the natural/organic food shopper

Figure 22: Profile of the natural/organic food shopper, April
2020
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e 25-44s support the market, leaving room for expansion
Figure 23: Types of foods and beverages purchased, by age,
April 2020

* Parents more likely to buy both natural and organic
Figure 24: Types of foods and beverages purchased, by
parental status, April 2020

¢ Natural and organic out of reach for some consumers
Figure 25: Types of foods and beverages purchased, by
household income, April 2020

PRODUCT TYPES PURCHASED BY CATEGORY

* Produce and animal foods remain top organic priorities
Figure 26: Organic foods purchased by category, April 2020

« Parents show higher use of natural and organic across
categories
Figure 27: Purchase of any natural/organic foods by
category and parental status, April 2020

» Conventional snacks dominate, taste hampers natural/
organic growth
Figure 28: Conventional foods purchased by category, April
2020

ORGANIC PURCHASE DRIVERS

« Organics perceived as healthier by majority of users
Figure 29: Organic purchase drivers, April 2020

» Younger shoppers attracted to benefit to environment; older
shoppers swayed by benefit to themselves

Figure 30: Organic purchase drivers, by age, April 2020

ORGANIC PURCHASE BARRIERS

« High prices, lack of trust continue to hamper organic buy-in
Figure 31: Organic purchase barriers, April 2020

* Youngest adults can be swayed by value; oldest adults need
to be convinced of worth
Figure 32: Organic purchase barriers, price and budget, by
age, April 2020

FOOD SHOPPING HABITS

» Younger shoppers push demand for affordable natural/
organic options
Figure 33: Would buy more natural and organic foods if they
were more affordable, by age, April 2020

¢ Natural and organic shoppers more likely to shop around
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Figure 34: Select food shopping habits — number of stores
shopped, by product types purchased, April 2020

» Natural/organic shoppers more open to new brands
Figure 35: Select food shopping habits — brand preferences,
by product types purchased, April 2020

STORE BRAND PURCHASE HABITS

» Private label purchase of natural and organic products
nearly universal
Figure 36: Store brand purchase by food and beverage
fypes, April 2020

* Younger adults on the organic store brand bandwagon
Figure 37: Organic store brand purchase, by age, April 2020

+ Parents dedicated private label shoppers
Figure 38: Store brand purchase, by food/beverage type
and parental status, April 2020

OPINIONS ABOUT NATURAL AND ORGANIC FOODS

* Natural claims too vague for some consumers
Figure 39: Select opinions about natural products, April 2020
* Natural and organic shoppers support regulation
Figure 40: Select opinions about natural and organic
products — claim regulation, by product types purchased,
April 2020
» Social mission on the radar of natural/organic shoppers
Figure 41: Select opinions about natural and organic products

— social mission, by product types purchased, April 2020

APPENDIX - DATA SOURCES AND ABBREVIATIONS
* Data sources

* Sales data

« Consumer survey data

- Abbreviations and terms

> Abbreviations

APPENDIX - THE MARKET

Figure 42: Table — TURF Analysis — important food features,
April 2020
* Methodology

APPENDIX - THE CONSUMER

Figure 43: Consumer attribute rating, salty snacks and bakery
launches with organic claim vs without organic claim, Jan
2017-Mar 2020
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