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Since the mid-1990s, The Hartman Group has been at the leading edge of tracking the evolution of U.S.
consumers through their ever-expanding exploration of organic categories. During that time, the consumer
meaning and perceived value of organic have evolved, along with the users of organics themselves. Here are
some ways consumers’ participation and perceptions have changed between 2006 and 2016.

ORGANIC PARTICIPATION CONTINUES TO GROW
Looking across ten years, there has been growth in all levels of organic participation.
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Primary Reasons for Buying Organic Food and Beverages
(By Organic Purchasers)
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