
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

H o w  M a n y  C o n s u m e r s  U s e  O r g a n i c  F o o d s  o r  B e v e r a g e s? 
(Based on Past 3 Months Organic Food and Beverage Usage) 

Looking across ten years, there has been growth in all levels of organic participation. 

2016: 82%
2006: 73%

How Often Have Consumers Used Organic Foods or Beverages
in the Past 3 Months?

Source: Organic & Natural 2016 report 

Primary Reasons for Buying Organic Food and Beverages
(By Organic Purchasers)

C o n s u m e r  A w a r e n e s s  o f 
 R e g u l a t o r y  P r o c e d u r e s

53%
2006 

60%
2016 

Percentage of consumers aware that 
there are governmental standards 
regulating the use of the organic 

label on foods and beverages: 

To support the environment

Health reasons other than 
allergies

To buy local products

To support small/family 
farmers

To support sustainable 
agriculture

45% 49%

40% 39%

36% 30%

26% 26%

26% 31%

24% 30%

21% 28%

20% 21%

20% 22%

19% 20%

2016 2006

18% 14% 10% 6% 44% 44% 18% 27%

Daily                           Weekly                       Monthly                  Occasionally                     Never

10% 9%
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2016-2006

Avoid products that rely on
pesticides/chemicals

Avoid products that rely on
growth hormones

Avoid genetically modi�ed
products

They taste better

For nutritional needs


