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ORGANIC FOOD & BEVERAGE USAGE FREQUENCY
Organic usage rose significantly between 2000 and 2006 and leveled off 

from 2006 to 2014. Usage rose again from 2014 to 2020.

Since 1996, 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 has evolved, along with the users of organics themselves.
Here is how the frequency of organic usage has changed between 2000 and 2020.

The Hartman Group finds that 
the primary triggers for 
entering the World of Organics 
are having children, being 
diagnosed with a health 
condition (self, family member, 
immediate social network), 
and social influence (personal 
and broader community). 
In 2000, farmers markets were 
one of the main sources for 
organic food, with 33 percent 
of consumers purchasing via 
that channel.  

2000

75%

2006

Organic enters the mainstream 
with Walmart’s announcement 
that it was integrating organic 
products into a wide variety of 
category offerings in food, drug, 
and apparel.  

73%

2010

The term “organic” serves as a 
multifaceted symbol representing 
everything from quality to health 
to ideology and everything in 
between. Organic is understood 
as pertaining to what happens to 
food at its origin (e.g., the farm, 
the plant, the animal). 
Conceptually, consumers think 
of organic as making a product 
more “natural.”  

75%

2014

Organic is a powerful symbol 
of high-quality, ethical food. 
Consumers are trying more, 
buying more, and strengthening 
their positive beliefs about 
organic foods. Organic, and the 
certified seal, is the best signifier 
of clean, safe food that 
consumers have. It is trusted as 
the umbrella that embodies much 
of what consumers look for when 
grocery shopping.

73%
2018

We are witnessing an 
intensification in consumer 
investment in private label 
organic brands. One of the biggest 
shifts in the organic landscape in 
recent years has been the dramatic 
increase in product selection and 
visibility of private brands. This 
availability has led to new 
perceived shopping behaviors 
among consumers with about 
one-third of shoppers saying they 
are buying more organic private 
brands compared to a year ago. 

84%

2020

In 2020, we see emerging in 
consumers’ minds an alliance of 
the quality and type of food they 
consume with the rapidly rising 
concerns about climate change 
and other sustainability issues. 
Soil health is a unifying factor
across the three key drivers of 
organic, connecting better flavor, 
better nutrition, and better 
ecology. 

82%

Percent of consumers who use 
organic food and beverages 
at least monthly or occasionally


