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Today’s Talking Points 

• Dynamics of the Organic Market 

 

• Consumer’s Role in Shaping Organic 
Agriculture and Foods 

 

• What this means for Ag and Food Managers 



USDA reports Continued Growth 
• Over 25,000 certified organic operations in 

more than 120 different countries 

• USDA has helped an additional 763 producers 
become certified organic in just 2013, an 
increase of 4.2 percent from the previous year. 

– The industry today encompasses a record 
breaking 18,513 certified organic farms and 
businesses in the United States alone, 
representing a 245 percent increase since 2002.  



Consumer Driven Sector 
• Agriculture Secretary Tom Vilsack  noted… 

• Consumer demand for organic products has 
grown exponentially over the past decade. With 
retail sales valued at $35 billion last year, the 
organic industry represents a tremendous 
economic opportunity for farmers, ranchers and 
rural communities 

• This presentation will focus on the consumer and 
market driven factors and how that influences 
your consideration of participating in this dynamic 
sector 

 





Growth in Demand: Organics 
• Retail sales of organic foods $35-40 billion 

– From $3.6 billion in 1997 (Packaged Facts, 2011).   

– The 7-9% growth rate outpaced the 2% growth in 
conventional groceries 

• Particularly notable given a sluggish economic recovery.    

• Globally, organic sales doubled from $25 
billion in 2003 to almost $51 billion in 2008, 

– Organic foods are most prominent in high income 
countries of  Europe, and in Japan and the U.S.  



The Hartman Group, 2013 

1. Snacks, the Modern 

Meal?   

 

2. Social Media Disrupt 

Food Culture  

 

3. Online Grocery, Still 

Coming  

 

4. It’s Not About the 

Coffee  

 

5. Food Competition 

Everywhere  

 

6. Beating Fast Food at 

Its Own Game  

 

7. Sustainability and the 

Good Company OR 

FARM/RANCH 

 



• But when are we 
eating? 

 

• Where are we 
eating? Shopping? 

 

• Who is making 
our food choices? 



Food Away from Home 







$1.2 or 4.8 billion? 



The Challenge 

• USDA has historically provided grades and 
standards as a service to consumers 

– They value information on the quality of foods 
they purchase 

– Complexity of standards for most food categories 
has proliferated greatly 

– Not all promoted outcomes of sustainable foods 
are food-based quality characteristics, so how do 
marketing program protocols adapt? 





The New Marketing Landscape? 





Tensions among Sustainable 
Segments? 

• Organic vs. Local 

• Small Organic vs. Corporate Organic? 

• Animal Welfare vs. Organic in Animal 
Products? 



Colorado Attitudes about Food and 
Agriculture 

• Public Attitude survey conducted by CSU on 
behalf of the Colorado Dept of Ag 

– Tracks dynamics of public perceptions since 1996 

• Over this long period of time, some key 
elements have shown broad support and 
positive attitudes to this industry 

– Role in quality of life, highest and best use of 
water and land, affordability and safety of food 

• Focus today on some dynamic elements 



Agriculture provides food at a 
reasonable price in Colorado 



Factors for fresh food purchases  

Product Attribute % say most important 

Freshness 76% 

The price 57% 

Farm/ranch passed food safety inspection 49% 

Supports local economy 38% 

Has proven health benefits 37% 

Farmers received fair share of profits 34% 

Farm/ranch animals treated humanely 34% 

Knowing country of origin 32% 

Supports maintaining local farm land 31% 

Locally grown 30% 

Produced without pesticides, hormones or 
antibiotics 

29% 

Organically grown 18% 



Organic purchases in Boulder County 
(TD) Percent 

Buy mostly or all organic 37% 

Buy same organic and non-organic 19% 

Buy mostly or all non-organic 44% 

Why not buy organic Percent 

Cost more 72% 

No better/no difference 8% 

Lack of availability/convenience 3% 

Cost and availability 3% 





Perceptual Profiles: Organic 
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Perceptual Profiles: Colorado Proud 
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Valuing Food Labels 
 LEVELS 

ATTRIBUTES Gala Apples Red Round Tomatoes 

Product Origin Locally Grown Locally Grown 

 Grown in Washington  Grown in CA/FL  

 Product of Chile  Product of Canada  

  Product of Mexico  

Certified Organic Uncertified Uncertified 

 USDA Organic USDA Organic 

Certified Fair Trade Uncertified Uncertified 

 Certified Fair Trade Certified Fair Trade 

Carbon Footprint 60g/lb  100g/lb  

 120g/lb  800g/lb  

 180g/lb  1500g/lb  

Unit Price 
$1.49, $1.89, $2.29, $2.69, 

$3.09, $3.49 

$1.49, $1.89, $2.29, $2.69, 

$3.09, $3.49 

 



Sample Choice Set 
Apple 1 Apple 2

Fair

Trade

Fair

Trade

Carbon

120g/lb

Carbon

120g/lb

Carbon

60g/lb

Carbon

60g/lb

$2.69/lb $3.49/lb

Product of Chile                 Locally Grown

I will buy this apple.               I will buy this apple.     Neither.

Apple 1 Apple 2

Fair

Trade

Fair

Trade

Carbon

120g/lb

Carbon

120g/lb

Carbon

60g/lb

Carbon

60g/lb

$2.69/lb $3.49/lb

Product of Chile                 Locally Grown

I will buy this apple.               I will buy this apple.     Neither.



Median WTP Comparisons (Tomatoes) 



Theory of Planned Behavior (TPB) 
• Fishbein and Ajzen 1975; Conner and Armitage 2002 

 
Attitudes 

Perceived 

Availability 

Perceived 

Consumer 

Effectiveness 

Perceived Social 

Norm 

Purchase 

Behavior 
Perceived Behavioral 

Control 



What Does Consumer Psychology Say? 

Perceived 

Social 

Norms 

Attitude 

 

Current 

Purchase 

Behavior 

(WTP) 

 

Availability Perceived 

Behavior 

Control  

 

Perceived 

Consumer 

Effectivenes

s 

.12** 

.13** 

.09* 

.06 

Dimension Mean 

Health 5.43 

Impact local 

economy 

5.08 

Positive effect on 

society 

4.74 

Positive impact 

on environment 

4.33 

Statement for 

social fairness 

4.09 



Integrating Sensory Analysis in a Valuation 
Study of Credence Attributes: 

Joint Sensory and Economic Analysis Session  

Dawn Thilmany McFadden, Marco Costanigro and Stephan Kroll 
Colorado State University 

 

Food Distribution Research Society 





Measuring Attitudes 
Table 3: Food System Perception Questions (1 = Strongly Disagree; 9 = Strongly Agree) 

Statement Definition Mean 

1 The environmental impact of fruit and vegetables is greater for 

conventional than for organic produce. 

5.95 (2.20)
a
 

   

2 Eating organic fruits and vegetables represents a lesser health 

risk than eating conventional fruits and vegetables. 

6.27 (2.23) 

   

3 Locally-grown produce represents a lower risk to climate 

change because the carbon footprint from transportation of the 

produce is lower. 

6.87 (2.03) 

   

4 There are more credible assurances about produce safety 

direct from local farmers than for other stakeholders in the 

food system (US govt. agencies, food distributors, retailers). 

5.28 (2.03) 

   

5 I trust the government agencies responsible for food safety in 

the United States. 

5.21 (2.07) 

   

6 Pesticide residues on fruits and vegetables are at a safe level if 

they meet US government standards. 

4.39 (2.04) 

Note: Number of observations = 109 
a 
Numbers in parentheses are standard deviations 
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Organic Label and Claims 
– Respondents differentiate between products on 

the basis of label claims 
• The non-specific claim of reducing risk of a human 

health condition is the most highly valued stand-alone 
attribute 

– Bundling of attributes may add or subtract value 
depending on the specifics  
• There is positive correlation between valuation of 

nutritional attributes and organic attributes 

– Valuation of claims varies significantly across 
individuals 





Opportunities 

• There is no longer an “average” consumer 

– Many different farm and food business models 
can succeed if targeted well 

• Consumer attitudes and behavior suggest 
some segments 

– Shorter supply chains give some assurances 

– Third party certification gives some confidence 

• Consumer activism requires clear outcomes 



A Typology of Farms 

Direct 
Marketing 

• Very Small 

• High Value 
added 

Value Food 
Chains 

• Higher Volume 

• High Value 

Trouble Zone 

• Lower Volume 

• Low Value 
Added 

Commodity 

• High Volume 

• Low Value 
Added 

Modified from Stephenson, Ag of the Middle 



  

Farm Direct to 
Wholesale 

-Institutions (Farm 
to School) 

  

Farmers 
Markets 
-Local customers 

-Customers searching     
    for multiple goods 

-Restaurants 

CSA 
 -Informal production 
contract with 
households 

Roadside Stand 
and Online Sales 

-Loyal customers 

-Targeted 
visitors/tourists 

  

Farm Direct to 
Wholesale 

-Restaurants 

-Institutions 

-Specialty retail Multi-Farm CSA  
-Restaurants 

-Institutions 

-Specialty retail 

Food Hubs 
-Restaurants 

-Institutions 

-Specialty retail 

Traditional 
Distributor 



The New Marketing Landscape? 


