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TODAY, OTA IS THE VOICE OF THE $67+ BILLION ORGANIC INDUSTRY,
REPRESENTING 10,000 BUSINESSES ACROSS 50 STATES.
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2022 Recap - $67 Billion

o Ol‘ganiC food Sa|eS bI‘Oke through ;Jo.:sc_)zrggglc Food Sales and Incremental Growth,
$61+ billion

o Non-food sales hit nearly $6
billion
o Organic market grew despite RCl—
challenging headwinds 30,000
o Sector's growth In sales twice
the pace of 2021
o  Organic now accounts for 6% of 5 % 8 ¥ 8 ¥ 83 8 8 B

total food sales in the U.S.

wn
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urce: Organic Trade Association's 2023 Organic Industry Survey
conducted 1/13/2023-4/1/2023 (Smil., consumer sa les).

B Sales M Incremental Growth

Information Classification: General



First Look: 2023 Organic Growth

Growth in the range of 3%

Organic Trade Association |OTA.com

Information Classification: General




Results are Category Dependent

anic Product Catec

Produce 2.7%
Grocery 4.0%
Beverages 3.4%
Dairy & Eggs 5.3%
Snacks & Candy 2.8%
Frozen -2.4%
Meat, Poultry, and Seafood 6.3%
Fiber, Supplements, HBC, & Pet 1.1%

TOTAL 3.1%

Information Classification: Genera



US Census of Agriculture

2017 vs 2022
+49% +32%
Certified organic farms Value of sales
+6%
~+ 750/ 0, % Women farmers

Farms in transition (at 59%)

Information Classification: General



Changes and Updates in Organic
Standards

» Strengthening Organic Enforcement — effective
March 19, 2024

> Organic Livestock and Poultry Standards — effective |
January 2, 2025

» Proposed Mushroom and Pet Food Standards —
Open for comment now

> 1%t Year of Organic Transition Initiative - $300 Million



Farm Bill 2024 or 2025

» Continuous Improvement and
Accountability in Organic
Standards Act (CIAO)

» Organic Market Development Act
» Organic Dairy Data Collection Act

8+ Ol‘ganic > Strengthening Organic Agriculture
- Research Act (SOAR
Marker Bills (SOAR)

» Organic Science and Research
Investment Act (OSRI)

» Opportunities in Organic Act

Information Classification: Genera



Agenda

» Consumer Attitudes and Beliefs
> Violet Batcha, Director of Marketing and Communication, OTA
> California Regenerative Agriculture Definition

> Elizabeth Whitlow, Executive Director, Regenerative Organic
Alliance

» USDA Consumer Education Project

> Erin Healy, Standards Division Director for the National Organic
Program USDA

» USDA Special Announcement

> Honorable Xochitl Torres Small, Deputy Secretary of
Agriculture, USDA

> Honorable Jennifer Lester Moffitt, Under Secretary for
Marketing and Regulatory Programs, USDA

Information Classification: General




STATE OF ORGANIC

Consumer Attitudes
and Beliefs
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RESEARCH OBJECTIVES

Evaluate consumer knowledge and attitudes regarding USDA
organic products and willingness to pay

Compare USDA Organic against various certifications to assess
its standing in the marketplace and consumer perception

—\% Identify effective strategies for educating consumers and
promoting USDA organic products

ﬁ EUROMONITOR
INTERNATIONAL

Information Classification: General




CONSUMER ATTITUDES
AND WILLINGNESS TO PAY

FOR USDA ORGANIC




THE ORGANIC CONSUMER

Consumers who prefer organic products are more likely to
be millennials or Gen Z and live in suburban communities

0
19% 17%  17%

13°/o 13% 13°/o
11i1i 66%

18-24 2534 35-44 45-54 55-64 65-70 70+ female ‘

51% of Organic- (0)
conscious Consumers 48 / 0
make over $43,000 experience a

per year health issue
® Rural ® Suburban ™ Urban

Information Classification: General




US consumers are willing to pay for individual claims validated by organic

certification

80% Q: Please select your level of agreement with the following statements regarding USDA organic-certified products
68% (Among the respondents who find claims can justify a higher price)
70%
60% 58% ¢ 60% 57%
: i E 23% 50%
0 48% 0 48%
50% 470/0 480/0 8 0 450/0 450/0 450/0 0 440/0
40% 42%
0]
37% 34% 30%
30%
20%
10% 12%
0%
Healthier More Products does Products  Products that  Produdts Products Products Products Products Products Products Products
products. nutritious  not contain protect animal are protect support the support support  regulated and  protect increase the  sequester
products. GMOs and health and independently  natural creation of reducing  regeneration enforced by biodiversity climate carbon.
toxic welfare. inspected at  resources. jobs and greenhouse of soil health. the and resiliency of
pesticides. each step in stimulates the gas emission. government.  pollinators. farms.
the supply economy.
chain starting
at the farm.
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US consumers are willing to pay for individual claims validated by organic
certification
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58% ¢ 60%
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products.

-

Q: Please select your level of agreement with the following statements regarding USDA organic-certified products

\ 68% (Among the respondents who find claims can justify a higher price)
57% 530,
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the supply economy.
chain starting
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US consumers are willing to pay for individual claims validated by organic

certification

58% ¢ 60%

Healthier
products.

Q: Please select your level of agreement with the following statements regarding USDA organic-certified products
(Among the respondents who find claims can justify a higher price)
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toxic welfare. inspected at  resources. jobs and greenhouse of soil health. the and resiliency of
pesticides. each step in stimulates the gas emission. government.  pollinators. farms.
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US consumers are willing to pay for individual claims validated by organic

certification
Q: Please select your level of agreement with the following statements regarding USDA organic-certified products
68% (Among the respondents who find claims can justify a higher price)
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toxic welfare. inspected at  resources. jobs and greenhouse of soil health. the and resiliency of
pesticides. each step in stimulates the gas emission. government.  pollinators. farms.
the supply economy.
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US consumers are willing to pay for individual attributes validated by organic

~

30%

I 12%

Products
sequester
carbon.

certification
Q: Please select your level of agreement with the following statements regarding USDA organic-certified products
68% (Among the respondents who find claims can justify a higher price)
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toxic welfare. inspected at  resources. jobs and greenhouse of soil health. the and resiliency of
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the supply economy.
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COMPETITIVE ANALYSIS
CLAIMS AND CERTIFICATION




Consumers match the importance of organic with justification for higher price;
other claims see a significant gap between price justification and importance

Organic 59% T 64%

Raised without antibiotics 42% IR 17%
Grass-fed 38% Y 67%
Natural 38% T 80%
Hormone -free 37% e 74%
Pesticide-free 35% T 819%
Humanely raised 329 N T 74%
Free-range 320, I - 68%
Local 26% - 739
Allergen-free 23% — - 62%
Vegan 239, — I N 35%
Fair trade 190/, — TN 61%
Regenerative 10% — - 479,

B Justifies a higher price ™ Importance



Millennials and Gen Z consumers find claims more important than Gen X and Baby
Boomers. On average, Millennials and Gen Z consumers find claims 24% more important

Q: Which of the following claims are important to you when purchasing a food or beverage?

90% 819,
(0]
80% 78% 76% 75%
71% 71% 70% 68%
700/ 0 o) 0,
’ 05% 65% 62%
%
60% 529% S0% 53%
50% 49% 48% 459, 450/, 450, 449 439
0 42% 41% 40% °
40% 34%
30% 28%
20%
10%
0%
Natural Pesticide-free  Raised Hormone -  Organic Local Humanely Free-range Allergen-free Grass-fed Fair trade Regenerative  Vegan
without free raised
antibiotics

B Millenials and Gen Z ™ Baby Boomers and Gen X



US consumers tend to have more trust in certifications they are more familiar with

Q: What is your level of trust regarding each of the certifications?

100%
90%
80%
75%
70% 70%
64%
60% . S
57% 54% 530
50% °
44%
40% 40% 39%
30% 34%
° 27% 26%
20%
10%
0%
AHA Heart- USDA Non-GMO  Gluten-free  Certified Kosher Vegan Fairtrade Carbon Halal Regenerative Regenified B-Corp
Check Mark  Organic Humane neutral organic certified

certified

¥ High trust “ Moderate trust



Consumer understanding of competitive claims

NON
GMO

USDA

<@

Project

VERIFIED

nongmoproject.org

Heatth and Nutiitional enefis || RN 3-° Health and Nutritional Benefits 27%
chemical Avoidance | 3:°: chemical Avoidance | T >«
Sustainability, Environmental,
I Alergen and tngredient-speciric | N 22

and Climate Friendly

Regenerative
RAO Organic
Certified™ Regenificd”

53%

I'm not sure

I'm not sure 32%

Sustainability, Environmental, and - 18%

Sustainability, Environmental, _ 279 | _
and Climate Friendly 0 Climate Friendly
Health and Nutritional Benefits _ 18% Health and Nutritional Benefits - 9%




KEY TAKEAWAYS

When it comes to purchasing decisions, consumers care more
about personal health benefits than sustainability and planetary
outcomes

Consumers understand single attribute claims more than
comprehensive certifications, creating an opportunity to market
USDA organic products with individual attributes included in
certification

@ Emerging claims lack consumer recognition and a willingness to
pay — longevity matters

N

=

Information Classification: General




Report: Consumers’ Perception of USDA Organic
and Competing Label Claims

Coming in April

Oke0
B

OTA.com/ConsumerSurvey
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The Three
Pillars of

Regenerative
RAO Organic
Certified"

Rf An IRegenerativeeneral
Organic Alliance



Certifications Required for ROC Eligibility - Choose One Per Pillar

seline
Certifice
| Required

Eligibility

Social Fairness

Soil Health Animal Welfare

* %

USDA jun Step 4

PASTURE CENTERED

CERTIFIED
HUMANE
OR an international standard RAISED & HANDLED
recognized as equivalent by the
National Organic Program
* Not required if operation does ** Not required if operation isin the
not produce commercial animal Global North (see Program Manual)
products

Regenerative
RAO Organic
Certified”



Wi #t- o
CGREEN-
WASHING

&

In an era where the term ‘regenerative’ is at great risk of
greenwashing and dilution of its true meaning, third-party
certification is an invaluable distinction in a marketplace that is

already rife with consumer confusion.
JBS under current lawsuit by prestigious New York law firm for

misleading climate pledge labeling: must “discontinue claims
relating to its goal of achieving ‘net zero’ greenhouse gas emissions

by 2040

Quorn Foods-Advertising Standards Authority rules misleading ad
that their product is a way to address climate change.

Danone’s Carbon Neutral claim on Evian bottles - Judge rules that

the term “could mislead a reasonable consumer” and allows lawsuit
to continue.

Regenerative
RAO Organic
Certified”



CDFA Effort to Define Regenerative Agriculture

The CDFA is positioned to advise on how the State's farmers, ranchers and consumers
may be best served by agricultural policies in the state.

» The goal is to identify an official definition of regenerative agriculture for state policies

and programs. This will inform how the state's funding will be allocated for programming
and other farmer supportin order to promote regenerative.

APPROACH: an inclusive public process

- (5) Public Listening Sessions
- (3) Work Group Sessions' \

- Draft a definition of rege%cive agriculture to submit to

the State Board of Food and Agriculture for consideration
» . y
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The ROA’s Concerns

CA'’s definition will increase consumer confusion over whether
regenerative products can be grown using toxic agrochemicals like
synthetic pesticides, herbicides, and fertilizer.

We are concerned about the potential abuse of term if growers who
are implementing one or two regenerative practicesthen can
promote their products as legitimately 'CA regenerative'.

«*

-
:
D

l

How will California prevent the term being used as such, and help
protect consumersfrom the inevitable wave of green-washingthat
will result?

'

Regenerative
Regenerative RAO Orgcmic
Organic Allignce Certified"




A few principles that we stand firmly behind:

- We believe in a combination of practice- and outcomes-based approaches combined

with qualified, competent third-party verification.

We do not support self-assessment checklists via desk audits as a viable substitution to a
credible certification program.

- To be regenerative, a farm or brand cannot be using synthetic fertilizers and

pesticides
AKA organic practices, although we understand that Organic Certification isn't necessarily
the only way to get there.

- There needs to be a path accessible to everyone. For that, we recognize that

Regenified and Land to Market have solid standards.

We are supportive of the farms/brands carrying these seals if they follow a timebound
commitment to the elimination of synthetic fertilizers and pesticides. How will the state

. . Regenerative
R@A 4 Regenerativé€ r|fy this? ‘ Rao, Organic
1 s{ "OrigamiccAtlidnce Certified



R@A

Regenerative
Organic Alliance

WHERE WE ARE TODAY

5.7M ACRES
CERTIFIED

147 BRANDS
\ LICENSED
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58K+ FARMS

AND SMALLHOLDER
FARMERS

©
1,097 ROC™
PRODUCTS

\ Regenerative" o
R, ’ Orgamc )
/ Cer'rlfled X

400 TYPES OF
ROC™ CROPS

7'&
SPINS DATA

25% SALES
GROWTH YoY
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Sustainable Products Show Mixed Results
in conventional (MULO) and Natural channels

- Regenerative Organic -26% U | $49M Certified Fair Trade USA

[ o
.\ +39% U | $39M " Cortified®

- Certified Greener World - 12% U | $792M \ Certified Plant Based Foods

4 o
+13% U | $13M ~ Animal Welfare Association

-

 +11%U| $1B Labeled Pasture-Raised . 6%U | $12B Certified B Corp

N _/

‘ +10% U | $1B Labeled Grass-Fed -4% U | $298B Labeled Organic

~ Certified Detox Project - 3% U | $42B - Certified Non-GMO Project

i[// o
\ +4% U | $740M ~ Glyphosate Residue Free | ~ Verified

+1%U|$51M  Certified Upcycled ~ -3%U|sem  Lapeled NoAntibiotics

\\k

P - v e Source: SPINS Natural Channel, SPINS Conventional Channel (powered by Circana) data 52 Weeks Ending 11.5.23
‘ ';‘yﬂsplen'General Frozen, Grocery, Produce, and Refrigerated Departments



www.regenorganic.org - -
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Regenerative
RAO Organic *
Certified™




Consumer Education Project

. - mﬂ! s '-’".'.'-‘:
Eﬂ'-:-; USDA

R P

®
Erin Healy, M.P.H.
Director, Standards Division
4 National Organic Program
wii ) NG g U.S. Department of Agriculture
Y March, 2024




Growing Organic Sales

Organic is growing.
/ = QOrganic sales exceeded S67
billion in 2021-22! (4% more
than the previous year)

In 2021, organic farms covered
nearly 5 million acres of U.S.
farmland.

=  Less than 1% of the 895 million total acres nationwide

'ﬁ%ﬁﬁjnﬂéﬁfﬂiff‘ﬁ(}eﬁirharketing Service | National Organic Program

U.S. Organic Food Sales and Incremental Growth,
2013-2022

70,000
60,000 —
50,000 4
=
40,000 - ==
30,000
20,000
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https://ota.com/organic-market-overview/organic-industry-survey
https://ota.com/organic-market-overview/organic-industry-survey

Food Label Landscape
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USDA '§5Fféﬁ'f€uere£i aiVIarketmg Serwce | National Organic Program 38



The National Organic Program (NOP)

* Mission:
Protect the integrity of USDA organic products in the United States and
throughout the world

* Vision:
Organic Integrity from Farm to Table,
Consumers Trust the Organic Label

ORGANI’,
USDA
e Core Role:

Implement the Organic Foods Production Act W

and the USDA organic regulations

If you see either of these labels, you can
be sure the product is at least 95%
organic.

USBHA RgricuitGral Warketing Service | National Organic Program 39



Consumer Reports Survey, 2023

Now we'd like to ask about the "USDA Organic” seal in particular. What do you think
the "USDA Organic” seal means, as far as you know?

The foed is produced without chemical fertilizers
or pesticides

The food does not include synthetic or artificial
ingredients

Farms are regularly inspected to ensure they are
meeting organic standards

The foed is made without genetically modified
organisms (GMOs)

Farm animals are not given growth hormones

The government is responsible for making sure
the food meets certain standards

Farm animals are not given antibiotics

Farms use practices that protect the environment
and soil health

Farm animals are treated humanely

Farm workers are treated fairly

The food is vegetarian

L
#

The food is vegan

|
Lap
#

Mone of the above

]
#

atign Classifigation: Ggnaral . . . . Unsure
USBHA RgricuitGral Warketing Service | National Organic Program 40



Information Clas

Below are some questions people may have about the USDA Organic seal. Please

indicate which, if any, of these are questions you have about the seal.

Who is responsible for making sure that the USDA
Organic seal is enly on foods that are truly organic?

How do | know if food labeled organic is really
organic?

Are organic products free from pesticides and
synthetic chemicals?

Why are organic foods often more expensive?

Does organic food have more health or nutrition
benefits?*

Are GMOs allowed in organic food?*
Is it safer to eat organic food?

Is organic food less highly processed?

ls organic food better for the environment?

Does the USDA Organic seal mean that animals are
treated humanely?

Other, please specify

| have no questions about the USDA Organic seal

41



USDA Agricultural Marketing Service

_ U.S. DEPARTMENT OF AGRICULTURE

Retailer Toolkit

USDA

_ , Organic Consumer
Download toolkit and graphics Outreach Toolkit:

from NOP site
* Only use for organic products

A toolkit to raise consumers’ awareness / 4 [ &
of, and trust in, the organic label

* Can be resized but not changed Developed and provided by

the USDA National Organic Program

[DATE]

n Classifi

USBHA RgricuitGral Warketing Service | National Organic Program


https://www.ams.usda.gov/services/organic-certification/organic-basics

The 4 Pillars of the Organic Label

Protected
by law

Inspected
by experts

=

Traced
from farm to store

QOO Shaped

(LD by public input

USBHA RgricuitGral Warketing Service | National Organic Program 43



Pillar 1: Organic is protected by law

* The only government-backed marketing claim for organic food.

* Only foods produced according to organic standards can use the organic
seal.

* USDA develops and strictly enforces standards for organic foods and
fiber.

* The USDA organic seal is a registered trademark, which allows USDA to
enforce criminal penalties against misuse of the seal.

* NOP investigates complaints and takes action against businesses that
violate the regulations.

USBHA RgricuitGral Warketing Service | National Organic Program aa



Pillar 2: Inspected by Experts

e Specially trained organic inspectors visit
farms yearly to confirm they meet the organic standards.

* Every organic operation is subject to unannounced inspections and
testing.

* To become certified organic, operations go through a rigorous
process to show that their practices follow the organic standards.

vz
E/ Inspected
_ by experts

USBHA RgricuitGral Warketing Service | National Organic Program 45




Pillar 3: Traced from Farm to Store

* The Strengthening Organic Enforcement rule increases the
USDA’s ability to enforce the organic standards.

e Organic operations must keep detailed records.
* Certifiers audit organic supply chains to deter and detect fraud.

from farm to store

USBHA RgricuitGral Warketing Service | National Organic Program 46



Pillar 4: Shaped by Public Input

 The public provides feedback (public comments) on proposed
regulations that shape final policy decisions.

* The National Organic Standards Board is an advisory board
composed of volunteers from the organic community.

They advise the NOP on organic regulations.
* The public can attend NOSB public meetings to provide input.

Q00 Shaped
( (LD by public input

USBHA RgricuitGral Warketing Service | National Organic Program

47



o Fridge & Freezer Door Stickers (i)

e "T‘F Protected
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Aisle Banners

Protected

Inspected
by experts

/ Traced
from farm to store

Shaped
by public input

Information Classification: General
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Meat, Dairy, & Eggs

+ Raised on pasture

+ Humane treatment

+ No growth hormones or
antibiotics

Produce & Grains

 Natural fertilizers
» Eco-friendly pest control
 Protects soil and water

f"Marketing Service | National Organic Program

Meat, Dairy, & Eggs

* Raised on pasture

* Humane treatment

* No growth hormones or
antibiotics

Packaged Goods

* No GMOs

* Traced from farm to store

* No artificial colors, flavors,
or preservatives

51



Online & Social Media Banner

Produce & Grains

* Natural fertilizers

» Eco-friendly pest control
* Protects soil and water

Meat, Dairy & Eggs

* Raised on pasture

* Humane treatment

* No growth hormones or antibiotics

Packaged Goods
* No GMOs

* Traced from farm to store
* No artificial colors, flavors, or preservatives

USBHA RgricuitGral Warketing Service | National Organic Program

52



How To Get Involved

e Download the toolkit from the NOP website:
— USDA Certified Organic: Understanding the Basics | Agricultural Marketing Service

* Post materialsin stores and/or on online platforms

* Train staff in Talking Points

e LS ® Iwitter.com/nome

It's part of our symbol pack that's straight out of the Semplice labs where
we work on fun little products, this time with the fantastic @webalys

Trending with: #amoconf2019, p
ford, #onmuni

. N ‘ :
’ Home ¢ Q  search Twitter o R A N ' Pretected
by law
o H USDA USDA Organic @usdaorganics - 45m v e
ome W What makes us who we are! Sample text filler text sample text filler text sample text Montreal trends " 3 63-
filler text sample text filler text sample text filler text. #USDAOrganic #Organic . g )
# Explore #DisneyPlus ! oy Yy
#DisneyPlus is coming to Canad: Inspected
Protected Inspected Streaming November 12th by experts
L) Notifications s Promoted by Walt Disney Studios
1 - Trending
Messages :
& 9 Seinfeld
10.9K Tweets
[1 Bookmarks
Television nomtz’ararv‘\:?odslore
N Friends or Seinfeld? Fans sign
IE] Lists off on which show they prefer
© Profite 2. Tonding
(®)] 2 Q & #MondayMotivation Shaped
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