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o conventlonal products

~ preservatives; artificial sweeteners, colors, flavors and othe artificial a

~ Executive Summary R Fian
o Surgmg mterest in natural and orgamc foods has transfonneda small mar-

- These foods are a key
' component in the major
consumer trend known
-2 y'as whole heath solutions
- d,z;ets, that promote
'hedlth and well-being,
préizent disease, help
cureillnesses and .=~
- protect the environment.

well—bemg, preventdlsease, help CL
ment Retailers, suppliers and :
— are meeting this demand wi

the mdustry to strlct standards in the
Desplte the hxgher entrance hu;dl ‘

pliers and producers are addmg oirg_

._}'c ime extensxons or convertmg to
organic entlrely : -

- 1. Are natural and organic foods the same?
No, although orgamc foods are namral by definition. The term

applies broadly to foods that are mlmmally processed. and

t:wes, growth. hormones, annblotms, hydrogenated oils; ; abdl
emulsifiers. Most foods Iabe led natural are not subject to gover
trols beyond the regulauons and heath codes. that apply to all foo Excep~ .

tions include meat and poultry The Food Safety and Inspect; n Service
- (FSIS) of the U.S. Department of Agmulture (USDA) requires these to be

free of artificial colors, ﬂavon, sweeteners, preservatives: ‘and mgredlentsi. ,
that do not occur naturally in the food. Natural meat and poult:y must be
minimally processed in a mg god that does not fundamentally alter the raw
product. In addition, the label should explam the use of the term namral

e.g., no artificial mgredlents o

- “Organic” refers not onty to the food: 1tself but also to how. 1t was‘ ; “Orgamc rgfers not

: produced Foods labeled orgamc must be cemﬁcd under the‘Natxonal 0r~:~ only to the food ztself

but also to how it was

S produced. Foods labeled
~organic must be certified
‘ ﬂu,nder the National

e Organic Program.

ated Questlon 8 of tlns backgrounder detaﬂs the certxﬁcatxoo I)ro C ess' radi-

E Fcod Marketing instrtute (FML). conducts pmgrama in: resoarz,h educatron mdustry el atxoﬂs and pubhc affairs on be-

half of its 2,300 member oompamos« — food ‘retailers and wholesalers — in the Unifed States and around the world,
FMlI's U.S. members operate a 6000 retali food stores wzth a combmed armua! sales voiume of $340~
billion — three-quarters of all |
farge multi-store chains, regtona
companies from 60 oountrres




A attlralandgrganic Fd;:’dsr

aécdrdihg to Shopping
magazine.. Many belie:

serve as. preventlve medicin

nesses.
Because orgamc prod,

. bioengmeered foods w
* ronment. :

~Also comnbutmg to th' .

organic any one 1tem was
xs deSIgled to makc 1

is: subjectwe, many consum

- taste better.
3., ,;;How Iargey is thejm’ ]

, percent), bulk and frozen f
- percent), beverages & perce ,

percent).

5 The g"mwmg' demand

Jor foods that are
healthful tasty and
environmentally
ﬁ'zendly,~ are the ;
) al drivers of
organic food sales.

alf of U.S. shoppers
bought organic foods in
the last six months.
— FMI and Prevention

S O magazine, Shopping for
,'_',Health 2003,




_____ Natural and Organic Foods

, _shoppers surveyed in FMI's Trena
“tudes and the Supermarket 200 .
(ERS) reports that organic product

~ foods stores natlonwxde -and
~ stores. ‘

B ~txianufacturers At the same ti

grow organic foods ERS says the

4. How wideepfead
They are now avallable in

The. mamstreammg of orgamc food has attracted

sophzstlcated than ' their pred
business challenges by hmng

'Stream dlstnbutmn contracts and crafhng'strateglc buslness'pl . i
corporate organic foods. :

Farmers are devotmg mr

- 02percentofcommthe UmtedStak ot under
~farming systems in 2001. ‘

The U.S. trails other ceuhtnes' i

percentage of orgamcauy managed

Orgdnic ﬁraducis are
available in nearly

- 20,000 natural foods
ylstores natwnwzdey and
€1y in 73 percent of all.

. conventional grocery
d. stores.

Austria (8.6 percent) Ttaly (6. 8 percent), Sweden '(5 2 percent), the C: .j- g

Republic (3 9 percent) and the UK (: “3~vpercent)

to - To reduce fat and
ies, - cholesterol in their diets,
- consumers can replace
in ' meat with products
- made from organic soy;
- wheat or vegetables.

ehlldren who eat orgamc foods i

Organophosphorus (OP) pes~ ' ':'

" Food Marketing Institute.




L Naturél andﬁQi‘géniéFood&j},,vf N

i ‘These Pests”)

Some orgamc foods al, Vf*
, 'ﬁghtmg anuoxxdants ,;ac"'

can Chemlcal Somety (“thtet or Harsh Phenohcs Glié.rd the Pl

Food Technologles 1ssued a
tial for g:reater pathogen cm;;,

tion, seiected use of chionne and other food safety pracu | s
and followed in organic prcductton

’stnct guldelmes for safe and hygiemc food productmn %

6. What types of consumers’buy organic and natural food ?J.'.f ' ‘
| ',:M()st,buyersare not
 radically different from
‘those of conventional
8 foods They tend to be
younger, better educated
= _‘andhave hzgker ‘
ed incomes.

2003 found they tend to '
shoppers buy or are hkely t

foods? ;
Lumted avaﬂablhty remams a
d1mm1shmg _Pnce yls anqther

for frozen broccoh 94 'p‘,

s Certified organic growers
for follow strict guidelines for
; ,safe and hygienic food
f  production. As with all
- food producers, they must
- comply with local, state
‘and fedeml health
 standards. ,

— Organic Trade

~Association

- Limited avallabdtty
- remains a barrier to some,
! although this . appears to

pring " be dtmmtshmg, 2
beans. With more mass produ‘ : on, o:rgamc products wﬂl mcreasmgly be




pnced to compete wn;h convenjzxo

__Natural and Organic Foods

Other barriers mclude ganic oods shorter shelf life (ﬁ'esh foods

and- foods without preservatives tend to deterio
’ concems Quesuon 5of thls backgrouoder addresscsf»the safe, issue.

8. How does the certsﬁcation process work? :
The Organic Foods Productxon Act of 1990 reqmred the
: nanonal standards for orgamcally produced productsf :

ments are as follows

u Products labeled “100 percent orgamc” must oontam only oigam-
cally produced matenals :

qulred to) dlsplay the USDAOrgamo seal shown on: page 2.

‘rtcldy) and safetyf :

op All orgamc productwn
the  and handling operations
ic  must be certified by third-
- party organizations that
€ have been accredzted by
. the USDA

: ontam at least 95 percent orgamc ,
the first category may (but are not re-

. Products that contam between 70 and 95 peroent orgamc in r dlents‘ A =

‘the National Orgamc Program, meludmg regulauons an_; pettcs, o

avaxlable at http //www ams usda. gov/nop/

the cemﬁcatxon proceyss,\alth
for marketmg or other busm 1

: ,product is later found to be mmlabcled, unless they f
-~ labeled.) - : o

o conventional produots

L Allowmg organic produots to contact prohxblted sub“tauces, €. g, ’

residual synthetic fungwldes, : ,preservatwes or ﬁnfngants
packaging matenals or storage c(m amers i

Food retailers that sell
or process organic foods
_ are not required to

‘undergo the certification
s p'roceSS, although they
O _may choose to obtain
e certzf Gcation for

" marketing or other

~ R ' : - busmess reasons.
= Allowing unpackaged orgamc products to contact unpackaged : :

" Food Marketing Institut



x Nat!tml and'Qtrgénicﬁ;dedé o

(5 spelled out in greater detaxl in
rgamc Program Requlrements ﬁ)r

These and. other aspects _0‘/ ﬂx@

ote  Retailer marketing
S strategies for natural
O and organic foods
S include in-store
< advertising, cooking
7 demonstratzans and
> ;} having knowledgewble

: “.employees on site. '

two orgamc Items each

about orgamcs @ther str
]

. 'about appearance as long as thé ﬂ;em‘ xs fresh

= Conventmnal Counterparts "fshoppers are. more kel

: each of several calegones,
~such as orgamc salads

as  Stores feature value-
~ added organic items
- such as salad kits, pre-

packed vegetables and
vrs' can allewate percepuons that F:Pa'«‘kﬂg d salads to
,(duce customers to try orgamcs - attract both '
when they aremseason and av] :kkable ... conventional and

_organic shoppers.

11 What’s ahead fOr ﬂaturaln RS

*rgan tc foods?




