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Once familiar to only a small segment of the population, organic products have gone mainstream in recent years,
gaining recognition both domestically and throughout the world.
To understand how US. organic product sales have grown to more than $20 billion a year and what
% steps will be needed to continue this momentum, the Organic Trade Association (0TA) conducted
N interviewsand group feedback sessions with over 200 industry stakeholders. To do this, they in-
- \  corporated SWOT analysis. a strategic planning method and research tool used by both presti-
Pl _3‘% Wi gious academic organizations and Fortune 500 companies to evaluate the Strengths,
I B Weaknesses, Opportunities and Threals directly related to a project, business—or, in this
case, an industry—striving to meet its objectives for the future. Typically, strengths and
) " weaknesses are drawn from an internal evaluation, while opportunities and threats rep-
| T | resent external conditions. SWOT findings can be used to inform us of how we, the or-
L BB B ganiccommunity can go forward o meel our common objective of continuing the growh
l | of the industry as a whole.
To help you put this tool to best use, we have included a cross-reference at the bottom of
each section (hat connects possible strengths and weaknesses (o coordinating threats and
" opportunities and vice versa. The strengths and weaknesses are discussed in the firs! section,
followed by threats and opportunities in the second hall. Please note that the information contained
below is a summary of all the responses received, and therefore does not reflect the attitudes or opinions
of any given individual or company. Instead, it is intended to provide an overview of
the organic industry, as articulated by the collective
voices of the stakeholders involved in this research.

STRENGTHS i

Organic Legislation: OFPA of 1990 « Consumer Confusion: Consumers still don't

« Consumer Demand: Double-digit growth really know what organic means; technical

= Verifiable Label: Third-party verification from language not compelling to consumers
seed to shelf; organic as original green and « Lack of Regulation in Emerging Categories:
sustainable Personal care and textiles still voluntary

< Strong Scientific Research: Mounting proof processing standards
of the benefit of organic for health and the « Price Barrier: Higher costs; consumer percep-
environment tion that organic is too expensive

= Supportive Organizations: Foundation of » Limited Agricultural Data
resources to build on

THREATS

Competing Labels: Creates consumer confusion
Domestic Supply: End up importing, creating

OPPORTUNITIES

The New Farm Bill: Funding for marketing and
research

» Environmental Leadership: Chance to be the dependence

green role model on all levels « Global Trade Barriers: Export issues; lack of
= Price Gap Closing: Conventional prices rising equivalency

more than organic « Biotech Growth: Orchestrated attacks and
» Consumer Education: Use new media to edu- possible contamination

cate and respond to misinformation; focuson | « Opposing Voices: Misinformation sent to the

environmental and personal benefit message media
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When interviewees were asked what were the biggest strengths of the organic
industry, several positives stood out including organic legislation, the verifiable
USDA Organic seal, consumer demand and strong scientific research, including
mounting evidence of the benefit of organic versus conventional,

Organic Legislation
Prior to 2002, there were dozens of definitions of “organic” that would change
from state to state, certifier to certifier. Then the Organic Foods Production Act
(OFPA), enacted by Congress as part of the 1990 Farm Bill, made “organic” an of-
ficial term—establishing nationally en-

mand of organic. According to the Or-
ganic Trade Association’s (OTA) 2007
Manufacturer Survey, the U.S. organic
industry grew 21 percent in sales in
2006, and is forecasted to experience
18 percent sales growth each year on
average from 2007 through 2010,

In 2008, The Natural Marketing In-
stitute (NMI) reported that 59 percent
of households purchased organic

forceable standards for the production
and handling of foods labeled organic.
After the U.S. Department of Agriculiure
(USDA) published a final rule in Decem-
ber 2000 outlining final provisions, these

verifiable practices.”

“As more eco-labels appear in the marketplace,
it is the ‘organic’ label that can be held up as standing for

national organic standards were [ully im-
plemented in October 2002, \
As such, national organic standards, administered by USDA’s National Organic

Program (NOP), set in place an enforceable system (o protect consumers against
mislabeling or frand. To be sold as organic in the United States, both domestically

produced and imported products must be certified by an agency accredited by
USDA as meeting U.S. national organic standards. In case of violations, there is a
process in place for filing a complaint with NOP, which would then investigate the
issue and, if needed, take enforcement action.

“The "USDA Organic’ seal dramatically increased consumer confidence in the
term organic,” according to Bill Woll, president of Wolf, DiMatteo + Associates,
adding that it created more favorable conditions under which companies could
enter and participate in the organic market.

Moreover, it helped establish the 2008**

organic industry as one governed by

L i oo~ | 2r Organic
rules, characterized by transparency,
and committed to positive forward 12 Product Sales 2007*
movement. At OTA’s 2008 Policy U.S. Dollars
Conference and Hill Visit Day, Bob X 1994-2008

Knight, the Under Secretary for

USDA’s Marketing and Regulatory 3
Programs, reflected on the quest for 16
national organic standards and said, | «
“It is rare that a group wants more § "
regulation, more compliance and 51
more enforcement.” g
Weaknesses: Consumer Confusion, Lack of Reg- Z10
ulation in Emerging Categories » Threats: Op-
posing Voices « Opportunities: Consumer 2
Education 6
Consumer Demand 4
Since the launch of national or-
ganic standards, awareness has
spread more and more each year, 0

1 i *estimated **projected
leading to increased consumer de- estimated  **proj

products in 2007, up from 57 percent

in 2006, with the number of core users
increasing from 16 percent in 2006 to

18 percent in 2007,

In addition. in The Harunan
Group’s study,"Organic 2008: Topline
Insights—Consumer Insights and
Analysis in Action,” they found that 73
percent of those surveyed are willing
Lo pay a premium for organic products
when they eat ont.

Although some reports have hinted
that growth may be leveling a bit, the
[actis that [or over a decade now the
sales of organic food and beverages
have been growing at double-digit
rates, tripling, if not quadrupling, the
growth of conventional grocery sales.

While it is expected that industries
of all kinds will have their ups and
downs. even in this time of economic
recession, organic still continues to
grow while other industries stagnate.
As Cynthia Barstow, president of the
marketing group Seed-to-Shelf, notes,
“Quality is still important to most con-
sumers and organic often holds rhat
halo. Health is still a top market driver
in the grocery store recession or not.
Choices will presumably reflect a short-
ening of the grocery list instead of an
overhaul.”

Threats: Competing Labels, Domestic Supply,
Global Trade Barriers « Opportunities: New Farm
Bill, Consumer Education, Price Gap Closing
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A Verifiable Label

Today, food labeled as organic is verified by a third-party every step from seed
to mouth and subjected to a multitude of requirements, standards and oversight
at every level, As such, it’s arguably one of the strongest agricultural process
claims in the history of the USDA.

As more eco-labels appear in the marketplace. it is the “organic’ label that can
be held up as standing for verifiable practices. As OTA staffers Barbara Haumann
ancl Holly Givens note in their contribution to Sustainability in the Food Industry
(Blackwell Publishing), the organic label is the “gold standard” as it is the only
governmeni-regulated eco-label.

Weaknesses: Consumer Confusion, Lack of Regulation in Emerging Categories  Threats: Competing Labels «
Opportunities: Consumer Education

Strong Scientific Research

[ending additional sirength to the organic industry is a growing body of peer-
reviewed scientific research that helps connect organic agricultural practices and
the healthfulness of organic [ood.

Research is mounting that shows increased levels of numents, mcluding an-
tioxidants, in many organic [ruits and vegetables. Most recently, for example, ve-
searchers at USDA and Rutgers University found that orgamically cultivated
blueherries had about 33 pereent higher Oxygen Radi-
cal Absorbance Capacity (ORAC) values than conven-
tional blucherries, making them betier at preventing
chemical oxidation that leads to cellular damage. Re-
scarch also indicates a link between organic practices
and higher levels of beneficial conjugated linoleic taty
acids in dairy products. In addition, health-promoting
flavonoids present in organic tomatoes was nearly dou-
ble that of their conventional equivalents.

To help communicate these benefits, The Organic
Center plays an important role by preparing “State ol
the Science” reports to summarize lindings from peer-
reviewed articles about organic rescarch.

Favorable research is also emerging concerning the relationship between or-
ganic agricultural practices and the environment. A study published in the July
2007 issue of Agricultural Research demonstrated that organic farming practices are
more effective in building soil organic matter than conventional, no-ill farning
practices. More recently, the Rodale Institute published a paper showing that or-
ganic farming systems sequester carbon in the soil and significantly reverse the cf-
fects of global warming.

Opportunities: New Farm Bill, Consumer Education

Supportive Organizations

In addition to the Organic Center, several other organizations have supported
the efforts of organic since the early days. The Organic Farming Rescarch Foun-
dation (OFRF) serves an important role in research initiatives for organic agricul-
ture. OFRF, along with OTA were also key in pushing the new Farm Bill through
to provide funding for organic research, marketing and domestic supply. OTA has
been pivotal in organic standards and market development, and has also estab-
lished HowToGoOrganic.com to encourage further domestic supply. In addition,
the Organic Maierials Review Institute (OMRI) provides organic certifiers, grow-

ers, manttfacturers and suppliers with an independent review of products in-

tended for use in certified organic pro-
duction, handling and processing. On
the organic cotton forefront, Organic
Exchange offers research and support.
Internationally, the International Fed-
eration of Organic Agriculture Move-
ments (IFOAM) is working to bring

together the global organic industry.
Weaknesses: Limited Agricultural Data
Opportunities: New Farm Bill

While organic has many strengths,
it’s important to realize that the NOP,
at only six years old, is still young and
thus still has room for improvement.
When asked what were the biggest
weaknesses (or areas to iimprove) inter-
viewees ollered several suggestions
ranging from regulatory issues to chal-
lenges with the consumer’s under-

standing of organic.

CONSUMER CONFUSION

As a 2006 TTartman Group survey ol
consumer attitudes and behavior
poiuts out, "Awarcness does not neces-
sarily translate mto understanding.”
While 27 percent of respondents
thought that the label was reserved for
“lotally organic products,” 43 percent
admitted that they didn’t know the
label's meaning. Fven among core or-
ganic consumers, only 24 percent
knew the correct meaning ol the
*USDA Organic” label.

The Hartman Group’s “Organic
2008: Topline Insights” study found lit-
tle progress on this front. In this study,
conswmners identfied “pesticide-free”
and “hormone-free” among their top
considerations in buying products.
(Table 1) Given that ULS. organic
products are, by definition. produced
without the use of toxic and persistent
pesticides and synthetic hormones,
one would think the term “organic”
would be considered equally as impor-
tant, However, only 15 percent of
those surveved identified organic as
important to their purchasing deci-

sions, suggesting a disconnect in con-
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= 2 about organic. We at Earthbound Farm
Importance of Various Labels/Ph rases When Shopping for | | =l SIS, it Bonie ot
Foods and Beverages (By Orgar“c User or Non-user) sumers are more interested in the tech-
Fresh | 51| "¢ sidlc of organic than others, so we
[T T e e e | 86% work hard to ensure that different levels
e e I = % S A R A W A S . :
Pesticide-free TR T e ] 47% e of information are available to them.
Natural —63% That way, we not only satisfv the needs
i ; “_‘ 59% and desires of consumers interested in
onees et ) 9% the basics, but also those who want to
Orginof ngreients E— .
Certified humane . 539 s, 11'1011“ work is needed to create
% ki industry-wide messages that are appeal-
Locally grown R o e ’ ing to and well understood by con-
Sustainable _23?’ 2% sumers.
Seasonal __' 39% Threats: Competing Labels, Opposing Voices Oppor-
= ewegi= ) 7% tunities: Consumer Education, Emerging Science
- SR S e SRR
USDA Organlc- 10% o )
Fair tracle I R ;7': Lack of Regulation in Emerging
(] 717, (Categories
o : RN
e Fange S 14% e B Organic Users Another reason for [hlS-L‘l‘J!llIISlnll
Grass=fed __14‘? o may be the lack of well-delined stan-
Oreanic N 5% [ Non-users dards within newer categories of or-
rganic . ) . .
83N'C o 7% S ganic. Although standards for organic
Heirloom -? foods are relatively well defined, those

- for such sectors as personal care prod-
Table 1. Top 3 boxes based on 7-point scale ranging from “Not at all important” {=1) to “Extremely impor- .
tant” (=7). ucts, aquaculture and pet food are still
Survey question: “When selecting foods and beverages to purchase, how important are the following la- under L],:“_.lt_,l sment, with much debate
bels or phrases to you?”

Base: All respondents (n=2,161; 1.510 organic users, 651 non-users). on how to shape such standards. The

Global Organic Textile Standards

sumers’ minds between the term or- (GOTS) for textiles and NSF and Oasis personal care standards are making head-
ganic and its defining [eatures. way, but are still voluntary and many
One of the most frequently cited companies in these emerging categories
reasons [or consumer confusion is the are using the word “organic” without any
use of technical language to define or- sort of official verification.
ganic. Consumers do not easily under- Uncertainty and debate are natural
stand terms such as “certification” and parts of the evolution of the organic in-
“acereditation,” and often fail to con- dustry and, therefore, should not neces-
nect with these terms on an emotional sarily be seen as weaknesses, according
level. to Katherine DiMatteo, senior associate
“Technical information about o1 at Wolf, DiMatteo + Associates and newly elected IFOAM World Board president.
ganic can be off-putting for some con- On the contrary, she sees the deliberative nature of standards development as
sumers, particularly now, when people one of the organic industry’s strengths.
do not always have time to digest the “It took many years of discussion and debate before OFPA went into effect,

wealth of technical information that is so it only makes sense that the process

available to them,” according to Saman- of devising standards for other sectors
tha Cabaluna, director of communica- of the organic industry is an intense
tions at Earthbound Farm. However, and time-consuming one as well,” she
some progress has been made.

“We
come much better about both identify-

said. “Organic is a thoroughly scruti-

‘the organic industry] have be- nized industry. involving a large num-
ber of stakeholders. This means thai

ing and communicating what decisions sometimes take longer to

consumers want and need to know make, but it also means that the deci-
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sions that are macde have been carelully thought through.” Still, she acknowl-
edged, the absence of standards in emerging sectors may create (rustration for
those producing, buying and selling these types of organic products.

Strengths: Consumer Demand » Opportunities: Consumer Education

Price Barrier

Yet another obstacle is the price of organic goods. According to studies con-
ducted by the Natural Marketing Institute, including the Health and Wellness
Trends Database, the LOHAS (Lifestvles Of Health And Sustainability) Consumer
Trends Database, the “Evolution of Personal Care Study”, “HealthBeat
Interactive” and NMT's Product Atribute Trend Tdentifier (PATT), along with

qualitative insights from NMI in-depth

fects. Interviewees mentioned threats
ranging from global trade and supply
issues to competing eco-claims and or-
chestrated attacks from biotech com-

panies.

Competing Labels

With the rise of shoppers interested
in buying “green.” it seems like new

eco-labels, or other ethically driven la-

bels, are popping up every day. As a re-

interviews, nearly three quarters of con-
sumers feel that organic foods are 1oo
costly,

Often the prices for organic products

are somewhat higher than for non-or-

“Consumers do not easily understand terms
such as ‘certification’ and ‘accreditation, and often fail to
connect with these terms on an emotional level.”

ganic counterparts. Most of us in the in-

\

organic [arming faces stricter reguilations than do conventional practices, and thus

dustry know that there are a variety of reasons [or this. For example,

such farming tends 1o be more labor and management intensive. Because organic
tends to be done on a smaller scale than convendonal farming, organic farnners
olten pay more per acre (o produce and to distribute many of their products.

Moreover. historically organic farmers have not had access to the same govern-
ment subsidies as their non-organic connterparts, which has meant price tags on or-
ganic products reflect real, rather than subsidized, production costs. Additionally,
incrcased demand for bioluels, rising (uel and (reight costs, shilts in the stock mar-
ket from funds to agricultural commodities and a decline in the purchasing power
ol the dollar are driving up prices lor organic and conventional foods alike,

The challenge is to educate consumers about the true costs and values associ-
ated with organic products. Thus, many see the need to address the price issue
and better communicate to consumers the value proposition for organic goods.
Strengths: Consumer Demand » Threats: Domestic Supply, Global Trade Barriers » Opportunities: Price Gap
Closing, Consumer Education

Limited Agricultural Data
An additional issue is the dearth of techmical research on organic agricultural
practices. Although agrochemical companies have funded research at universities
for muny years, there has been linle funding for rescarch on organic agriculture,
Despite the lack of financial support for organic agricultural research. a num-
ber of universities now offer degree and certilicate programs in organic agricul-
mre. Also. with a dramaric increase in organic research-related funding provided
in the 2008 Farm Bill, there is reason for optimism. However, an increase in fund-
ing may not be sufficient to compare with the work funded by large chemical
companies and to overcome structural barriers that exist to communicating up-io-
date technical information on organic to those who need it.
Strengths: Supportive Organizations » Opportunities: New Farm Bill

Threats are defined as external conditions that could damage performance or
growth. While these things may be out of the organic industry’s control, it is wise

1o be aware of these threats and take steps to minimize any possible negative ef-

sult, consumers are sulfering {rom an
information and product choice over-
load. This sitnation has the potential
to result in “consumer shutdown.”
whereby even consumers known 1o
have a strong desire for and tolerance
ol information feel overwhelmed and
lose interest in distinguishing between
dilferent products. I this context, or-
ganic risks becoming just another
label.

A similar tvpe of threat can be seen
i the competition between organic
and local products. The organic indus-
uy needs o work harder 1o both edu-
cate consumers about the unique
benefits that purchasing organic prod-
ucts has to offer and to communicate
that organic and local are in many
ways compatible i their goals to pro-
mote a sustainable food svstem.
Strengths: Organic Legislation » Weaknesses: Con-
sumer Confusion » Oppertunities: Consumer Edu-
cation

Domestic Supply

A more urgent concern is the gap
between the domestic supply and de-
mand Tor organic goods. Demand con-
tinues to outpace supply, and many
domestic supplicrs are struggling o
keep up. This is due. in large measure,
to the shortage of organic raw malteri-
als—a problem that has persistently
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hindered the growth of the organic in-
dustry and has yet to be effectively re-
solved.

Domestic manufacturers and retail-
ers have thus been forced to reach out
Lo foreign sources 1o meet consumer
demand. Tn so doing, they have cre-
ated conditions of dependency, which
could hinder the expansion of the do-
mestic organic industry. Also, some
consumers are reluctant to purchase
imported products, particularly as they
question food safety oversight in some
countries,

Strengths: Consumer Demand, Supportive Organi-
zations » Weaknesses: Limited Agricultural Data
Opportunities: New Farm Bill

Global Trade Barriers

With varying languages and govern-
mental import/export regulations,
global trade can be confusing enough,
but add in a variety of organic stan-
dards that differ (and ofien conflict)
[rom one part of the world to the next,
and global trade becomes even more
challenging.

tween the United States and Canada with respect to organic. The end products
are for all intents and purposes the same. but the fact that they are created ac-
cording to different sets of standards has emerged as a sticking point in bilateral
trade.”

siven that the organic industry is facing a global supply shortage, such “stick-
ing points” are particularly problematic. As Holmes points out. “Now more than
ever there needs to be a focus on achieving international equivalency in order to
ensure much-needed free trade of organic goods.” Without it, he says, the global
supply crunch is likely to impede the continued growth of the organic industry.
Strengths: Supportive Organizations

Growth of Biotech

Yet another issue is the widespread growth and influence of biotechnology
companies that manufacture procucts such as growth hormones and genetically
modified (GM) seed. Through orchestrated attacks to bury the benefits of or-
ganic, efforts to reposition themselves as sustainable (and thus compatible with
organic) and the growing risks of GM contamination in organic—biotech poses
several threats to the organic industry

On the national level, Monsanto spent $1.28 million on federal lobbying activ-
ity during the first quarter of 2008. In addition to lobbying for biotechnology ac-
ceptance, Monsanto lobbied on such issues as organic standards/National
Organic Program, national milk labeling and seed piracy.

Meanwhile, Monsanto has launched a state-by=state campaign challenging
dairy farmers’ and dairy processors’ rights to tell conswners that their products
are produced without the use of synthetic growth hormones such as recombinant
Bovine Growth Hormone derived from genetic engineering.

In the latest development concerning this issue, OTA on June 30 filed a com-

“On the national level, Monsanto spent $1.28
million on federal lobbying activity during the first quarter

of 2008.”

plaint in Federal District Court against
Ohio’s Director of Agriculture, Robert .
Boggs, in an attempt to protect the rights
of consumers to receive truthful informa-
tion on organic dairy product labels and
o protect the rights of organic dairy

Currently, the NOP \

has established recognition with eight
countries, allowing these governments
to accredit NOP certifiers in their
country, thereby increasing the
amount of USDA Certified Organic
supply coming from these areas. How-
ever, this is still a far cry from equiva-
lency or harmonization, which would
allow producers to use supply which is
certified organic to other global stan-
dards with equivalent regulations to
the United States, to be used in USDA
Organic products, and vice versa.

As OTA in Canada Managing Direc-
tor Maut Holmes explains, “Many prob-
lems have cropped up because of
technical differences that exist be-

farmers and processors to communicate
truthfully about federally regulated organic production practices.

[t is likely to be some time before the final outcome of this lawsuit is known.
However, Monsanto’s attack on organic milk labeling has forced the industry 1o
fight similar baules in many states simultaneously, putting a drain on industry re-
sources. (It should be noted that Monsanto recently announced plaus to divest its
genetically engineered growth hormone Posilac from its business). The issues at
stake, however, are monumental, focusing on the whole industry’s ability to truth-
fully communicate the attributes of its products and production practices, includ-
ing common absence claims.

Meanwhile, genetically modified organisms (GMOs) from GM crops are show-
ing up where they were never used. Contamination is a real threat, particularly in
crops that easily cross-pollinate, such as canola and corn (which now represents
over 73 percent of U.S, corn crops). Recent research conducted at Lund Univer-
sity in Sweden found that genetically engineered crops can remain in the soil for
ten years, in spite of efforts to eradicate them. Following up on trials conducted
in 1995, in which an oilseed rape crop was genetically altered, the research found
that plants spawned from the altered crops persisted ten years after the original
trials took place. The Non-GMO project, a non-profit started by several industry
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leaders, offers education as well as testing and a working standard to prevent
GMO contamination.

Strengths: Supportive Organizations « Weaknesses: Consumer Confusion » Opportunities: Consumer
Education, Environmental Leadership

Opposing Voices

The organic industry is also at visk due to the many opposing voices that stir up
controversy in the media and thus spread consumer confusion. To a ceriain ex-
tent, these "industry watchdogs” serve as a conscience as they offer alternative per-
spectives that help prevent the industry from becoming stagnant or out-of-touch.

The fact remains, however, these voices,

for the inclusion of these organic pro-
VISIONS.

Weaknesses: Consumer Confusion, Price Barrier,
Limited Agricultural Data

Threats: Domestic Supply

Environmental Leadership

Organic agriculture is the pioneer
of the sustainability movement and
now with all things “green” being a big

at times, have been damaging and coun-

terproductive to the industry as a whole.
Speaking at The Organic Summit in

June 2008, Julia Sabin, OTA's current

president. noted that there are distinct

“With the explosion of new web technologies,
blogs and social media, the industry can now stimulate and
engage online conversation about organic...”

benelits that avise rom the diverse con-
stituencies making up the organic indusuy. “Ttis important 1o see
o dilferences ol perspectives as patches in the quilt that is the organic commu-
nity, with each square reflecting its unique perspective but ultimately harmonizing
in a shared objective and core values.” Sabin said.

Siill, opposition is not likely to end anytime soon, meaning that the organic in-
dustry as a whole is likely to continue to contend with the challenges it creates,
Weaknesses: Consumer Confusion » Opportunities: Consumer Education

OPPORTUNITIES

Lastly. interviewees were asked what they thought were the biggest opportuni-
ties that the organic industry could take advantage of 1o help further fture
arowth, Answers included funding provided by the 2008 Farmn Bill, environmertal
leadership and consumer education as well as evidence that indicates the closing

of the price gap between conventonal and organic products.

The New Farm Bill

The recent passage of the 2008 Farm Bill contains provisions to enhance or-
ganic agricultural development and processing. Increasing mandatory expendi-
tures on organic agriculiure and programs to approximately $112 million over
the course of its fivesyear life, the Bill represents a five-fold increase over federal
funding provided in the 2002 Farm Bill. Its specific provisions include $78 million
over five years to increase funding for organic research that will bring new techni-
cal, scientific and marketing analysis to farmers and processors; $22 million to aid
organic farners in financing the cost of conversion; and 85 million in mandatory
funding, plus up to $5 million per year in appropriations, for USDA to collect and
distribute price reports for organic }lgrit:llhnl‘.tl products, (o conduct surveyvs and
publish reports relating to organic production, including consumer purchasing
patterns, and to provide statistical analysis on organic agricultural products. Col-
lectively, these provisions create incredible potential for all realims of the organic
indusiry to grow and develop.

Also included is expanded funding for the National Organic Program to en-
stre appropriate enforcement and accreditation, as well as oversight of interna-
tional production. By 2012. the authorized funding for this program will be 511
million. The membership of OTA, OTA’s board and stall and other organic organ-
izations, particularly the Organic Farming Research Foundation, worked tirelessly

“

trend, organic companies have the op-
portunity to position themselves as
eco-leaders on all levels. Although en-
vironmental benefits have consistently
been ranked among the lowest sources
ol motivation behind a consiumer’s de-
cision to purchase organic, Elizabeth
Frey, vice pl'{'si{l(:ul ol Frey Vinevards,
believes consumers do, indeed, con-
sider the envirommnental impact of
their purchasing decisions.

“When we host wine tastings or
tours. people always express interest in
the environmental side ol our busi-
ness. Thev want to hear about the
steps we are taking to become more
sustainable, which mcludes the steps
we are taking to produce wine organi-
callv.” Thus. Frey advocates [or more
work 1o be done to increase consuamer
awareness of the environmental bene-
fits of organic. “Organic has come a
long way when it comes to educating
consummers about the basics of organic.
Now we have the opportunity to go
one step [urther and educate them
about the environmental side of or-
ganic, which, from our experience,
they are both interested in and excited
about.”

Don'’t just stop with sustainable agri-
culture though. Being an envirommnen-
tal leader means being as green as
possible on all realms—I{rom eco-

friendly packaging to efforts to lower
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your company’s carbon footprint.
Weakness: Consumer Confusion « Threats: Com-
peting Labels, Growth of Biotech

Price Gap Closing

Further opportunities for growth
within the organic marketplace exist
thanks to the declining price gap be-
tween organic and non-organic prod-
ucts as measured by SPINS scans data.
The decline in this gap can be attrib-
uted to three factors: 1) at present,
non-organic food prices are rising rela-
tively faster than their organic equiva-
lents due to heavier dependence on
fossil fuels and historic ability to rely
on government subsidics to keep their
prices artificially low; 2) organic prod-
ucts are becoming widely available in
large-scale retail channels and are con-
sequently being offered at lower prices
than in the past; and 3) lower-priced
private label products are assuming a
prominent role in the organic market-
place, creating additional downward
pressure on the existing organic/non-
organic price gap. Together, these fac-
tors create conditions under which
consumers’ purchasing decisions will
be driven by issues other than cost.
Weakness: Price Barrier

Consumer Education

Opportunities to correct misinfor-
mation and educate consumers about
organic are likely to increase as well,
Because it will have greater access to
marketing-related resources, the in-
dustry will have an enhanced ability to
be proactive in its messaging strategies.
This will help to ensure that the infor-
mation released about organic is
timely and accurate, and also help to
create conditions under which con-
sumers can make informed choices
about the items they purchase.

With the explosion of new web
technologies, blogs and social media,
the industry can now stimulate and en-
gage online conversation about or-
ganic agriculture and products, either
by responding to misinformation or

proactively communicating about the benefits of organic agriculture, In so doing.
the industry has the opportunity to elevate the emotional appeal of organic. By
presenting itself as not only trustworthy, but also aligned with the fundamental
values associated with providing the ‘best’ for families, organic can establish itself
as the gold standard of eco-labels and production and processing systems and a
cornerstone of responsible citizenship.

Threats: Opposing Voices, Biotech Growth

Conclusions

After hearing from many industry stakeholders, several observations can be
made. We can build on our strengths as an industry, our legal standing and our
verifiable label as well as strong consumer support as we actively
respond to misinformation about organic agriculture and
products. We can also actively neutralize our weaknesses

by communicating with one, succinet voice what organic

is in a manner that reaches consumers on a personal
level. Healthy, sustainable industries focus on innovation
to stay relevant and thriving, and organic is no different.

Innovation and rescarch will also be needed to keep the in-
dustry healthy, whether by exploring market trends or new agri-

cultiral production methods that allow entry into markets with new national
regulations.

The industry must also take seriously any attacks that threaten the foundation
of organic production. Internal industry attacks waste time and resources. Thus,
the industry must find constructive solutions 1o move past old debates so that it
may focus on the greater threat looming from the biotechnology sector. Addition-
ally, the organic industry must be prepared (o articulate its position on genetic en-
gineering in agriculture. At the same time. it must not allow its opponents to
define the organic sector as anti-technology or ant-farmer, because neither is
true.

While the potential exists for adverse events Lo take place, agenda-driven at-
tacks are the biggest long-term threat to the organic industry, requiring the or-
ganic indusuy o develop cllective erisis management strategies.

We must also work to turn the gap in supply of organic raw materials from a
weakuess (o a strength by secking to achieve counsistent conversion ol acreage into
organic production worldwide. O
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