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The Organic Trade Association (OTA) is the membership-based business association for
organic agriculture and products in North America.

OTA IS THE LEADING VOICE FOR THE $70+ BILLION ORGANIC INDUSTRY IN
THE UNITED STATES, REPRESENTING ORGANIC BUSINESSES AND PRODUCERS
ACROSS THE NATION.

Its members include growers, shippers, processors, certifiers, farmers' associations,
distributors, importers, exporters, consultants, brands. retailers and others. OTA's mission is
to promote and protect ORGANIC with a unifying voice that serves and engages its diverse
members from farm to marketplace.
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U.S. Organic Marketplace Reached $71.6 Billion

Total U.S. Organic Sales and Growth, 2015-2024

80,000
70,000 14%
60,000 12%
50,000 : 10%
40,000 - . ' 8%
30,000 6%
20,000 4%
10,000 2%
0 0%
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

M Base Sales Incremental Increase Growth (%)
B Current Base Sales Current Incremental Increase Source: Organic Trade Association’s 2025 Organic Market Survey
Projected Base Sales Projected Incremental Increase conducted 10/31/2024-1/27/2025 ($mil., consumer sales).
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2.7%

2015 2016 2017 2018 2019 2020 2021 2022

e==s QOrganic <« Total Store Source: Organic Trade Association’s 2025 Organic Market Survey conducted 10/31/2024-1/27/2025 (consumer sales).
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US major trading partners of organic goods

Organic Exports from the U.S. by Destination Region

in 2024
3%
3%
‘ Mexico
Organic Imports into the U.S. by Region of Origin in 2024 S ; I
36% East Asia
o 15% Southeast Asia
. @ Caribbean
1% Mexico Middle East
‘ 4% @ Canada @ Other

South America

34%

European Union-27
9% .
@ Central America
Sub-Saharan Africa
@ Oceana

25% Other
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Trading imbalance a focus of current administration O

Tracked US/EU Organic Trade Balance (thousands USD)

549,456

330,384

—'——__f
5,109 9,103
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
US Imports from EU m US Exports to EU
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Source: USDA Foreign Agricultural Service, GATS database, commodities with organic HS code: 2015-2024



Tariff Tussle

@ Tariff landscape rapidly shifting
Used for trade deficit, policy tool and negotiation tool
Friend or foe
Proposed tariffs - Chinese ships
Threat of 50% tariffs on EU goods
Reciprocal tariffs - 90 day pause to July Sth
232 Investigations — steel/aluminum copper, circuits, critical

minerals, lumber, movies, pharmaceuticals, semiconductors,

trucks/parts. %*ﬁ' 20 EUROPEAN
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Tariff Tussle

@

Tracked EU Organic Imports to US Jan-April 2024 and 2025 (thousands

USD)
57,488 57,817
55,378 54,466
45,513
42,374 42,956 43,856 '
January February March April
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Source: USDA Foreign Agricultural Service, GATS database, commodities with organic HS code: 2024-2025
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Consumer Perception
of USDA Organic

and Competing Label
Claims

!
'
—

\\\\\ f, .

R

"

: |H“"“ ,"'.

i

Ll

'
Nl
»

)
), \‘A
2
4 -
\ -
.‘ ‘
\‘

- ﬁ

3 20 suorean
* 25 CONGRESS

Organic Trade Association: Consumer Perception of USDA Organic and Competing Label Claims



Survey Sample

Some college,

. ’ . High vocational
This year’s survey reached a representative ¥ school school graduate
sample of 2,522 respondents in the or less or technical

_ 1 8% school certificate
United States conducted in October 2024. Asian; 4% 26%
Black or African American: 14%
Hispanic or Latino/Latina: 8% Q Bachelor’s Graduate or Other
White: 69% degree from postgraduate studies 29
. Ao college or (e.g., master’s, o
= Indigenous: 0% university doctoral degree)
. e
Other/Wish not to answer: 5% 35% 19%
@ PRETAX
2,522 B
espondents Q : NORTHEAST
Upto $50,000- $75,000- $100,000-  $150,000+ Q a IN, IL, MI, OH, W1, |A, CT, ME, MA, NH, RI,
$49,999 $74,999 $99,999 $150,000 NE, KS, ND, MN, SD, MO VT, NJ, NY, PA
O 6% have someone 15% are caring 21%
500/ pregnant in for an infant child !
0 — their household in their household
27% w
|
E MILLENNIAL  GENX BABY Some dietary restrictions WEST
: _ AZ, CO, ID, NM, DE, DC, FL, GA, MD, NC,
8-27 28-43 44-59 ngﬂf?s (Vegetarian, gluten-free, keto, etc.) MT. UT, NV, WY, AK. SC. VA, WV, AL, KY,
yrs. yrs. yrs. yrs. CA, HI, OR, WA MS, TN, AR, LA, OK, TX
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Trust in Labels and Certifications

<Q) Please select the statement that aligns the most with your opinions regarding each of the
following food and beverage certifications.
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USDA AHA Non- Gluten- Certified Kosher Fairtrade Vegan  Carbon Halal Bio- Regenerative B-Corp Regenified
Organic Heart- GMO free humane certification certified certified neutral certification Balance  organic certified
Check project certification certified certified

Mark verified

I | HAVE HIGH TRUST IN THIS CERTIFICATION | HAVE A LITTLE TRUST IN THIS CERTIFICATION
| AM NOT FAMILIAR WITH THIS CERTIFICATION [ | HAVE A MODERATE LEVEL OF TRUST IN THIS CERTIFICATION
| HAVE NO TRUST IN THIS CERTIFICATION
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Older generations place less importance on organic vs individual
@ claims despite high levels of trust.

72%

67% 67%
65% 66%
61% 64% 63% 63%
L
56% o 56% 56%
54‘653% £2% 54%
51% o 51%
51’6 I I49% 0
44%

34%
26%
|11%

Do not Do not Are Are Are Protect Support Are Protect Protect Are made Have claims Are made Regenerative
contain allow produced produced more animal  biodiversity traceable farmer and the without that are  or sourced
artificial genetic with without nutritious welfare from farm farmwater  climate  antibiotics requlated locally
colors, engineering farming toxic to store health and and
flavors, (GMOs) practices  synthetic synthetic  enforced
and/or that protect fertilizers hormones by the
preservatives soil health and government
and water pesticides
quality
M GEN X CLAIM BABY BOOMER CLAIM GEN X ORGANIC == BABY BOOMER ORGANIC
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Q. Which of these claims or attributes would be important to you when purchasing a food or beverage?

Organic Trade Association: Consumer Perception of USDA Organic and Competing Label Claims



Younger generations place far more importance on organic: 13 to
29 percentage points higher than older generations.

67‘3/ 69%
] 64% 65%
o 62%
5”’ 60%
59% 59% 58% 57% 50»% 53%58% 58% 59%
52% 55%
53%
49% EA 0
34%
31%[
Do not Do not Are Are Are Protect Support Are Protect Protect Are made Have claims Are made Regenerative
contain allow produced produced more animal  biodiversity traceable farmer and the without that are  or sourced
artificial genetic with without nutritious welfare from farm farmwater climate antibiotics regulated locally
colors, engineering farming toxic to store health and and
flavors, (GMOs) practices  synthetic synthetic  enforced
and/or that protect fertilizers hormones by the
preservatives soil health and government
and water pesticides
quality
GEN Z CLAIM Il MILLENNIAL CLAIM == GEN Z ORGANIC MILLENNIAL ORGANIC
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Q. Which of these claims or attributes would be important to you when purchasing a food or beverage?

Organic Trade Association: Consumer Perception of USDA Organic and Competing Label Claims



Gen X is willing to pay for organic at the same level of
@ preferred claims, but Boomers only at average of claims.

45% 44%
[v)
42% 42% 1%
37% 38%
0,
34% 33%__ 32% 0
31%
26%
25%
24% ? 23Y% 24%
22%
14%
N%
8%
Is%

Do not Do not Are Are Are Protect Support Are Protect Protect Are made Have claims Are made Regenerative

contain allow produced produced more animal  biodiversity traceable farmer and the without thatare  or sourced

artificial genetic with without nutritious welfare from farm farmwater climate  antibiotics regulated locally

colors, engineering farming toxic to store health and and

flavors, (GMOs) practices  synthetic synthetic  enforced

and/or that protect fertilizers hormones by the
preservatives soil health and government

and water pesticides
quality

I GEN X CLAIM BABY BOOMER CLAIM GEN X ORGANIC = BABY BOOMER ORGANIC

Q. Please consider your food and beverage purchases and select the ones that you would be willing to pay
more for.
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Younger generations are more willing to pay for organic

than for other claims

42%
39%
[+]
35% 34"/’37% 35% 7%
33% ° 33% ° 34%
32% ' 31% ° 32% 32% 2100 31% 32%
29% 29%
26%
249 25% 24% 24%
21%
15%
12%I

Do not Do not Are Are Are Protect Support Are Protect Protect Are made Have claims Are made Regenerative

contain allow produced produced more animal  biodiversity traceable farmer and the without thatare  or sourced

artificial genetic with without nutritious welfare from farm farmwater climate  antibiotics regulated locally

colors, engineering farming toxic to store health and and

flavors, (GMOs) practices  synthetic synthetic  enforced

and/or that protect fertilizers hormones by the
preservatives soil health and government

and water pesticides
quality

GEN Z CLAIM I MILLENNIAL CLAIM == GEN Z ORGANIC MILLENNIAL ORGANIC

Q. Please consider your food and beverage purchases and select the ones that you would be willing to pay
more for.

Organic Trade Association: Consumer Perception of USDA Organic and Competing Label Claims
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@ Change in generational spending power are coming

o 3
)

M Alpha(2013-2025)

: : : B BabyBoomers (1946-1964)
: : B GenX(1965-1980)
20T ; :

: : Millennials (1981-1996)

oT B GenZ(1997-2012)

oT

2000 2010 2020 2030 2040 2050
2021 2029 2033 2040
Gen X overtakes Gen Z overtakes Millennials overtakes Gen Z overtakes
Baby Boomers Baby Boomers Gen X GenX
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Global Gen Z Spending Report, Nielsen IQ, GfK, World Data Lab 2024



Industry Resources

;=
W
o
-
3

ORGANIC WEEK

2025
ROOTED IN 40 YEARS,
GROWING FOR THE FUTURE

AN ORGANIC TRADE ASSOCIATION EVENT
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CONSUMER 2025 Organic [\
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of USDA Organic and A " :
Competing Label Claims = 2 Available Now

Generational Trust Levels for Certifications

0000 Park Hyatt
High trust by for various 70,000 .
Orgaric consstenty has ghesttrust across ol generations. by Washin gton, D.C.

o ase o 50,000
«
40,000

« Call for Proposals

* Tabletop Exhibits

e Sponsorship Opportunities

e |eadership Awards Nominations
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h REGISTER NOW

https.//qgrco.de/Organic Week

xxxxxx 30,000
20,000
10,000

o
2005 206 2017 2018 2019 2020

M Current Base Sales ¥ Current incremental Increase - Growth (%)
W Projected Base Sales  Projected Incremental Increase

ota.com/ConsumerPerception X ota.com /Or »

i EE

‘20 EUROPEAN
ORGANIC
25 CONGRESS



ORGANIC
TRADE
ASSOCIATION

Tom Chapman
CO-CHIEF EXECUTIVE OFFICER

Phone: (202) 735-1232
Email: tchapman@ota.com
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