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Despite a plethora of
merchandising obstacles
that are slowing the

expansion of the natural and
organic segments, more
consumers still are craving the
proteins.

Sales of natural chicken, for
instance, rose 28.4 percent from
2004 to 2006, while pork rev-
enues jumped 52.5 percent,
according to FreshLook
Marketing, a Hoffman Estates,
Ill.-based research firm.

In addition, sales of natural
and organic beef in 2006
increased about 25 percent in
pounds and 28 percent in dol-
lars, far exceeding the growth
of conventional beef, reports
Randy Irion, director of retail
marketing for the Centennial,
Colo.-based National Cattle-
men’s Beef Association
(NCBA). 

Still, overall natural rev-
enues—along with sales of
organic proteins—remain
minuscule in comparison to
conventional products. Irion
notes that natural and organic
beef represents just 2 percent of
overall beef sales, while the
Greenfield, Mass.-based
Organic Trade Association
reports that 2005 revenues from
sales of organic meat, poultry
and fish totaled just $526 mil-
lion, despite a 55.4 percent
increase.

To ignite the categories, mer-
chandisers must spell out the
benefits of the products to con-
sumers—and leverage tools
that enable shoppers to differ-
entiate between natural and
organic offerings, analysts say. 

Many shoppers, for instance,
still are unclear on what “natu-
ral” means and question
whether natural products are
more healthful than conven-
tional proteins.

Tara Earley, principal of
Earley & Earley Inc., a Half
Moon Bay, Calif.-based market-
ing firm, suggests that retailers

situate a small chart or distrib-
ute cards at the point of sale to
educate customers.

Meanwhile, Laurie
Demeritt, president and chief
operating officer of The
Hartman Group Inc., a
Bellevue, Wash.-based market-
ing and consulting firm that
specializes in health and well-
ness, advises merchandisers to
avoid placing the word “natu-
ral” on their packaging and
instead list product attributes.
They could note, for instance,
that the meat was developed
from animals that were raised

Chugging forward
More shoppers are buying natural and organic proteins, but
merchandising changes are needed for greater category expansion. 
By Richard Mitchell, Editor

❍NATURAL AND ORGANIC MERCHANDISING

Schnuck Markets Inc. is publicizing natural proteins on its Web site.
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❍NATURAL AND ORGANIC MERCHANDISING

NON-
USERS USERS

Age
18-24 13.5% 10.6%

25-34 16.7% 21.3%

35-44 19.9% 19.0%

45-54 18.2% 22.9%

55-64 14.5% 13.0%

65 or older 17.2% 13.3%

Education
Some high school or less 0.4% 0.1%

High school graduate 6.4% 10.0%

Some college 27.5% 34.2%

College graduate 29.0% 32.8%

Some graduate school 9.9% 8.1%

Postgraduate degree 26.9% 14.8%

Female 52.3% 50.4%

Young Children 
(Ages 0-9) 
in Household 15.7% 20.9%

NON-
USERS USERS

Income
Under $30,000 17.4% 29.5%
$30,000-$49,999 24.3% 27.9%
$50,000-$69,999 17.3% 10.1%
$70,000-$99,999 20.2% 17.1%
$100,000-plus 20.8% 15.5%

Ethnicity
Asian 5.5% 2.5%
African American 11.7% 12.5%
Caucasian 78.7% 83.9%
Hispanic or Latin American 13.9% 10.4%
Native American 1.8% 1.4%

Geography
Pacific 16.8% 15.2%
Mountain 8.4% 4.9%
West North Central 8.0% 7.6%
West South Central 10.6% 10.4%
East North Central 15.6% 21.5%
East South Central 3.0% 3.6%
South Atlantic 16.6% 12.4%
Middle Atlantic 13.5% 19.9%
New England 7.6% 4.6%

Demographics of Organic Users and Non-Users

Source: Organic2006 survey, December 2005. Some respondents indicated multiple ethnicities. Some
percentages within variables may differ from 100% due to rounding. Figures are from 2,109
respondents, including 1,536 organic users (persons who used organics at least occasionally in the
previous three months) and 573 organic non users.
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