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NOP Functions

* Develops and maintains organic standards
* Accredits and oversees third party organic certifying agents

— 80 certifying agents worldwide

— 33,000 certified organic operations worldwide; 24,650 of those in the
U.S.

— >S50 billion in U.S. organic sales (food and non-food)
 Manages the National Organic Standards Board
* |nvestigates complaints of violations
* |mplements international organic trade agreements

e 40 staff and FY19 budget of $16.5m (FY12 only $6.9m)



NOP Functions Il - Organic INTEGRITY Database

A database of certified organic operations -
 www.ams.usda.gov/nop

United States Department of Agriculture

—“" Agricultural Marketing Service ORGANIC

(| tome | sewch | epors | INTEGRITYoatasase =

LogIn Register

Welcome to the Organic INTEGRITY Database!

Find a specific certified organic farm or business, or search for an operation with specific characteristics. Listings come from USDA-Accredited Certifying Agents. Historical Annual
Lists of Certified Organic Operations and monthly snapshots of the full data set are available for download on the Data History page. Only certified operations can sell, label or
represent products as organic, unless exempt or excluded from certification.
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FIGURE 2

7. U.S. Organic Food Sales & Growth, 2009-2018
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FIGURE 11 Total U.S. Organic Sales & Growth, 2009-2018

Organic Food 21266 22961 25148 27965 31378 35099 39006 42507 45209 47862
Growth (3%4) 4.3% 8.0% 9.5% 11.2% 12.2% 11.9% 11.1% 9.0% 6.4% 5.9%
% of Total Organic 92.2%  921% 920% 9L9% 9lL9% OL8% g1.6% o1L7% 916%  913%
Organic Non-Food 1,800 1974 2,185 2,455 2770 3152 1,555 3,866 4151 4,580
Growth (%) Q1% Q7% 11.2% 11.8% 12.8% 13.8% 12.8% 8.8% 7.4% 10.6%
% of Total Organic 7.8% 79%  B.0% 8.1% 81%  B82%  B4%  83% B4k 87%

SOURCE: ORGANIC TRADE ASSOCIATIONS 2009 ORGANIC INDUSTRY SURVEY COMDUCTED 1/25/2019-3/26/2015 (5MIL, CONSUMER SALES) |

FIGURE 1.2. U.S. Organic Food Sales by Product FIGURE 13. U.S. Organic Non-Food Sales by

Product in 2018

in 2018

1% Dairy & Eggs
m Fruit & Vegetables
Breads & Grains

& Fish

Fiber (Linen
& Clothing)

Personal Care
A et Food

Household
Products

Condiments

SOURCE: ORGANIC TRADE ASSOCIATION'S 201g ORGANIC INDUSTRY SURVE Y COMDUCTED 1/ 25/2019-3/26./2 01 {CONSUMER SALES) -



FIGURE 24. U.S. Organic Food Penetration of Total Food Market by Category, 2009 vs. 2018
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FIGURE 210. U.S. Organic Food Percent of Market by Channel, 2012 vs.
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FIGURE 211. Fastest Growing Sales Channels for Organic Food Manufacturers & Growers in 2018
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Organic Beverages

SUBCATEGORY 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 7

Organic Beverages 2,612 2,737 2,063 3.389 3701 4172 4.804 5374 5,038 6,440
Growth (%) 1.4% 4.8% 8.3% 14.4% g.2% 12 7% 15.1% 11.9% 10.5% 8.5%

Total Organic Food 21266 22061 25148 27965 31,378 35.009 39,006 42507 45209 47862
Growth (%) 4.3% B.0% g.5% 11.2% 12.2% 11.9% 11.1% G.0% 6.4% 5.0%
T AT TR TR . T T
Beverages (as % Total) 123% 219% 118% 124% 118% 11.9% 12.3% 126% 131% 135%

h ' C TRADE ASSOCIATION'S. IC INDUSTRY SURVEY CONDUGTED 1/25/201g-3/26 /2019 ($MIL, CONSUMER SALES).

.



Organic Beverages - Detail

e St 2018 Sales 2018 Growth Dairy Alternatives
Coftee 1565 10.3% Canned & Bottled
Fresh Juices & Drinks 1,451 13.3% Juice & Drinks
Canned & Bottled Juice 1,259 0.3% Fresh Juices

& Drinks & Drinks

Tea 801 8.6% 12.4% RCE

Dairy Alternatives 479 13.8% Coffee

Wine 201 g.1% 4.5% RUILE

Soft Drinks & Enhanced Drinks 247 12.6% EY-08 Soft Drinks &
Coffee Sub/Cocoa 193 0.9% Enhanced Drinks
Beer 108 3.47% Other

Liquor 36 B.5%

Frozen Juice 8 -0.7%

Total 6,440 8.5%

SOURCE: ORGAMIC TRADE ASSOCIATION'S 2019 ORGANIC INDUSTRY SURVEY COMDUCTED 1/25/2010-3/26/2010 (SMIL., CONSUMER SALES)



Infant Formula

| Frozen Prepared Foods
Canned & Dry Soup & Broth

Baby Food & Formulal
* Food Service, Deli

Dried Prepared Foods

Nut Butters

Other .|
SUBCATEGORY 2018 Sales 2018 Growth ‘.
Frozen Prepared Foods 2,117 7.7%
Canned & Dry Soup & Broth 1125 9.1%
Baby Food & Formula 1,016 7.8%
Food Service, Deli 380 11.8%
Dried Prepared Foods 357 T2%
Nut Butters 262 0.9%
Tofu/ Tempeh 254 5.8%
Desserts 241 2.4%
Pasta Sauces 202 7.9%
Refrigerated Prepared Foods 103 20.3%
Canned Prepared Foods 100 44%
Meat Alternatives/ o7 -3.3%
Veggie Burger
Total 6,252 7.5%

SOURCE ORGANIC TRADE ASSOCIATION'S 2013 ORGANIC INDUSTRY SURVEY

CONDUCTED 1/25/2019-3/26/2010 (SMIL, CONSUMER SALES).



Supplements

Organic Supplements 1,529
Growth (%) 12.0% 7.4% 8.5% 9.9% 10.1%  10.8% 12.5‘}.; 1::.?% 9.0% 137 %
Total Organic Non-Food 1,800 1974 2195 2485 2770 3152 3555 3,866 4151 4589
Growth (%) 9.1% Q7% 112% 118% 128% 138% 128% 8.8% 74% 106%
Supplements (as % Total) 35.2% 345% 33.7% 331% 32.3% 314% 314% 319% 324% 333%

SOURCE ORGANIC TRADE ASSOCIATION'S 2010 ORGANIC INDUSTRY SURVEY CONDUCTED 1/25/ 2010-3¢ 26/ 2010 (SMIL., COMSUMER SALES).




FIGURE 2.5 U.S. Organic No:1-Food Penetration of Total Non-Food Market by Category, 2009 vs. 2018
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Resources

N

FAS Organic Page: www.fas.usda.gov/commodities/organic®
products

* Global Agricultural Trade System (organic selected product
group): https://apps.fas.usda.gov/gats/

* National Organic Program (ams.usda.gov/nop)

— Organic Integrity Database
(https://organic.ams.usda.gov/integrity/)

e Organic Trade Association (www.ota.com)
— www.globalorganictrade.org




