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Presenter
Presentation Notes
This annual State of Natural & Organic session was originally planned to help kick off Natural Products Expo West.
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Total industry sales expected to grow 9.5% in 2020, with growth positively impacted by 
COVID-19 due to surging consumer demand

Source: Nutrition Business Journal ($mil, consumer sales), powered by SPINS

Natural & Organic industry to hit $252B in 2020

Presenter
Presentation Notes
[CARLOTTA]The U.S natural & organic products industry is projected to grow 9.5% to $252B in 2020, up from 5.1% growth in 2019, according to our Nutrition Business Journal estimates.Driving this strong growth is surging consumer interest in healthier foods and beverages and health and wellness products.With more than $250B in annual consumer sales and more consumers turning to our products, we are becoming a sizeable and influential industry—and one that has the potential to tackle some of our greatest social and environmental challenges. With that in mind, I hope all of you will answer the poll on the right side of your screen, answering the question: How can the U.S. natural & organic products industry spark the most impactful change in the world?We will review the answer to this question at the end of our presentation.
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Source: Nutrition Business Journal ($mil, consumer sales), powered by SPINS

Food & beverage make up 70% of industry sales
Growth of $186B natural, organic and functional food & beverage category was  > 200% 
greater than conventional F&B in 2019; 2020 is seeing continued strong growth

Presenter
Presentation Notes
[CARLOTTA]Natural, organic and functional food & beverage has been another industry bright spot—with sales growth more than 200% greater for natural, organic & functional food & beverage products than conventional food & beverage experienced in 2019. The category is experiencing continued strong growth this year, as people are cooking more at home and prioritizing healthy eating.
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Organic F&B sales growth holding despite COVID
U.S. Organic F&B grew 4.6% to $47 B in 2019

Source: Nutrition Business Journal ($mil, consumer sales), powered by SPINS

Presenter
Presentation Notes
The U.S. Organic food and beverage category expanded 4% to $46.6B last year—this was down from 6% growth in 2018.The slowdown was particularly evident in the largest organic category: organic produce, which saw sales growth fall from 5.6% in 2018 to an estimated 3.9% in 2019.Organic meat, fish and poultry experienced continued strong growth in 2019 at an estimated 11.4%Organic dairy was flat last year compared to 2018—as this organic product category continues to face headwindsOrganic is one area I’m going to be watching carefully as we move through the current economic downturn.
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Supplements on track to grow 12% to $54B in ’20
As consumers prioritize health & wellness, supplement sales expected to be $3B greater in 
2020 compared to pre-COVID estimates

Presenter
Presentation Notes
[CARLOTTA]Dietary supplements is one of our industry categories that has seen a particularly sharp increase in consumer demand. NBJ projects growth will be 12.1% for supplements in 2020, blowing past the $50 benchmark and reaching $54 billion in sales this year. For context, this is the highest growth rate for supplements since 1997, when the supplement category was just $14 billion in annual consumer sales.
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Current projection lift in added dollars 
over pre-COVID projections

Lift will last: Supplements projected to be 
$1.4B larger in 2023 than pre-COVID est.

• Multivitamins +$1.1B

• Combination herb formulas 
+$926m

• Vitamin C +$235m

• Vitamin D +$223m

• Pre/probiotics +$220m

Source: Nutrition Business Journal ($mil, consumer sales), powered by SPINS



Cold, flu and immunity sales surge in 2020
Sales to grow est. 52.2% to $5.2B in 2020
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Presentation Notes
Maybe cut for time?
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COVID accelerating e-commerce sales growth
Total natural & organic e-commerce sales growth expected to surpass 50% in 2020, as 
consumers gravitate to online for safety and convenience
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Presenter
Presentation Notes
[CARLOTTA]Consumers are also buying more of their food and health and wellness products online this year, and that has fueled more than 50% growth in total industry e-commerce-enabled sales this year.
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Mass market sales dominance expected 
While total natural & organic e-commerce sales are set to double between 2018 and 2023, 
consumers still expected to predominantly shop brick-and-mortar retail for natural & organic

Source: Nutrition Business Journal ($mil, consumer sales), powered by SPINS

Presenter
Presentation Notes
[CARLOTTA]And yet, although total natural & organic e-commerce sales are set to double between 2018 and 2023—as shown with the TEAL pie slice in the charts on this slide—consumers are still expected to predominantly shop brick-and-mortar retail for natural & organic products over the next several years.



Rest and immunity rise to the top in 
investment activity as well

Source: Nutrition Capital Network
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Consumers retaining values that grew natural



What might our post-COVID 
future look like?

Presenter
Presentation Notes
Will focus on the trends within each macro force that are aligned with growing consumer demand and provide particularly significant opportunities for positive impact on human and planetary health.
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Health and wellness will be prioritized

Presenter
Presentation Notes
One hypothesis for what the world might look like in a post-COVID world is that consumers will increasingly prioritize health and wellness.



COVID is making personal health more 
important to consumers

Source: New Hope Network NEXT Data and Insights survey of n~1,000 collected week of April 13, 2020, using a convenience sample 
directionally representative of U.S. consumers ages 18-65, weighted by age, gender, and region.

Q: Would you say personal health is more or less important to you today than it was in 2019?

Presenter
Presentation Notes
New Hope Network NEXT Data and Insights survey of n~1,000 collected week of April 13, 2020, using a convenience sample directionally representative of U.S. consumers ages 18-65, weighted by age, gender, and region.77% of those surveyed said personal health is more important today than it was in 2019.



Consumers view healthy food and nutrition 
as more important today than in 2019

38%
41%
41%
43%
33%
15%

Remaining in regular contact with friends

Proactively managing my health

Getting regular exercise

Eating healthy food

Taking dietary supplements and vitamins

Buying organic certified product

Less Important More ImportantQ: Would you say _______ is more or less 
important to you today than it was in 2019?

Source: New Hope Network NEXT Data and Insights survey of n~1,000 collected week of April 13, 2020, using a convenience sample 
directionally representative of U.S. consumers ages 18-65 weighted by age, gender, and region.
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Presenter
Presentation Notes
Digging in a bit deeper43% said Eating Healthy Food is more important today than it was in 2019And 33% said Taking Dietary Supplements and Vitamins is more important20% of consumers surveyed said buying certified organic products—as this action relates to personal health—is less important today, compared to the 15% that said it is more important



Prioritizing health and wellness: Supporting 
macro forces and trends

Trend: Sweet indulgences 
that deliver on taste and 
texture without the sugar

SUGAR 
VILIFIED

Trend: Nutrient-dense, 
time-honored food 

delivering simple, clean 
ingredients and 
delicious taste 

ANCIENT 
WISDOM

SPECIAL 
DIETS

Trend: Brands are 
innovating to cater to 

consumers following vegan, 
keto, Whole30 and other 

special diets

Presenter
Presentation Notes
A number of long-term macro forces and trends that have driven growth of the natural & organic products industry up until now position us well for a world in which consumers increasingly prioritize health and wellness. A few examples:Ancient Wisdom: This trend is driven by consumers seeking nutrient-dense time-honored food that delivers simple, clean ingredients and delicious tasteWe also have trends related to changing consumer understanding of nutrition, such as the growing embrace of healthy fats and the increased avoidance of sugar



Prioritizing health and wellness: Supporting 
macro forces and trends

Trend: Brands embrace and 
seek to authentically serve an 

increasingly diverse USA

SERVING A 
DIVERSE 
AMERICA

Trend: Optimized products 
that address inflammation 

and other conditions to 
support optimized health 

and wellness 

IMMUNE
SUPPORT

MODERN 
CONDITIONS

Trend: Science-backed 
health and wellness 

offerings positioned to 
address modern conditions 
such as eye health, stress 

or sleep support

Presenter
Presentation Notes
We see consumers purchasing products that address inflammation and other conditions to support optimized health and wellness They are also seeking out science-backed health and wellness offerings positioned to address modern conditions such as eye health, stress support, sleep support and of course the big one these days: immunityAnd finally we have brands that embracing and seeking to authentically serve an increasingly diverse America



Source: New Hope Network Consumer Segmentation Survey, n=5000

We are currently missing the opportunity to serve 
more diverse consumers
Black, Indigenous, Latinx, Asian and other people of color currently make up only 27% 
of natural & organic products market consumer base

Presenter
Presentation Notes
[CARLOTTA]Although most people in general are increasingly focused on their health and wellness, we as an industry primarily serve only white consumers.In fact, Black, Indigenous, Latinx, Asian and other people of color make up only 27% of the current natural & organic products market consumer base, according to New Hope consumer segmentation research.



Does your company 
have the diverse 
leadership needed to 
engage and serve an 
increasingly diverse 
consumer market?

Source: Associated Press, 2013. Chart shows population projections by race and ethnicity

Our consumer base doesn’t match U.S. population
The U.S. population is moving toward a white minority within 25 years

Presenter
Presentation Notes
[NICK]The U.S. population is moving toward a white minority within 25 yearsSource: Associated Press, 2013. Chart shows population projections by race and ethnicity
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68%
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Board 
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Leadership 
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Source: JEDI Collaborative and New Hope Network Benchmarking Survey of U.S. natural products companies, conducted Q4 2019

This reflects current natural & organic leadership
Industry leadership teams and boards are predominantly made up of white men, according to 
2019 JEDI Collaborative survey 

Presenter
Presentation Notes
[CARLOTTA]New Hope partnered with the JEDI Collaborative to conduct this survey and we are committed to this work because, as long-time conveners of the natural & organic industry, we know first hand the power of community to drive real change and we believe it is our responsibility and an opportunity to ensure that everyone—regardless of their gender, race, ethnicity, orientation or background—feels they have a place in the natural & organic industry and can lead us toward becoming a more innovative force for good in the world.Objective: Obtain a view into the demographic makeup of our industry today so we know where we are today, can set benchmark goals and measure our progress as an industryIn a survey conducted Q4 2019, we asked industry members to tell us about the make up of their company leadership, board of directors, CEOs and founders.Roughly 220 industry leaders completed the survey, providing a view into approximately 1,000 leaders, 725 board members, 220 CEOs, and 210 foundersThis data is based upon what individuals who took the survey were able to provide using knowledge of their leadership. This is inherently imperfect, but it is a good place to start. In future years we may look to collect hard data from intake forms and HR departments.
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Source: JEDI Collaborative and New Hope Network Benchmarking Survey of U.S. natural products companies, conducted Q4 2019

We need more Black, Indigenous and Latinx 
leaders and brand owners—period
Without more BIPOC representation in leadership and company ownership, we will not be 
able to meet the needs of an increasingly diverse population

Presenter
Presentation Notes
[CARLOTTA]



Q: Would you say social equity and justice are more or less important to you today than it was in 2019?

Source: New Hope Network NEXT Data and Insights survey of n~1,000 collected week of June 12, 2020, using a convenience sample
directionally representative of U.S. consumers ages 18-65, weighted by age, gender, and region.

People are also prioritizing social equity and 
justice, as Black Lives Matter movement spreads

Presenter
Presentation Notes
[CARLOTTA]New Hope Network NEXT Data and Insights survey of n~1,000 collected week of April 13, 2020, using a convenience sample directionally representative of U.S. consumers ages 18-65, weighted by age, gender, and region.74% of those surveyed said environmental health is more important today than it was in 2019.



New nonprofits created to foster justice, equity, 
diversity & inclusion in natural & organic, CPG

Presenter
Presentation Notes
Project Potluck is a professional community founded by People of Color with a singular mission: to help POC build successful companies and careers in the Consumer Packaged Goods (CPG) industry.
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Sustainability will matter more

Presenter
Presentation Notes
One other hypothesis for COVID might change the world is that sustainability will matter more



COVID is making environmental health 
more important to consumers

Source: New Hope Network NEXT Data and Insights survey of n~1,000 collected week of April 13, 2020, using a convenience sample 
directionally representative of U.S. consumers ages 18-65, weighted by age, gender, and region.

Q: Would you say environmental is more or less important to you today than it was in 2019?

Presenter
Presentation Notes
New Hope Network NEXT Data and Insights survey of n~1,000 collected week of April 13, 2020, using a convenience sample directionally representative of U.S. consumers ages 18-65, weighted by age, gender, and region.67% of those surveyed said environmental health is more important today than it was in 2019.



At the grocery store consumers appear to be 
supporting environmental issues in these ways …

29%
26%
22%
16%
36%
18%

Buying plant-based foods

Buying responsibly sourced meat, seafood, or 
dairy

Buying organic products

Buying Fair Trade certified products

Paying more attention to food waste

Buying products with more environmentally 
friendly packaging

Doing Less Doing More
Compared to your typical 2019 grocery 

shopping, which of the following are you 
doing more or less of now?

Source: New Hope Network NEXT Data and Insights survey of n~1,000 collected week of April 13, 2020, using a convenience sample 
directionally representative of U.S. consumers ages 18-65 weighted by age, gender, and region.
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11%
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Presenter
Presentation Notes
But at the grocery store, consumers appear to be supporting social and environmental issues by:--paying more attention to food waste--buying plant-based foods--buying responsible meat, seafood and dairy--buying organic--and buying products with environmentally friendly packaging



Sustainability matters: Supporting macro 
forces and trends

Trend: Brands are 
improving their supply 
chains via organic and 
other ag commitments

AGRICULTURAL 
COMMITMENTS

Trend: Brands are meeting 
growing consumer demand 
for plant-based foods with 
more nutrient-dense and 

sustainable offerings

PLANT 
WISDOM

RESPONSIBLE 
PROTEIN

Trend: Consumer 
consumption of meat is on 

the rise, but people 
increasingly want more 
ethical and sustainable 

options

Presenter
Presentation Notes
Plant Wisdom: Brands are meeting growing consumer demand for plant-based foods with more nutrient-dense and sustainable offeringsResponsible Protein: Consumer consumption of meat is on the rise, but people increasingly want more ethical and sustainable optionsAgricultural Commitments: Brands are improving their supply chains via organic and other ag commitments



Sustainability matters: Supporting macro 
forces and trends

Trend: Brands are keeping 
materials in circulation (as 
opposed to in landfills) for 

as long as possible

CIRCULAR 
ECONOMIES

Trend: As “single use” 
becomes demonized, 

brands are increasingly 
investing in more 

sustainable packaging 
options

SUSTAINABLE
PACKAGING

WASTE NOT, 
WANT NOT

Trend: Creative solutions 
for upcycling ingredients 
and reducing waste are 

popping up in many product 
categories

Presenter
Presentation Notes
Sustainable Packaging: As “single use” becomes demonized, brands are increasingly investing in more sustainable packaging optionsWaste Not, Want Not: Creative solutions for upcycling ingredients and reducing waste are popping up in many product categoriesCircular Economies: Brands are keeping materials in circulation (as opposed to in landfills) for as long as possible



• Our industry is sizeable and poised for greater impact 
• Health matters more than ever before and we can bring more health to 

more people—and to all people 
• We will benefit by diversifying our leadership and consumer base 
• COVID is connecting us to our food once again and this will make 

consumers more selective in what they buy and care more about how we 
grow and make our products 

• Consumers want brands to take a stand on health, environmental and 
social justice.

• We as people are helping others at macro, micro and all levels in 
between at high levels not seen before COVID-19—our industry can 
benefit from increased collaboration

• More money will be flowing to companies/brands and this will increase 
our potential to drive innovation to meet changing consumer demand

Final takeaways

Presenter
Presentation Notes
[CARLOTTA SPEAKS TO FIRST THREE BULLET POINTS; NICK SPEAKDS TO LAST THREE BULLET POINTS]



Thank you!
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