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ORGANIC  TRADE ASSOCIATI ON

CONSUMER ATTITUDES ABOUT ORGANIC

Trust in Labels and Certifications
Please select the statement that aligns the most with your opinions regarding each of the 
following food and beverage certifications.
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Which of these claims or attributes would be important to you when purchasing a food or beverage?
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Please consider your food and beverage purchases and select the ones that you would be willing to pay more for?
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