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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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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

Il | HAVE HIGH TRUST IN THIS CERTIFICATION | HAVE A LITTLE TRUST IN THIS CERTIFICATION
| AM NOT FAMILIAR WITH THIS CERTIFICATION | |1 HAVE A MODERATE LEVEL OF TRUST IN THIS CERTIFICATION
| HAVE NO TRUST IN THIS CERTIFICATION
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CERTIFICATION AND CLAIMS LANDSCAPE

Which of these claims or attributes would be important to you when purchasing a food or beverage?
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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

M GEN X CLAIM = BABY BOOMER CLAIM = GEN X ORGANIC = BABY BOOMER ORGANIC
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CERTIFICATION AND CLAIMS LANDSCAPE

Which of these claims or attributes would be important to you when purchasing a food or beverage?
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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
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- ORGANIC TRADE ASSOCIATION Consumer Perception of USDA Organic and Competing Label Claims



CERTIFICATION AND CLAIMS LANDSCAPE

Please consider your food and beverage purchases and select the ones that you would be willing to pay more for?
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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 fromfarm 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
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CERTIFICATION AND CLAIMS LANDSCAPE

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