
 

The organic industry has a lot to be proud of. It is the fastest growing segment in the food industry 
reaching $50B in 2017 but there is still a lot of work to do. Organic makes up only 5% of the food 
market with less than 1% of agricultural acreage in the US. As an industry, we cannot waste any 
more time. We must accelerate understanding of and demand for organic to help make the positive 
changes and impact organic can deliver within the industry for people and the planet. 
 
In October 2017, several organic company leaders convened for a 2-day retreat to pool combined 
consumer insights with the goal of agreeing on a collaborative message and campaign that would 
reduce or eliminate consumer confusion about organic. The hope is a combined message, campaign 
and language could help the industry compete with non-GMO, natural and other labels in a much 
more effective way than any of us could do by ourselves. 
 
We want to cut through the clutter and confusion because the truth is….“It’s not complicated” 
 
Growing and raising organic products is the simplest, purest way to do it. 
 
Organic means… 
No use of toxic chemicals 
No use of persistent conventional pesticides 
No GMOs 
No antibiotics 
No synthetic hormones 
No synthetic fertilizers  
And so much more 
 

   
 

 
 
 



 

The Creative: Putting a fresh face on organic. We'll combine macro shots of real food, the bold type 
of a political campaign, and a straight-from-the-farm stencil to create an aesthetic that really goes 
against the grain. 
 
Audience: Our plan is to not only support existing audiences like healthy/conscious shoppers but to 
expand to skeptical shoppers as well as those that are curious to learn more about organic. 
 
The Media Plan: We will connect to our audience across multiple platforms with audio, digital, and 
high impact experiential and outdoor ads using platforms like Spotify, Podcasts, social media, and 
online (epicurious, babycenter, google, etc). 
 
There will also be a coordinated media plan to work with bloggers, social media influencers, and 
traditional print outlets to tell the story of organic. 
 
 

 
 
Budget: Minimum $2 million over a two-year period. This may not seem like a lot but it is just 
enough to prove our message and get it out to millions of consumers. As our message grows, we 
can bring in more supporters, consumers, and funders to expand our reach. 
 
The organic industry must stand together NOW to build upon the progress that has been made over 
the decades. The more people choose organic, the more we can grow and the more good we can do 
as an industry. 
 
The current creative pitch is just the start of a two-year, multifaceted campaign. The current creative 
space is still at the concept phase and will be refined and reviewed by a legal team before it hits the 
market. The development of this project will be overseen by a core team of organic executives from 
companies like Lundberg, Annie’s, Happy Family, Organic Valley and more. Organic Voices would 
like to allow all donors to be engaged on some level and will provide opportunities for feedback 
throughout the campaign. 


