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Where consumers primarily purchase NOFB
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GenZ Millennials Gen X Baby boomers
© In-store mass market @ Online mass market @ Warehouse clubs Mass grocery chains @ Natural food store chains (Whole Foods, Sprouts) @ Amazon

@ Local natural foods/co-op @ Local independent grocery @ Ethnic market @ Online subscription (Thrive, Hungryroot) @ Direct from brand

Source: Nutrition Business Journal surveys targeting that purchase natural or organic food or beverage products, aged 19-75. Completed January 2026 with N=1,000; powered by the Suzy online platform.
Question: "Where do you primarily purchase natural or organic food and beverage products? Please select your top two options.”




How retailers can improve shopping experience
for NOFB consumers

More promotions, discounts, or loyalty
rewards for natural and organic products

More in-store sampling or product
demonstrations

Clearer labeling and transparency about
product sourcing and certifications

Better in-store organization or signage for
natural and organic sections

Expanded product selection, including niche
or emerging categories

Dedicated sections for local or small-scale
producers

Enhanced education or marketing about the
benefits of natural and organic products

Improved online shopping options (e.g., better
search filters, faster delivery)

None of the above

Source: Nutrition Business Journal surveys targeting average consumers, aged 20-75. Completed January 2026; N=1,000; powered by the Suzy online platform.
Question: "Which of the below do you feel retailers could do to improve the shopping experience for natural and organic products?"

49%



Attributes important to NOFB consumers

+14%

Product or ingredient sourcing

Environmentally responsible (e.g.,
sustainable farming practices,..

+ 9%

+ 6% Socidlly responsible

Product transparency

+5%

Diverse ownership/leadership (e.g.
women, BIPOC- or..

+5%
Price

None of these are important to me
Convenience

Clean label

Quality

Flavor

10%
24%
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2025 @ 2026

63%

Source: Nutrition Business Journal surveys targeting consumers that purchase natural or organic food or beverage products, aged 20-75. Completed Feb 2025 with N=1,026; and Jan 2026 with N=1,012powered by the Suzy online platform.
Question: "What attributes are most important to you when purchasing natural or organic food and beverage products? Please select your top three options.”



Nutritional aspects important to NOFB consumers

+ 8% Nutrient density

+ 6% Lowornocarbs

+ 6% Works with specialized diet
+ 5% Macro-focused

+ 4%  High fiber

+ 3% Low or no added sugars

+ 3%  Plant-based

+2% Low calorie

Healthy fats

High protein

None of the above

Source: Nutrition Business Joural surveys targeting consumers that purchase natural or organic food or beverage products, aged 20-75. Completed Feb 2025 with N=1,026; and Jan 2026 with N=1,012powered by the Suzy online platform.

41%

17%
25%
7%
13%
3%
9%
3%
8%
14%
18%
21%
24%
6%
9%
13%
15%
16%
15%
37%
19%
6%

® 2025 @ 2026

Question: "What nutritional aspects are important to you when purchasing natural or organic food and beverage products? Please rank your top two options.”



Certifications important to NOFB consumers

Source: Nutrition Business Journal surveys targeting consumers that purchase natural or organic food or beverage products, aged 20-75. Completed Feb 2024 with N=1,083; Feb 2025 with N=1,026; and Jan 2026 with N=1,012; powered by the Suzy online platform.
Question: "Which product certifications are most important to you when purchasing natural or organic food and beverage products? Please select all that apply.”



How NOFB consumers feel technology should
help them discover products

Easy access to detailed product
information (e.g., sourcing, certifications,
ingredients)

Mobile apps for tracking promotions,
discounts, or loyalty rewards

Personalized recommendations based on
my preferences or purchase history

Online ordering and delivery options for
natural and organic products

Community forums or reviews to share
experiences with products

Tools to calculate the environmental
impact of my purchases

Virtual consultations with nutritionists or
health experts

Augmented reality (AR) features to learn
about products in-store

None of the above

Source: Nutrition Business Journal surveys targeting average consumers, aged 20-75. Completed January 2026; N=1,000; powered by the Suzy online platform.
Question: "What role do you think technology (e.g., apps, online platforms) could play in helping you discover and purchase natural and organic products?”



79%

Where supplement consumers primarily shop by generation
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GenZ Millennials Gen X Baby boomers
@ In-store mass market retailers (e.g. Target, Walmart) Online mass market retdailers (e.g., Target.com, Walmart.com) @ Pharmacies and drug stores
@ Mass market grocery chains @ Warehouse club stores Natural foods chain store @ Amazon @ Specialty supplement store chain

@ Online supplement retailer (e.g. iHerb, Vitacost, VitaminShoppe.com, GNC.com) @ Doctor’s office, clinic or healthcare practitioner @ TikTok Shop

Source: Nutrition Business Journal surveys targeting aged 20-75. Ci January 2026; N=1,000; powered by the Suzy online platform.
Question: "Where do you primarily purchase your dietary supplement products? Please select your top option.”




In-store experiences most appealing to supplement consumers

37%

Organized sections by
health concern/benefit

Exclusive in-store
discounts or bundles

Knowledgeable staff
available for consultation

Loyalty programs or rewards
specific to supplement purchases

27%

Ingredient standards
and vetting processes
Accessible information about

attributes including clean label, 25%
transparency, sustainability and more

Options to order online
and pick up in-store easily

26%

Ability to scan products for detailed
ingredient sourcing and quality reports

Innovative/trending product highlights

Personalized supplement recommendations
using in-store digital tools/kiosks

Interactive product testing
/sampling opportunities

Access to certified nutritionists
or wellness coaches on-site

Locally-made or small-batch 12%
supplement sections

Source: Nutrition Business Journal surveys targeting supplement consumers, aged 19-75. Completed July 2025; N=1,000; powered by the Suzy online platform.

Question: "Which of the following aspects of an in-store shopping experience do you find most appealing when buying supplements? Select all that apply."



In-store experiences most appealing to supplement consumers by generation

GenZ Millennials Gen X Baby boomers

© Exclusive in-store discounts or bundles @ Knowledgeable staff available for consultation @ Ingredient standards and vetting processes
Ability to scan products for detailed ingredient sourcing and quality reports
@ Accessible information about attributes including clean label, transparency, sustainability and more @ Options to order online and pick up in-store easily
@ Persondlized supplement recommendations using in-store digital tools/kiosks @ Access to certified nutritionists or wellness coaches on-site
Locally-made or small-batch supplement sections

Source: Nutrition Business Journal surveys targeting supplement consumers, aged 19-75. Completed July 2025; N=1,000; powered by the Suzy online platform.
Question: "Which of the following aspects of an **in-store** shopping experience do you find most appealing when buying supplements? Select all that apply."
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