
The Natural, Organic, and Health/Wellness industry is one of innovation, risk taking, self-regulation, 
and collective evolution.  We utilize the tools we have to the best of our ability such as NOP Organic 
regulations, 3rd party certification, greater transparency of business models and supply chains, 
and informed and loyal consumers.  With this as our stepping stone, our industry in general seeks to 
provide products to match consumer lifestyles that are committed to better health for us individually, 
for our families, in our communities, internationally, and in our environment.  

It has been a long journey from granola and soy milk to gluten free raw foods, fair trade com-
modities, botanical sodas, and mobile apps that allow you to research the specific farm where an 
herb was grown. The distinguishing factors of who we are as consumers in this industry cover the full 
spectrum of needs, commitments, intentions, and of course price points.  As a whole though we all 
share the need for education and clarity in our understanding of what and why we are purchasing 
products and brands specific to our Industry and our individual needs.  This has driven us through 
my previous year’s themes of “beyond organic” and “transparency and accountability” to a place 
I now call Source to Shelf.

In recent years Natural products seemed to fit a nice need. Organic is always better, especially 
environmentally, but natural is still integral to our world especially for the entry level consumer.  
However, a long lurking beast has finally landed with full weight in our retail aisles, in our pantries, 
and in our medicine cabinets.  Genetically modified crops and their ingredient counterparts are now 
at a high risk of contaminating our Industry, even organic.  This topic is high profile, even more of 
late, and GMO will be the topic of conversation for years to come.  

Do we just eliminate use of high risk ingredients, or do we continue to fight the battle to eliminate 
them completely from our supply chain?  Will dedicated GMO Free infrastructures develop from 
the fields to our checkout counters?  Most is still to be determined. However, as our Industry always 
does, it is stepping up to the plate to understand, discuss, lead, and address these questions, with 
or without the help of the federal government.  Regardless, I think everyone got the memo this year 
at Expo, and we are officially in new territory as we’ll do whatever we need to protect the roots 
of our Industry. 

There has to be a way of integrating our way back to a holistic and mutually dependent relation-
ship to the land, our food, and everything that happens in that process.  I believe the next real trend 
is Source To Shelf, the story as a whole, not just the bits and pieces we have now.  It’s our opportunity 
to both participate in the writing of the story, and to reflect upon it and gain insight through what 
our community and environment tells us.

Brent Coons
Director - SPINS Product Library
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**The following review is not comprehensive of the proposed segments. Its purpose is to highlight these areas but not to 
define them. 

 
Transparency and Accountability   
As stated last year, there is an increased emphasis on the story behind the brands or 
missions they stand by. In response to consumers placing greater value on brand 
transparency, manufacturers are making their backgrounds and their missions known 
through new and innovative marketing efforts, package labeling, and now, technology. 
Today’s dedicated natural consumer considers a multitude of factors in their purchasing 
decisions at retail. Transparency and accountability are increasingly two of them. The 
concept of the informed consumer is constantly being re-defined and brands are 
responding by telling their unique stories. 
 

• Clif Bar Family Foundation – Seed Matters™: 
Conserve crop genetic diversity, promote 
farmers’ roles and rights as seed innovators 
and stewards, reinvigorate public seed 
research and education.  Substantial 
donation to Organic Farming Research 
Foundation, Center for Food Safety, and 
Organic Seed Alliance.   

• Gaia Herbs – Meet Your Herbs™ mobile application allows a consumer to enter a 
code from all their products to find out where the ingredients were grown (down to 
the specific field) and what tests and certifications were performed on each 
harvest for purity and potency. 

• Crop to Cup Coffee Co. 

• Traditional Medicinals – Solar power office facilities, organic, Fair Trade and 
FairWild™ sourcing, recycled paperboard boxes and hemp paper based filters. 

 
 

3rd Party Certifications 
Positioning, levels of differentiation and accountability are all aspects of label claims and 
certifications.  Third party certification brings consumer confidence and added value to 
brands and items.  These organizations are critical to furthering the story and integrity of 
the Natural Products Industry.  Here is a handful that showed their commitment and 
presence at Expo this year: 

• FairTrade USA 

• Non GMO Project Verified 

• Whole Grain Council Certified 

• Gluten Free Certification Organization 

• CCOF 

• Oregon Tilth 

• Fair for Life 

• Big Tree Renewable Energy  

• Certified B Corp  

• Carbon Zero Certified  

• Certified Vegan  



• Made with 100% wind power 

• Low CO2 with NativeEnergy 

• EcoCert 

• Sustainable Amazon Partnership 

• Certified Humane 

• 1% for the Planet 

• Green-E certified renewable energy 

• Biodynamic / Certified Demeter 

• Rainforest Alliance 

• American Humane Certified 
 
 

Raw Foods  
Raw foods (like gluten free or vegan offerings) are now an integral part of the Natural 
Products Industry and continuing to mature as a product segment.  These often labor 
intensive offerings slowly have migrated from the kitchen dehydrators of raw foodists to 
wide-scale retailer availability.  Along with this journey there has been growth of 
branding, marketing, unique offerings, and even a move into the gourmet realm with 
fantastic flavors.  Raw foods offer a healthy food segment that is now appealing to a 
wide spectrum of natural consumers and not just those concerned about heating 
temperatures, active enzymes, and natural fermentation.  
 

• Living Intentions – Gone Nuts line of gourmet seasoned 
sprouted raw nuts 

• Body Ecology – Coconut water that is certified organic and 
raw (comes frozen) 

• Lydia’s Organics – Kale Crunchies 

• Rhythm Superfoods – Raw organic vegan sweet potato chips 

• Zukay Live Foods – Kvass Beverages raw probiotic vegan 
Hail Merry – Snacks, nuts, granola 

• Kevita – Raw probiotic drinks 

• Ojio – Agave powder 

• Kombucha Botanica – Great flavors of Grab ‘N Go Kombucha 

• Kaia foods 
 

Non-GMO  
It’s officially on the table - literally.  The issue of genetically modified crops and seed, and 
their relation to our Industry has reached a point of critical mass and even infiltration.  
There is no going back and we must look for resolution going forward.  GMO is not here 
to take attention away from any other valued attributes such as Organic, Fair Trade, 
Allergy Free, Animal Welfare or Sustainability.  However, addressing GMO’s is core to 
the integrity of our right to choose our own standards of food, supplements, and personal 
products. There is not a single solution here, but we must be united on the effort to use the 
tools afforded to us today, and to build a foundation on which we can continue to evolve 
and strengthen our right to non-transgenic crops and animals.  We are all stakeholders in 
this process and the window is now. 



 
“In 2006, Straus Family Creamery became the first organic dairy to voluntarily test organic cattle feed.  Some 
feed corn sold to our dairy farm as organic was contaminated by GMO’s, not through the fault of the organic 
farmers.  The livelihoods of all organic farmers, as well as suppliers, producers, and retailers in the organic 
industry have been put as risk by the unregulated GMO’s.” 

 – Albert Straus, Straus Family Creamery, Marshall California.      
                 www.strausfamilycreamery.com/images/uploads/4d4c387cb63b8.pdf 

 

• Eden Foods 

• Center for Food Safety (legislation, policy and education) 

• Non-GMO Project Verification 

• Traditional Medicinals 

• Strauss Family Dairy 

• Nature’s Path 

• New Chapter  

• Lundberg 

• Turtle Mountain 

• Wholesoy 

• Earth’s Best Organic 
 
 

Packaging   
Whether it is for environmental reasons or design aesthetics, packaging always is a stand 
out approach to attracting consumers.  We don’t judge a book based on its cover, but we 
certainly often buy the book because of it.  What a product says, how it looks, what it’s 
shaped like, what it’s made out of - these are all notions for consideration.  An 
appreciated focus on sustainability has been a driving factor of innovation in our industry 
for quite some time and a continued quest in the realm of packaging. 
 

• Replenish – Household cleaners without the water. Refill with 
concentrated replaceable twist-on pods 

• 7th Generation - Joining with Ecologic to reveal new 100% 
recycled outer shell 

• Evol Burritos – Compostable Bowls in their new frozen bowls line 

• Icebox – Water in a Box that is compostable 

• GoMacro – Macrobar cases are 100% compostable or use as a 
seed start planter 

• Method – original contemporary designs and a move to 100% 
post consumer plastic 

 
 

 
 
 

 
 
 



Alternative Sweeteners  
The conventional notion of ‘no sugar added’ has entered into all facets of food and 
beverage products.  Specifically, not using sugar (whether beet or cane) has led us to a 
variety of choices as to the types of natural sweeteners used.  While stevia has legally 
joined the food aisles, many others such as erythritol, lo han, yaccon, coconut sugar, 
agave, or xylitol still hold strong relevance providing the appropriate level of consumer 
choice when looking for alternative sweeteners.  There are a number of blends and 
varieties too that add to the options.  Whether driven by calories or just an alternative, 
these sweeteners are here to stay. 
 

• Organicville – Agave sweetened pasta sauce, condiments, dressings 

• Zevia – Expands its zero calorie success into more offerings such as caffeine free 
Cola, Mountain Zevia, Grape, and Dr Zevia 

• Skoopz - Natural sweetener blend 

• Thomas Kemper Naturally Diet sodas 

• Coconut World coconut sugar 

• Madhava Natural Sweeteners 

• Stevia Cane sugar and stevia blend  

• Kevita – Coconut Probiotic Drink sweetened with stevia 

• Steaz zero calorie beverages 

• Wholesome Sweeteners 

• Now Foods – Organic Stevia 
 
 

Grain Free 
There is a nice movement to non-grain based ingredients in traditionally grain based 
product types such as snack chips or cereals.  A bit of this segment takes some strength 
from low carb and the newly re-branded Paleo diet. Also part of this trend is related to 
the reverse evolution of agrarian history, what some might reference as “going back to 
what grandma made.”  However, this ‘looking back’ trend chooses to skip over the white 
flour part of our history and is placing stronger emphasis on alternative commodities 
rather than those of grains. 
 

• Dogswell – Nutrisca grain and potato free dog food 

• CrispRoot – Cassava Root chips 

• Garden Crunch – Cracker with 50% vegetable base 

• Lydia’s Organics – Grainless apple cereal 

• SeaSnax – Seaweed snack ‘chips’ 

• Sunfood – Yacon root chips 

• Peas of Mind – Not grain free but adding veggies into their pizza dough 
 
 

Charitable Action  
Support of charitable efforts has always been a component of our Industry.  We are not 
just in it for the individual health or our bodies, but for the collective betterment of the 
world around us.   



 

• Ecobonus – New loyalty rewards 
program rolling out this year will 
feature the great option of donating 
your points towards charity or 
community based organizations. 

• Buywell Coffee – Roots and Wings 
international (indigenous education) 

• TaDah! – Falafel Wrap (donates 30% 
to Washington DC based charities) 

• 1% for the Planet 

• Shaman Chocolates supporting the 
Huichol peoples 

 
Allergy Free  
Gluten free is the new normal, but now allergy free specific foods are finding their way to 
the forefront of innovation for medical based dietary restrictions.  Consumer trust and 
brand authenticity was gained through the gluten free movement of the last 5 years.  
With that, dedicated gluten free infrastructures, 3rd party certification, and the FDA’s 
allergy labeling of 2004 brought us into this next phase.  Here we will see a number of 
brands and items that cater to individual needs.  Like gluten free, we’ll also see a 
proliferation of products that can satisfy both those with medical necessity and those that 
want to share foods with those in need or just looking for an alternative choice.  Whether 
its egg free, peanut free, soy free, or wheat free products will seek to clearly position 
themselves as such and cater to the unique needs of all. 

• Enjoy Life Foods – Expansive line of allergy free products 

• Home Free – Allergy free treats 

• Allergaroo – Allergy free entrees 
 
 

Gourmet Organic  
The line between Specialty Gourmet and Organic products has often been faint and 
sometimes even non-existent.  It is always nice to see offerings that have catered to both 
of these segments as foodies, health advocates and environmentalists are often the same 
person.  Flavor profiles, quality of ingredients (and their handling), artisanal hand made 
batches, and top shelf offerings all are concerns for the rising trend of gourmet organics. 

 

• Bucha Live Kombucha – Grapefruit Sage, Masala chai, Verbena Rose 

• Rogue Creamery – High quality, local to northern California, 
exceptional flavors 

• Colorado Mountain Jam – Jams and Jellies fresh picked at the peak 
of ripeness 

• Redwood Hill Farm 

• Taylors Tonics – Mate’ Colada Botanical soda with a coconut twist 

 
 



Vegan  
Products made without the use of animal based ingredients are here to stay.  Flavor 
profiles and product offerings are continuing to grow and even appeal to non-vegan diet 
based consumers. 
 

 

• Daiya – Pepperjack vegan cheese shreds 

• Asherah’s Gourmet – VeganBurgers quinoa based / 
100% organic / Soy free, gluten free 

• MimicCreme – Non dairy coffee cream made from 
Almond/Cashew blend 

• Chicago Soydairy – Dandies Vegan marshmallows, 
Teese vegan mozzarella, Teese Sticks appetizers 

• Vegan Queso – From Food For Lovers: Soy, nut, and 
dairy free 

• Organic Valley – Soy Creamer that is organic and 
utilized fair trade ingredients 

 
 

Technology  
As smart phones become the norm and our industry is based around informed consumers, 
we expect to see an exponential rise in companies that utilize technology in their brand 
and market strategies. 

 
  
 

• Gaia Herbs – Meet Your Herbs ™ mobile application 

• Ethical Been – Smart phone scan-able QR codes on their 
coffee bags 

 
 
 
 
 
 
 
 
 

 

Heirloom / Pre-Hybridization  
There is a welcome new interest in heirloom ingredients or pre-hybridized crops (varietals 
that existed prior to the Green Revolution).  This is not new, but product offerings are 
becoming more available at the retail shelf instead of just at your local farmers market. 
  

• Lotus Rice – Volcano Rice 

• Jovial – Pre-hybrid wheat pasta 

• Alter Eco – Coral Red Jasmine Rice  




