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Why Organic?
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Baby Food is an entry point for the Organic Consumer
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Organic Categories by Volume

While Baby Food as a Category Ranks 80th by total 
volume in IRI, it Ranks 4th in IRI’s Organic 
Categories by volume.

Source: IRI Syndicated Database L52 Weeks LI Organic Attribute Stnd Categories Data through 04.04.21 and  Kantar Consulting ShopperGenetics®

At 33%, Baby Food is the most developed Organic 
Category in IRI. Organic is the #1 choice on the 
Baby Food Decision Tree.

Organic

Brand

Stage

Sub – 
Brand

Product Type

Pouch vs. 
Other

Serving Size

Flavor

Baby Food 
Hierarchy
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$1.9M

$2.4M
$2.0M

$1.3M $1.2M $1.2M $1.2M $1.2M
$.9M

271.8 107.2 32.6 23.6 19.8 46.1 23.6 23.8 8.9
Total All 
Products

GERBER NON- HAPPY FAMILY PLUM EARTHSBEST BEECHNUT GERBER PRIVATE SPROUT
ORGANIC ORGANICS ORGANIC LABEL

In US MULO Happy Family is 2nd only to Gerber Non-Organic in dollars per average item, and at $2.0M 
per item YTD 2021 Happy Family SKUs are 56% more productive than the average for an organic baby 
food item

Confidential  42

Velocity (Dollar Sales per Avg Items)

Avg Items per 
store selling

Source: IRI Custom Database, US MULO Dollars per ANI YTD 2021 Data Through 04.18.21




