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Once Upon A Farm Organic Baby Food Campaign

Industry Review

In recent years, the demand for organic products have gone on the rise. Consumers 

are now becoming more aware of the health risks that comes with the products they 

purchase on a daily basis. Nowadays people are looking for healthier food choices and 

environmental-friendly products to have around the household. Just last year, UPC-coded 

organic products increased in sales by 9.8% followed by a unit volume increase by 

11.4%. (FMGG AND RETAIL, 2017) With the popularity of organic products growing, 

they are now becoming easier to find and purchase. More and more grocery stores are 

now making room for organic products to be on their shelves. So much more that 

warehouse stores are now representing 27% of all organic spending, which is more than 

the original natural outlets that accounted for 26%. Overall, supermarkets, mass 

merchandisers, and discount grocery stores now represent 25% share of organic spend. 

(FMGG AND RETAIL, 2017)



Although the purchasing of organic products has slowly been increasing, there are 

still large amounts of consumers who are not tempted enough to invest in the change. The 

price of organic products can play a key factor in the purchasing decision for families. 

Those households who have a lower-income steer away from the products with a higher 

priced tag than the cheaper, less healthy food choices. According to Nielsen’s 2017 

Category Shopping Fundamentals, 41% of consumers said financial cost associated with 

eating healthier food are a barrier to their personal health. (FMGG AND RETAIL, 2017) 

Client Overview

Once Upon a Farm focuses on creating organic and healthy baby foods that can be 

easily obtained and given to the infants of today. They ensure that the products they make 

are fresh and full of nutrition, excluding any preservatives, concentrates, or processed 

purees. Their mission statement is “Our mission is to nurture our children, each other, and 

the Earth in order to pass along a healthier and happier world for the next generation.” 

This goal is reached by providing cold-pressed organic baby food to consumers. Cold 

pressed is the process of using electricity and water to process the fruits and vegetables 

for cleaning and storing. They also package the products using a high-pressure processing 

technology that preserves the vitamins, nutrients, and even gives the food more flavor. 

(Monaco, 2018)



The idea for Once Upon a Farm came from Cassandra Curtis, a new mom at the 

time trying to make baby food for her daughter using only organic products. She quickly 

realized how difficult it was to keep up with the process on a weekly basis, so she sought 

to find an easier way. She tested out some farmer markets in San Diego and her soon to 

be co-founder Ari Raz. From there, they created Once Upon a Farm in 2015, and a year 

later, their products were being sold at Whole Foods. (Monaco, 2018)

Product Description

Once Upon A Farm contains different stages for their baby food products to ensure 

its suitable with the infant’s age. On Stage 1, which is for babies five months or older, it 

consist of single fruits or vegetables. Without a subscription, customers pay $2.99/ pouch, 

this comes with a set of 8 pouches for a total of $23.92. Subscription based customers pay 

$2.49/pouch with orders needing to be 24 pouches. A subscription can save up to 17% of 

the cost and have free shipping while non-subscribers pay for shipping. Stage 2 pouches 

come with a mixture of two fruits and vegetables plus healthy fats. This stage is for 

infants aged 7 months and up. Stage 3 baby food introduces healthy fats along with 

mixtures of fruits/vegetables for infants 9 months and older. Stage 4 baby food is aimed 

for toddlers 18 months and older; this offers a chocolate treat with other fruits and 

vegetables with healthy fats. (Once Upon a Farm, n.d.)



Millennial Parents

According to a survey conducted by the Organic Trade Association, 25% of 

millennials in America are parents, and it is expected to hit 80% in the next 10 to 15 

years. (McNeil, 2017) This is beneficial to Once Upon a Farm because more millennials 

are leading more to healthier meals. This drives up the market for organic products 

because the millennials who are having kids will raise their children to eat organic foods, 

which will make them purchase meals supporting that lifestyle. In a recent survey, 52% 

of millennial parents stated that they closely monitor their child’s diet, and another 64% 

of parents are saying that the environment is a top concern for them now that they are 

parents. (Fromm, 2018) This can cause for a lot of lifetime subscribers. They will be 

searching for a company that can partake in healthy organic foods that’s suitable for 

babies and still give them the required nutrients.

Once Upon a Farms main target audience are millennials who are moms and dads, 

in the age range of 18–35 years old. Their children must be in the age range of about 5 to 

12 months old. They also aim for households with an annual income of about $50,000. 

There is a large force behind the purchasing process, the number of US household with 

adults 25-34 who have children is 10.8 million. (Fromm, 2018) This reason alone makes 

it a prime time for companies like Once Upon a Farm to come into fruition and start 

marketing to the millennials of today. They numbers should only increase from here and 



there is a huge amount of certainty that the customers will become lifetime subscribers, 

along with their children.


