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Ability and Risk Assessment
Diligent Consulting Group provides healthy lifestyle solutions in support of the mission of the customers. As consultants in the Diligent Consulting Group, we have the core values of Dedication, Integrity, and Excellence that drives the group's undivided ability to partner with consumers in applying proven techniques to resolve the healthy lifestyle challenges of clients. After getting engaged on a consulting basis by Loving Organic Foods, a research and analysis were done to determine what motivates the buying habits of customers concerning age demographics.  

 Organic food industry
Rapid growth in industrial development and population growth have exerted pressure on methods of agricultural production on improving the crop yield. Research has raised worries on the rising levels of using chemical fertilizers to increase crop yield. There is a growing awareness of the health impacts of the contaminant food products among the consumers. Turning towards organic food products has become an alternative to most consumers. Organic foods are the agricultural food products that do not contain genetically modified products.
Regarding animal breeding, organic foods do not contain growth hormones, chemicals, and antibiotics. Increasing awareness had led to an increase in the production and consumption of organic food products. Consumers of all ages are becoming aware of the harmful effects of the chemicals contained in the inorganic foods. There is a growing trend towards the purchase of organic food (Dettmann, & Dimitri, 2009). A study regarding what induces consumers of different ages to turn towards organic food products is essential. There are motivating factors to the buying of organic foods which include environmental concern, health, and lifestyle, as well as product quality. This study aims at identifying the attitude of consumers of varying ages towards buying organic foods alongside the motivating factors.
[bookmark: _GoBack]Conducting the analysis
Loving Organic Foods sent a survey to 200 customers previously consuming organic foods, and 124 respondents provided feedback. The feedback contained information on age, gender, organic products bought the most, where bought, the reason for buying and the influencing factor. The survey was inclusive of the age data of the past consumers who had bought organic foods in the last three months. In addition to age, some demographic factors, lifestyles and shopping behaviors influence the target market characteristics.  Demographic features used in this analysis include age and gender, lifestyle features used are healthy eating habits and the willingness to pay more as well as the frequency of buying is linked to shopping behavior. 

Other factors influencing the purchase of organic foods

Moreover, environmental care contributes to the buying of foods products including organic foods. Studies have shown that organic products are less harmful to the environment. Consumers are becoming more aware of protecting the environment (Basha et al., 2015). The healthy concern, as well as lifestyle, also affects the buying of organic products. Consumers are becoming more aware of their health and the choice of their food regarding staying healthy. Health issues influence the attitude of the consumer towards organic food products. The attitude of the consumers makes them willing to pay more or less for organic foods as well as their frequency. Health conscious lifestyle is a foremost motivating factor for the purchase of organic foods and the willingness to pay for them (Basha et al., 2015). Note that a higher price tag and the doubt regarding the genuineness of organic food certification are the barriers to consumption behavior of organic foods.

Results and discussion 
In the analysis of the study, age and other demographic characteristics of buyers as the independent variables were analyzed about the choice of organic products for consumption. Also, an analysis was done on the facts that are important in consumer behavior during the choice of organic food products. The dependent variables included the place where the buyers buy organic products, the products they buy most, the reason to buy and the influence on purchasing. 

	Age category
	Number of consumers
	Percentage 

	Up to 20
	7
	5.6

	21-30
	25
	20.1

	31-40
	37
	29.8

	41-50
	30
	24.1

	51-60
	15
	12.1

	Over 60
	10
	8.0


Histogram 
Mean, median, mode

From the 200 consumers that were surveyed, 124 responded positively to have used organic products in their nutrition, and this forms a significant percentage of organic food purchase. The number is almost three times more than those not consuming organic food products. A significant observation was made regarding the highest number of consumers coming from the urban centers as compared to those from rural areas.

Considering the age factor which was the main scope of this study, it was found that most consumers of organic food products were aged between 31 and 40 and the least consumers of the organic foods were aged up to 20 and over 60 years. It was noted that the aged people are consuming less of the organic food products produced than younger people. It is even though the aged population is more prone to health conditions. The truth is that the younger generation adopts new products easily and is greatly influenced by media information. Moreover, females are more motivated to buy healthy foods. A greater percentage of females were buying organic food and believed that they were taking care of their health, physical appearance and thought it was an easier way of spending their money. 

When considering the reasons for buying organic foods, it was found that consumers decided to buy the foods to protect their health as they believed the food products contained fewer chemicals. The consumers are much are of their well being. The problems contributing to the limited use of organic food products are high price tags (Cronin, 2015) and poorly developed distribution channels. Moreover, there are insufficient offers with few available sale markets. There is a need to improve the selling network as well as recognizing the need for diverse buyers. Many consumers decide on buying using their own decision hence the conclusion that food choice and consumption is very personal.

Conclusion 
Based on the survey of customers of Loving Organic Foods, it is confirmed that the purchase of organic foods is dependent on age and other socio-demographic factors. During the marketing activities, shaping the food consumer profile for the territory of Loving Organic Foods needs to be suggested. The decision to buy organic foods is a decision made by buyers. There is no external influence which should request for a personalized strategy to buyers. There is a need for the psychologists, nutritionists and doctors to be part of the strategies to be used by marketers. Other types of people need to be educated and treated to be more intensive organic food buyers who will be done by raising trust and awareness. There is a need for the development of social networks for social organic food marketing. Marketers are advised to establish special approaches for communication, pricing, positioning and distribution of organic foods. Increase in the consumption of organic foods will stimulate organic food production which will protect the environment and will improve people's health. Improved health will lower the health system expenses. This study will be useful for providing a basis for further research.
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