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Abstract 
 

Given the varied experiences and preferences in the course of different 
people’s lives, demographic factors could be an important factor in explaining 
consumer behaviour. In the literature, however, there is no common view 
concerning its capacity as a predictor of demand for organic products. 
Therefore, this article analyzes the willingness of consumers to pay for organic 
and local food depending on their age. Focusing on the product attributes of 
‘Region of Origin,’ ‘Production Condition,’ and ‘Price’, it utilizes a choice-
based conjoint analysis to assess the responses of 325 respondents from 
different age groups in Germany. A general preference for local as well as 
organic food was noted among all age groups. Thereby, slightly more people 
over or equal to 30 years perceived the (local) region of origin as well as organic 
production conditions as important. Younger people also seemed more price 
sensitive. Choice simulations, however, identified only minimal deviations in 
the WTP - indicating almost no differences among the age groups. Managerial 
implications for appropriate marketing and subsidy policy are deduced.  
 
 
 
Keywords: Local foods, Organic foods, Age differences, Demographics, 
Willingness to pay 
 
 

 

 

1,*Julia Winterstein holds a Master's degree in Business Administration (Market-oriented 
Management) from the Catholic University of Eichstätt-Ingolstadt, Germany. Currently, she is 
a Ph.D. candidate in Ingolstadt School of Management, Catholic University of Eichstätt-
Ingolstadt, Germany. Email: julia.winterstein@ku.de 

2Professor Dr. André Habisch obtains a Ph.D. from the University of Tübingen in 
Germany and is working as a Professor in Ingolstadt School of Management, Catholic 
University of Eichstätt-Ingolstadt, Germany.  



Organic And Local Food Consumption: A Matter Of Age? 
Empirical Evidence From The German Market 

 

27 
 

1. INTRODUCTION 
 

Child, adolescent, adult, and 
senior, or Baby Boomers, Generation 
X, Millenials, and Digital Natives: 
age-related market segmentation is a 
common practice as consumption 
patterns and buying behavior change 
with increasing age. The underlying 
question is how typical customers can 
be described and consequently 
targeted based on their demographics. 
Accordingly, aging brings with it 
changing needs, personal values, 
lifestyles, and income. The relevance 
of customer demographics to 
marketers also applies to the food 
sector where people generally become 
more health-conscious as they grow 
older (Kumar, 2014). Influencing 
customers towards the consumption 
of organic and local food is of great 
interest, as dietary choices can 
essentially contribute to preserving 
soil, water, and biodiversity, reducing 
food-related energy consumption, and 
lowering food miles (Born & Purcell, 
2006; FAO, 2020). As stated by 
governmental institutions, the label 
‘organic’ defines the minimum 
requirements for arable farming and 
animal husbandry such as restrictions 
on fertilizers, appropriate housing 
conditions, or a ban on preventive 
antibiotics (USDA, 2020b). The term 
‘local’ can be interpreted as the 
production, processing, and 
commercialization of a product within 
a defined geographic region (USDA, 
2020a). Consequently, ‘organic’ 
refers to environmentally friendly and 
sustainable production conditions, 

while ‘local’ refers solely to a 
product's origin. 

The overall share of organic 
product sales is rather low, reaching 
5.9% in the USA, 5.3% in Germany, 
and only 0.2% in Vietnam (FiBL & 
IFOAM, 2020). Food products from 
local origin only achieve a market 
share of 1.9% (HDE, 2019). Yet, the 
market shares for these foods are 
increasing, with local products 
growing in popularity, indicating a 
shift in preferences from organic 
towards local (Hempel & Hamm, 
2016). This trend can also be 
explained by the fact that Germans 
buy organics especially due to animal 
welfare and to support regional 
businesses; the latter one highlighting 
the importance of the food concept 
'local' (BMEL, 2020).  

As interest in organic and local 
foods grows, various recent studies 
have attempted to analyze the demand 
structure more precisely. Results 
suggest that age effectively influences 
the intention to buy, as well as the 
willingness to pay (WTP), regarding 
organic food (Fotopoulos & 
Krystallis, 2002; Govindasamy & 
Italia, 1999; Magnusson, Arvola, 
Koivisto Hursti, Åberg, & Sjödén, 
2001; Omar, Nazri, Osman, & 
Ahmad, 2017; Onyango, Hallman, & 
Bellows, 2007; Tsakiridou, 
Boutsouki, Zotos, & Mattas, 2008; 
Wier & Calverley, 2002). However, 
older research results concerning the 
question vary considerably. Some 
studies found that young people were 
more likely to purchase organic foods 
(Govindasamy     &     Italia,     1999; 
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Magnusson et al., 2001; Onyango et 
al., 2007; Wang & Sun, 2003), while 
others emphasized their lower 
willingness to pay (Fotopoulos 
& Krystallis, 2002; Tsakiridou et al., 
2008); other authors observed no such 
age-effects (Chen, Lobo, & 
Rajendran, 2014; McCarthy & 
Murphy, 2013; Yin, Wu, Du, & Chen, 
2010; Zepeda & Li, 2006). 

Especially considering recent 
literature, the question of the role of 
age in purchase decisions for organic 
products seems to have been 
neglected. Furthermore, compared to 
literature from the US, the European 
and German markets seem to be an 
under-researched area making further 
contributions to research a necessary 
endeavour. Hence, the objective of 
this study was to examine the 
influence of consumer age on 
preferences and WTP in relation to 
organic and local foods, utilizing a 
choice-based conjoint analysis. By 
adding reliable knowledge from the 
German market, the study contributes 
substantially to knowledge of 
sustainable marketing strategies in 
terms of target group specification 
and effective communication. 
 
2. LITERATURE REVIEW  
 

In many countries, food markets 
are highly competitive thereby 
granting more and more power to 
consumers (Fotopoulos & Krystallis, 
2002). This situation has forced 
marketers to identify target groups 
carefully, to improve their ability to 
come up with tailor-made marketing 
concepts. Several approaches have 

been applied for defining and 
segmenting customers in the organic 
and local food market. Commonly 
used are socio-demographic 
characteristics (Dettmann & Dimitri, 
2007; McCarthy & Murphy, 2013; 
Omar et al., 2017), consumer attitudes 
(Fotopoulos & Krystallis, 2002; 
Magnusson et al., 2001; Tsakiridou et 
al., 2008), and combinations of both 
features (Chen et al., 2014; Lea & 
Worsley, 2005). Demographic 
analyses have an advantage over such 
methods in that there is greater ease of 
data collection (Myers, 1996) and 
versatility (Blackwell, D'Souza, 
Taghian, Miniard, & Engel, 2006).  

Previous studies on consumer 
demographics suggest that organic 
and local food consumption is 
primarily influenced by gender, age, 
level of education, and income 
(Govindasamy & Italia, 1999; 
Magnusson et al., 2001; McCarthy 
& Murphy, 2013; Onyango et al., 
2007; Tsakiridou et al., 2008). For 
marketers, age-related segmentation 
is of particular importance regarding 
consumer activities and behavior, 
which subsequent to customers 
varying needs, change over time 
(Kumar, 2014). Suitable marketing 
strategies are derived from certain age 
groups as age influences media 
consumption and therefore alters the 
consequent effect of specific 
advertising measures. As a result of a 
higher life expectancy, marketers 
should not fall for stereotypes - as age 
is no longer a reliable predictor for 
consumers’ life cycles, health, marital 
status, or professional activities 
(Kotler & Armstrong, 2014). To make 
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good marketing decisions, it is all the 
more important to have a precise 
understanding of age-related 
consumer behavior. 

Accordingly, researchers’ 
interest in the influence of age on 
purchase intentions, consumer 
attitudes, and WTP regarding organic 
and local foods has existed for several 
decades. Thirty years ago, Jolly 
(1991) examined the differences 
between buyers and non-buyers of 
organics, and the factors that 
influence their respective consumer 
behavior. This US-based study found 
the typical organic food customer to 
be on average 40.9 years old, and 
therefore rather young compared to 
the typical non-buyer whose average 
age was 48.6 years. Complementarily, 
a study on local foods at small 
farmer’s markets in Maine described 
the typical organic consumer as aged 
over 35. Though, this result is based 
on the characterization of a typical 
customer, the age referred to females 
and is therefore not generally 
applicable to all sexes (Kezis, Gwebu, 
Peavey, & Cheng, 1998). 
Govindasamy and Italia (1999) 
confirmed the findings as they 
characterized organic food purchasers 
in New Jersey to be rather young 
individuals. The authors also found 
that people under 36 showed the 
highest WTP premium prices, while 
those aged 65 years or older exhibited 
the lowest acceptance to do so. 

Further research in this field 
continued in the new millennium. 
Swedish researchers for example, 
found younger consumers (18-25 
years old) to possess the highest 

interest in buying organic potatoes 
and bread compared to those aged 26-
65 (Magnusson et al., 2001). In a 
similar vein, Greek researchers 
(Fotopoulos and Krystallis, 2002) 
confirmed that younger consumers 
(under 40) seemed slightly more 
willing to buy organic food due to 
their greater environmental 
consciousness compared to those who 
were older. However, due to younger 
people’s lower purchasing power, 
their greater interest did not result in 
an increasing demand. Rather, older 
people appeared more willing to pay, 
due to increased health consciousness. 
Wier and Calverley (2002) compared 
European studies on the relationship 
between organic food buying 
propensity and demographic 
characteristics, describing the typical 
consumer as aged under 45, thus also 
rather young. Therefore, it is noted 
that the demographic findings of most 
European surveys comply with those 
of similar American consumer 
studies. Contrary to this general 
finding, however, young Greek 
consumers showed a lower level of 
environmental behavior. More 
precisely, the researchers found a 
significant negative correlation 
between age and environmental 
attitude (-.1403) but no significant 
correlation between age and 
purchasing behavior 
(Diamantopoulos, Schlegelmilch, 
Sinkovics, & Bohlen, 2003). Even in 
the US state of Vermont, Wang and 
Sun (2003) identified young 
consumers as the most likely buyers 
of organic food. They also suggested 
that young consumers with higher 
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incomes seemed more willing to pay 
premium prices for organic produce. 
Similarly, Lea and Worsley (2005) 
observed that Australians under 40 
years old perceived organic food as 
more important than those over 40, 
even though the higher prices 
represented a purchase barrier for the 
participants. A nation-wide study 
among US-customers determined that 
people under 32 years old were most 
likely to buy organic food regularly 
(Onyango et al., 2007). The purchase 
probability in this group was 8 percent 
higher than that of the 33-52 years-
olds. Additionally, among customers 
over 52 years of age, a negative 
relationship was found between age 
and organic food purchases. In an 
almost simultaneous study, 
Tsakiridou et al. (2008) dealt with the 
influence of age on attitude towards 
organic food; they concluded that 
people older than 51 years considered 
organic foods as healthier and of 
better taste and quality than those 
between 18 and 30 years. Hence, 
younger customers seemed less 
interested in organic produce, 
indicating a less positive attitude 
towards it. Correspondingly, older 
people displayed a higher WTP, while 
the younger ones seemed more price-
sensitive and less willing to pay a 
price premium.  

This observation also applied to 
local food consumption in South 
Carolina, where Carpio and 
Isengildina-Massa (2009) suggested a 
positive relationship between 
consumer age and the acceptance of a 
price premium. Accordingly, they 
observed an increase in the WTP of 

0.3% (for local produce), and a further 
0.2% (for local animal products) with 
each additional year of age. In 
Malaysia too, organics appeared to be 
more popular with younger 
consumers. The results showed that 
consumers under 40 years had an 
appreciably higher intention to buy 
organic food than those over 40. The 
highest mean score was reached by 
those under 20  (Omar et al., 2017). 
Other studies, however, found that 
age did not influence the probability 
of buying organic food. For example 
in China, Yin et al. (2010) surveyed 
consumers’ buying intentions for 
organic food, indicating a very low 
impact of age as an influencing factor. 
In general, the purchase intention 
seemed to increase with the consumer 
age. Also, Chen et al. (2014) found no 
significant effect of age on purchase 
intentions for organic food among 
Chinese. Accordingly, age affected 
only 2% of the variation in the 
purchase intentions of stage 1 in a 
hierarchical regression analysis. Stage 
2 revealed no such correlation. 
Furthermore, an Australian study by 
McCarthy and Murphy (2013) 
concluded that age is not a significant 
variable with which the typical 
organic customer can be described. 
Zepeda and Li (2006) too examined 
age, concluding that it was not a 
reliable indicator for the probability of 
purchasing local foods in the USA.  

Generally speaking, even though 
several studies have examined the 
predictive power of age as an 
indicator of organic and local food 
consumption, these findings represent 
more of a by-product of other research 
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priorities. In fact hardly any studies 
exist which are specifically dedicated 
towards the topic of 'Age' in the 
context of organic and local foods. 
This is despite the fact that this under-
researched area is of great interest for 
marketers, as it is relevant to 
understand how young generations 
will behave as consumers and what 
drives them. In 2019, 26% of the 
global population was aged under 15 
and a whopping 42% were aged under 
25. The market segment of young 
people therefore represents a key 
factor for the development of global 
organic and local food consumption. 
This holds especially true for the Asia 
Pacific region, where almost 60% 
(over 700 million people) of the 
world’s 15-24 year olds live (UN, 
2020). Thus, further empirical 
research to better understand the 
influence of consumer-age on organic 
and local food consumption is 
urgently required. Albeit the 
presented studies remain ambivalent 
concerning the effect of age. There is 
however, an assumed influence of age 
on the preference and WTP regarding 
organic and local food. Hence, this 
study offers the following hypotheses: 

H1 Consumers under 30 attach 
more importance to organic 
food than older ones. 

H2 Consumers under 30 attach 
more importance to local 
food than older ones. 

H3 Consumers aged 30 or older 
are more willing to pay a 
price premium for organic 
food than younger ones.  

H4 Consumers aged 30 or older 
are more willing to pay a 

price premium for local food 
than younger ones. 

 
3. METHOD 
 

The purpose of the quantitative 
research was to identify the influence 
of age on the preference and WTP for 
the attributes of ‘organic’ and ‘local’ 
among fresh produce. To gain more 
realistic insights into consumer 
behavior, a choice-based conjoint 
analysis was conducted to identify the 
part-worth utilities and the relative 
importance of the product properties. 
Thereby, choice-based conjoint 
analysis was preferred over traditional 
conjoint analysis as it simulates a 
more realistic purchase situation due 
to the choice of one product from a set 
of differently compound products 
rather than a ranking of single 
characteristics, as well as the 
integration of a none-option 
(Backhaus, Erichson, & Weiber, 
2013). Additionally, this analysis 
method has been used for similar 
studies on the WTP for organic and 
local food (Darby, Batte, Ernst, & 
Roe, 2008; Hempel & Hamm, 2016; 
Meyerding & Merz, 2018). Focusing 
on the food concepts ‘local’ and 
‘organic’, the influence of the 
attributes ‘Region of Origin’, 
‘Production Condition’, and ‘Price’ 
(independent variables) on 
respondents’ preference (dependent 
variable) was examined. For this 
purpose, attributes and attribute levels 
were adopted from previous studies 
(Bech-Larsen & Grunert, 2003; 
Onozaka & McFadden, 2011). More 
precisely, the survey design 
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comprised ten choice sets where 
respondents were required to choose 
between two product alternatives and 
a none-option. Five sets each focused 
on apples and carrots as these 
products are among the most common 
fruits and vegetables in Germany 
(BMEL, 2017). The survey concluded 
with several demographic questions. 
To check the experimental design for 
adequate precision, a preliminary 
counting test was carried out, showing 
an overall good quality for a sample 
size of N = 300 (p < 0.05 for main 
effects, D-efficiency 505.3). Six 
individuals took part in a pre-test of 
the survey, reviewing the contents and 
scales for validity.  

The anonymous online 
questionnaire was distributed through 
email and social media channels, 
aimed at all Germans who regularly 
bought food. The data were collected 
through a convenience sample in 
December 2019, with a total of 325 
valid data sets obtained for analysis. 
The sample was composed of German 
consumers, of which 60.3% were 
female, and ranging from 16 to 85 
years of age (MED = 26, AM = 29.6, 
SD = 12). The majority of respondents 
had a university degree (49.5%) and a 
net income of up to 2,000 € (60.0%).  

The study used the Sawtooth 
software ‘Lighthouse Studio’ to carry 
out the choice-based conjoint analysis 
and choice simulations. ‘Aggregate 
Logit’ provided an initial assessment, 
while ‘Hierarchical Bayes’ was 
applied for the final modeling as its 
individual-level estimations allow 
more accurate calculations of the 
preferences and market simulations 

(Sawtooth Software, 2019b). Two age 
groups were defined for the analysis: 
younger than 30 years (76.3% of all 
respondents), and 30 years or older. 
The group allocation was based on the 
definition of ‘young consumers’ by 
the German Federal Ministry of 
Justice and Consumer Protection 
(BMJV, 2020). 
 
4. RESULTS 
 

The results of the pre-test with 
the Aggregate Logit model were 
statistically significant at the level of 
p < 0.01. Accordingly, the study 
assumes a good overall quality for  the 
Hierarchical Bayes analysis, as the 
goodness of fit of the estimates can be 
assessed by the significance of the 
Aggregate Logit model (Sawtooth 
Software, 2019a). 

The findings of the Hierarchical 
Bayes analysis showed that the 
attribute ‘Region of Origin’ had the 
highest relative importance (RI) and 
that the attribute level ‘Home Federal 
State’ had the highest part-worth 
utility within both groups. All 
consumers, regardless of their age, 
preferred organic to conventional 
farming in ‘Production Condition’, 
and lower to higher prices. The 
preferences for the attribute levels can 
be derived from the differences 
between the part-worth utilities, as 
this determines the probabilities in the 
choice model (Backhaus et al., 2013). 
However, older people attached a 
little more importance to the region of 
origin (RI 43.5% vs. 47.9%; 49.7% 
vs. 52.7%) and production condition 
(RI 22.0% vs. 25.1%; 25.3% vs. 
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32.1%), while people under 30 years 
were more price-conscious (RI 34.5% 
vs. 27.0%; 25.0% vs. 15.2%). Thus, 
hypotheses H1 and H2 were rejected 
while H3 and H4 were supported. 
Table 1 summarizes the results of the 
Hierarchical Bayes analysis. 

Subsequently, numerous choice 
simulations were utilized to derive the 
WTP for organic and local food 
among the two age groups. A price 
premium was considered as accepted 
if the purchase probability of the more 
sustainable product was above 50.0%, 
when the purchase probability of all 3 
product options (i.e. sustainable 

option, regular option, and none-
option) totalled 100%.  

While the Hierarchical Bayes 
analysis found young consumers to be 
more price-sensitive, differing by 7.5 
and 9.8 percentage points respective 
to the RI of the older consumers (28% 
and 64%), the choice simulations 
found almost no deviation. Based on 
28 juxtaposed product combinations, 
only two differences could be 
identified in the WTP. Firstly, people 
under 30 years did not accept a price 
premium of 200% for German organic 
apples, while the older respondents 
did.   Secondly, younger people were  

 
Table 1: Relative importance of attributes and part-worth utilities of attribute levels 
Attribute  Apples Carrots 
    Attribute 
Level  All < 30 >= 30 All < 30 >= 30 

Region of 
Origin RI  44.7% 43.5% 47.9% 51.2% 49.7% 52.7% 

    Home Federal 
State Utility 54.5 53.9 54.6 63.7 61.4 63.5 

    Germany Utility 24.5 22.2 32.8 24.6 24.4 30.1 
    Worldwide Utility -79.0 -76.1 -87.3 -88.3 -85.8 -93.6 
        
Production 
Condition RI  22.4% 22.0% 25.1% 26.9% 25.3% 32.1% 

    Organic Utility 33.3 32.7 36.5 39.7 37.6 47.6 
    Conventional  Utility -33.3 -32.7 -36.5 -39.7 -37.56 -47.6 
        
Price RI 32.9% 34.5% 27.0% 21.9% 25.0% 15.2% 
    1.25€ / 0.50€ Utility 41.4 43.3 32.0 29.7 34.4 11.6 
    1.88€ / 0.75€ Utility 18.3 21.4 19.5 10.1 10.8 12.3 
    2.50€ / 1.00€ Utility -3.8 -5.8 -4.3 -5.7 -5.9 -3.5 
    3.75€ / 1.50€ Utility -55.9 -59.0 -47.2 -34.1 -39.2 -20.3 
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willing to  spend  less than  200%  for 
organic carrots from worldwide 
sourcing, while older people accepted 
only a 50% to 100% price premium 
for this product. Hence, H3 and H4 
were minimally supported. For the 
summarized findings on WTP, see 
Table 2. 

 
5. DISCUSSION 
 
5.1 Preference and Willingness to 

Pay for Organic and Local 
Food 
 
Based on the results of the 

choice-based conjoint analysis, 
several age-related effects were 
identified regarding the consumption 

of organic and local food. Results 
show that respondents, independently 
of their age, prefer organic over 
conventional farming and local over 
worldwide sourcing, confirming that 
both older and younger consumers 
have a general preference for organic 
and local food.  

However, differences do exist 
between the age groups; the first of 
these is in the RI of the product 
attributes. As depicted in Table 1, the 
RI of ‘Region of Origin’ differed for 
both apples and carrots, with the older 
age group having an RI value 10% 
higher than the younger age group 
regarding the purchasing of apples, 
and 6% higher regarding the 
purchasing of  carrots, indicating that 

 
Table 2: Willingness to pay among the two age groups 
 

 Product Properties* < 30** >= 30** 

A
pp

le
s 

HFS, organic >= 200% 
GER, organic < 200% >= 200% 
WW, organic ≈ 0% 
HFS, conventional >= 200% 
GER, conventional ≈ 100% 

    

C
ar

ro
ts

 HFS, organic >= 200% 
GER, organic >= 200% 
WW, organic < 200% 50-100% 
HFS, conventional >= 200% 
GER, conventional >= 200% 

* Region of Origin: Home Federal State (HFS), Germany (GER), worldwide 
(WW); Production Condition: organic and conventional farming 
** Age-related WTP compared to conventional food from worldwide sourcing 
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H2   should  be   rejected.   Regarding 
'Production Condition', the difference 
between the RI for the two age groups 
is even greater, being 14% and 27% 
higher in the older age group, for 
apples and carrots respectively. Again 
this leads to the rejection of H1. These 
findings suggest that older consumers 
prefer organic and local food more 
than younger ones, indicating that the 
typical shopper of these products is 
more likely to be 30 years or older. 
Therefore, the results contradict those 
of Jolly (1991), Govindasamy and 
Italia (1999), Magnusson et al. (2001), 
Fotopoulos and Krystallis (2002), 
Wang and Sun (2003), and Onyango 
et al. (2007), who found young people 
to be the main organic food 
purchasers. Only the results on local 
food match the existing literature by 
Kezis et al. (1998) who described 
shoppers at the small farmer’s market 
to be slightly older.  

This observation is surprising, as 
especially young people seem to be 
increasingly confronted with topics 
regarding environmental protection 
and sustainability in the course of 
their education. It indicates that their 
greater knowledge of sustainability 
does not seem to result in 
corresponding consumer behavior. A 
possible explanation for the 
deviations from other studies could be 
the survey period. Accordingly, the 
studies mentioned were conducted 
between 13 and 30 years ago. The 
people surveyed during this time have 
grown older so that they would be 
more likely to be assigned to the older 
age group in the current study. 
Nonetheless, the question arises why 

today's younger generation seem 
uninterested in organic and local food. 
One suitable explanation for the 
results comes from the work of 
Diamantopoulos et al. (2003), who 
found both a higher awareness of 
environmental quality and an 
accompanying lower level of 
environmental behavior among young 
people, when compared to older 
consumers. The authors perceived the 
reason for this discrepancy as a  higher 
price sensitivity among young 
consumers as well as their different 
needs. As mentioned in the literature 
review above, the need for and also 
the consciousness of health changes 
with age. Wier and Calverley (2002) 
concluded that young people tend to 
buy organic and local food for health 
reasons, while older people focus 
rather on health concerns. 
Consequently, health concerns might 
have more influence on buying 
behavior than health reasons.  

The idea that young consumers 
are more price-conscious and 
therefore less interested in expensive 
organic and local food can be deduced 
from the RI of the attribute 'Price'. The 
RI of price was higher in the younger 
age group than among the older 
respondents, with RI values 28% and 
64% greater for the younger 
respondents for apples and carrots 
respectively, thus supporting H3 and 
H4. This finding is in line with the 
previous studies of Fotopoulos and 
Krystallis (2002) and Tsakiridou et al. 
(2008), according to which young 
consumers were less willing to pay a 
price premium for organics. 
Consistent with the findings of 
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Tsakiridou et al. (2008), Carpio and 
Isengildina-Massa (2009), and 
Nguyen, Nguyen, and Hoang (2019), 
this assumption might be traced back 
to the positive effect of income on the 
WTP a premium on organic and local 
foods. Accordingly, younger people 
tend to earn less money, for example, 
due to having less work experience, 
and therefore cannot spend as much. 
Although, it should be noted that 
budget constraints would also apply to 
older people who have less income in 
their retirement. 

However, the choice simulation 
provided no clear evidence of a higher 
WTP among older people, as the 
accepted price premium only differed 
slightly. Thus H3 and H4 were only 
supported minimally. Hence, one 
possible conclusion is that the 
younger generation might be equally 
interested in organic and local food, 
but that their preference is being offset 
by age-related budget restrictions. 
The lower RI of the attributes 'Region 
of Origin' and 'Production Condition' 
among the young respondents would 
therefore result from their lower 
available budgets, and not from 
generally lower interest. Hence, the 
lower preferences arise from the fact 
that organic and local foods are still 
more of a luxury good due to their 
higher prices which younger 
consumers are consequently least able 
to afford. Based on Krystallis, 
Fotopoulos, and Zotos (2006), this 
derivation might also correspond to 
the assumption that income does not 
necessarily affect the WTP but rather 
the number of purchased goods.  
 

5.2 Implications 
 
Generally speaking, the 

theoretical contribution of this study 
to the literature on organic and local 
food consumption is twofold. This 
research contributes (1) to the 
understanding of the influence of age 
on the preference and WTP for 
organic and local foods and (2) to 
scientific knowledge of age-related 
consumer behavior in the German 
market. There are social and 
managerial implications which are 
closely related to this study. Hence, 
age-specific marketing strategies may 
not only lead to an increase in income 
for retailers and producers but also a 
reduction in the negative impact of 
agriculture on climate change by 
influencing customers’ buying 
decisions. 

To increase the demand for 
organic and local food, and thereby 
contribute to more sustainable dietary 
choices, marketers should first 
develop marketing strategies for older 
consumers, as they appear to be the 
current major target group. For 
marketing measures, it can be 
concluded that consumption among 
older people can be promoted by 
addressing health benefits that fit their 
concerns. For example, the absence of 
fertilizers and pesticides in organic 
food production can have a positive 
advertising effect, as the human body 
does not absorb any harmful toxins by 
consuming such foods.  

Since young consumers represent 
a critical success factor for increasing 
organic and local food consumption, 
marketers should try to further arouse 
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their interest in these foods. One 
opportunity for reaching young 
people could be through underlining 
the health benefits that meet their 
lifestyle, such as the idea that an 
organic and local diet might increase 
well-being and focus, provide energy, 
or delay the effects of aging. 

When it comes to WTP, 
marketers should remain aware of the 
fact that age is only a limited 
informational indicator. Nevertheless, 
the assumed lower price sensitivity 
among the elderly should be 
exploited, while special discounts for 
young consumers, for example for 
customers with a student ID, might be 
offered in supermarkets. For age-
related advertising, it is thus not only 
the marketers who are responsible but 
also supermarkets and discounters, as 
they are closest to the customers and 
can therefore have the greatest 
influence on them. Furthermore, 
political subsidies for organic and 
local agriculture would also allow 
prices for young consumers to be 
reduced. In this way, organic and local 
food could be made more affordable 
for the young target group. A positive 
side-effect of this approach would be 
that buying habits are acquired among 
young consumers in the long run, 
which increases the demand of 
tomorrow.  
 
6 CONCLUSION 
 
6.1 Key Findings 

 
The purpose of this study was to 

examine the influence of age on the 
preferences and WTP of German 

consumers in the context of organic 
and local foods. With the utilization of 
a choice-based conjoint analysis, this 
study verified the results of existing 
research in the German market. 
Contrary to previous findings, the 
study suggests that organic and local 
food shoppers tend to be older, 
typically aged over 30 years. This 
result is derived from the difference in 
the RI of the attributes 'Region of 
Origin' and 'Production Condition'. 
Up-front, both age groups showed a 
general preference for local and 
organic foods. In terms of the WTP, 
however, the Hierarchical Bayes 
analysis emphasized younger 
consumers as more price-sensitive, 
while in the choice simulations age 
had almost no influence on the WTP. 
In conclusion, younger age seems to 
be a suitable indicator for a positive 
preference concerning organic and 
local foods but not for WTP, as the 
budget restriction seems to primarily 
dominate young consumers' 
preferences. From a marketing 
perspective, the study suggests 
highlighting the health benefits of 
organic and local foods in such a way 
that young people see their health 
reasons fulfilled, while older people 
should have their health concerns 
resolved. A subsidy policy would 
meet the factor of a lower WTP 
among young consumers - thereby 
increasing the demand for organic and 
local food in the long run. 
 
6.2 Limitations and Future 

Research 
 
Despite  its   contribution  to  the 
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understanding of the impacts of age 
on the consumption of organic and 
local food, the existing research is not 
without limitations. First, the study 
relied on self-reported data from an 
online convenience sample. The 
findings might therefore not be 
representative and be biased by social 
desirability. Despite the limited 
generalization, convenience sampling 
is deemed appropriate for examining 
underlying theoretical concepts and 
relationships (Jager, Putnick, & 
Bornstein, 2017). However, use of 
different sampling strategies and real 
purchase data is recommended for 
futher research, to achieve higher 
external validity. Secondly, 
Hierarchical Bayes analysis assumes a 
normal distribution in the population. 
The disproportionate age distribution 
in the sample could have negatively 
affected the goodness of the part-
worth estimation, even though the 
model uses individual parameter 
estimates (Fuchs & Schwaiger, 2007). 
Future research should therefore pay 
attention to balanced samples or 
might use other evaluation techniques 
such as ‘Latent class’. Thirdly, the 
study only focused on the 
demographic characteristic of ‘Age’, 
and focused solely on the German 
market. Hence, the results might not 
be generalized among other 
demographic features or countries. 
Further investigation should examine 
additional states and demographics 
such as education, ethnicity, or family 
size. Additionally, the study design 
might be utilized in Asian regions as 
the population is rather young, 

increasing the relevance of 
subsequent research.  
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