Sales of organic food products in this country have tripled over the past five years. If Aurora is to profit from this
continuing trend, we must diversify and start selling products such as organic orange juice and organic eggs in
addition to our regular product line. With the recent increase of articles in health magazines questioning the safety of
milk and other food products, customers are even more likely to buy our line of organic products. And to help ensure
our successful expansion, we should hire the founder of a chain of health-food stores to serve as our vice president
of marketing.

According to the prompt, the author asserts that if Aurora wants to profit from the increasing sales of organic food, it should start selling products such as organic orange juice and organic eggs. Moreover, the argument states that the recent increase of articles in health magazines doubting the safety of milk and other food products may results in consumers’ higher probabilty of purchasing Aurora’s organic products. Stated in this way, the argument conveys a distorted view of the situation, reveals examples of poor reasoning, and fails to mention several critical elements based on which the argument could be evaluated. Though his claim may well have merit, the author’s conclusion relies on the assumptions for which there is no clear evidence. Hence, this argument is flawed and open to debate.

The primary issue with the author’s claims lies in his unsubstantiated premises. To illustrate, it mentions that the sales of organic food products in the country have tripled over the last five years. Howevet, then it gives two specific examples of organic foods, organic orange juice and organic eggs, without clarifying whether the sales of these two products have increased in the last five years. For example, producing organic orange juice may change the taste of the food to such an extent that the consumers opt for non-organic alternatives of the same type of juice. If the author had included evidentiary support in the argument, then he would have rendered his conclusion a lot more convincing.

Secondly, the argument readily assumes that a considerable number of people read the articles in health magazines. According to the research, such articles are read only by the consumers with high level of income who constitute solely 5% of the total population. Another challenging assumption in the article is that organic orange juice and organic eggs are profitable. Considering the high costs of maintaining these products under strict conditions in order to avoid possible product decays, it is possible that these two products will even create losses, let alone small profits. As a result, the author should provide additional facts to strenghten his argument.

Taking everything mentioned above into account, we can safely conclude that the argument is feeble and thus unconvincing. If the author sincerely hopes to change his readers’ minds, he has to broadly restructure his argument, fix the flaws in his reasoning, clearly explicate his assumptions and provide evidentiary support. Without these amendments, he is likely to convince only a few people.
