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Abstract 

 
The issue of consumption of specific food products, such as natural juices, is increasingly in the attention of both 

producers and marketing analysts. Predominantly, consumers from generations Y and Z (Millennials and IGen) are 

increasingly interested in quality food products that support health, proper nutrition and a healthy lifestyle. The research 

is based on some objective directions, and others subjective. On the consumption market, speculative capitalization is 

felt by producers who are tempted to deliver juices in accordance with the new subjective consumption requirements, 

but with minimum production costs.  
The present paper considers the analysis of consumption preferences for natural juices, by young Romanian consumers, 

and constitutes a multicriteria market study using the survey. The results indicate that, in most cases, consumers do not 

know the content of what they are consuming, but they prefer juices that present a complete image of naturalness. The 

study was carried out through a market investigation, based on a questionnaire, applied at national level, and the results 

were based on a multivariate factorial analysis. 

 
Key words: consumption preferences, natural juices, influence, speculation, healthy needs 

 

 

                                                   
1 Ion Ionescu de la Brad” University of Life Sciences Iași 
2 "Gheorghe Zane" Institute for Economic and Social Research, Iași 

The consumption of secondary food 
products, that is, those that do not directly satisfy 
nutritional requirements and are based more on the 
desire to consume, is increasing rapidly. Juices are 
one of these products, and consumption is present 
in almost all age groups. The issue we raise for 

analysis is the motivation for juice consumption, 
with an emphasis on the differentiation between 
natural juices and those that have no connection 
with the concept of "natural". The reality of the 
markets indicates: the topic related to consumption 
of specific food products, such as natural juices, is 
increasingly catching the attention of producers 

and marketing analysts, but also of consumers. 
A relevant aspect for the analysis of the 

consumption of food products that are not strictly 
necessary is that of the social age categories in the 
modern approach: Baby Boomers, Generation X, 
Millennials, Generation Z. Is important that the 
analysis of food consumption, particularized in this 

paper on natural juices, be done by social age 
categories, considering the society and economic 
period from which they come, because depending 
on these, consumption preferences and goals in life 
are different. From this perspective, it is observed 
that, predominantly, consumers from generations 

Millennials and Z are increasingly interested in 
quality food products that support health, proper 
nutrition and a healthy lifestyle.  

Another concept: the preference, a widely 
debated topic in specialized studies. Preference is a 
concept of psycho-social origin, because it is 

supported by influencing factors that relate to both 
the consumer himself and the environment, he is 
part of. Thus, both for the producer and for 
defining individual objectives it is extremely 
important to know "why" a certain type of food 
product is preferred for consumption. Natural 
juices are within the scope of these consumption 

concerns, and the analysis is based on several 
varied criteria. Preference is a consequence of 
perception, so a preference analysis study also 
involves perception analysis, that is, "what the 
consumer thinks", "what he sees/seems", "what he 
hopes" when he is oriented towards a certain 
product. For the food products, perception of the 

importance of the quality of food products consists 
in: consumer satisfaction, pleasure of consumption, 
market competitiveness assessed by price and 
brand, health guarantee, etc. 

 
 


