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1. World and European Juice Market 

Anȱincreasingȱdemandȱforȱtraditional,ȱandȱinȱrecentȱyears,ȱforȱtropical,ȱjuicesȱhasȱbeenȱobservedȱ
globally,ȱwithȱaȱcorrespondingȱgrowthȱ inȱ theȱ juiceȱ industry,ȱresultingȱ inȱbiggerȱplants,ȱuseȱofȱ
highȬtechnologyȱinȱprocessingȱandȱpackaging,ȱandȱanȱincreaseȱinȱadvertisingȱexpensesȱ[1].ȱȱȱȱ

Theȱworldȱ fruit/vegetableȱ juiceȱ sectorȱ hasȱ encounteredȱ twoȱdiverseȱ sourcesȱ ofȱ growth.ȱConȬ
sumptionȱ inȱ developingȱmarketsȱ hasȱ focusedȱ onȱ productsȱ suchȱ asȱ nectarsȱ andȱ juiceȱ drinks,ȱ
whileȱ inȱ developedȱmarketsȱ itȱ hasȱ beenȱ theȱ premiumȱ notȬfromȬconcentrateȱ juiceȱ subsectorȱ
whichȱprovedȱtoȱbeȱtheȱmostȱdynamicȱ[2].ȱ

Annualȱvolumeȱhasȱbeenȱgrowingȱbyȱ4%ȱsinceȱ1995,ȱwithȱaȱreportedȱglobalȱperȱheadȱconsumpȬ
tionȱofȱalmostȱ6ȱlitres,ȱreachingȱaȱtotalȱofȱ34ȱbillionȱlitresȱinȱ2001ȱ[3].ȱAccordingȱtoȱtheȱLeatherȬ
headȱFoodȱResearchȱAssociationȱreportȱ[4]ȱtheȱglobalȱmarketȱisȱforecastȱtoȱreachȱ39ȱbillionȱlitresȱ
byȱ 2003,ȱdespiteȱ fragmentationȱwithinȱ theȱ juiceȱ andȱnectarsȱ industry,ȱdrivenȱmainlyȱbyȱ conȬ
sumerȱdesiresȱforȱhealthierȱlifestyles.ȱȱ

EuropeanȱcountriesȱholdȱtheȱsecondȱpositionȱafterȱtheȱUSA.ȱHowever,ȱinȱtermsȱofȱperȱheadȱconȬ
sumption,ȱGermanyȱundisputedlyȱisȱtheȱleaderȱofȱjuiceȱconsumption.ȱȱ

EvenȱthoughȱthereȱhasȱbeenȱaȱsharpȱincreaseȱinȱtheȱconsumptionȱofȱjuicesȱinȱtheȱEasternȱEuroȬ
peanȱcountries,ȱtheȱWesternȱEuropeanȱcountriesȱholdȱtheȱleadingȱposition.ȱAccordingȱtoȱWorldȱ
DrinkȱReportȱ[5],ȱconsumptionȱofȱfruitȱjuicesȱandȱnectarsȱinȱtheȱEasternȱEuropeanȱcountriesȱmayȱ
soonȱrivalȱthatȱofȱtheirȱWesternȱCounterparts.ȱȱ

TotalȱsalesȱinȱEuropeȱreachedȱ9.1ȱmillionȱlitresȱinȱ2000ȱincurringȱaȱ10ȱ%ȱincreaseȱoverȱtheȱ1995ȱ
levelȱ[6].ȱTheȱfruitȱjuiceȱmarketȱinȱEuropeȱroseȱbyȱ4%ȱinȱ2000ȱreachingȱ7.45ȱbillionȱeurosȱ[4].ȱ

Orangeȱ isȱ theȱmostȱpopularȱ flavourȱacrossȱEurope,ȱmakingȱupȱ46ȱ%ȱofȱ theȱyearȱ2000ȱvolume.ȱ
Cartonsȱareȱstillȱ theȱmainstayȱofȱEuropeanȱfruitȱ juiceȱpackaging,ȱthoughȱ theirȱshareȱhasȱ fallenȱ
fromȱ64%ȱinȱ1995ȱtoȱ61%ȱinȱ2000.ȱCartonsȱaccountȱforȱmoreȱthanȱ90%ȱofȱvolumeȱinȱmostȱofȱtheȱ
Nordicȱ region,ȱ theȱNetherlandsȱandȱGreece.ȱGlassȱaccountsȱ forȱ34%ȱandȱplasticȱonlyȱholdsȱaȱ
modestȱ3%ȱ[6].ȱ

2. Greek and Dutch Juice Market 

Higherȱincome,ȱreasonableȱproductȱpricesȱandȱotherȱfactorsȱsuchȱasȱgrowingȱhealthȱconsciousȬ
ness,ȱimprovementsȱinȱmarketingȱandȱdistributionȱtechniquesȱandȱconvenienceȱofȱtheȱproducts,ȱ
furtherȱstimulatedȱtheȱrapidȱgrowthȱofȱconsumptionȱinȱGreece.ȱPerȱheadȱconsumptionȱofȱjuiceȱinȱ
2001ȱreachedȱ22ȱlitres.ȱȱ
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Althoughȱ theȱoverallȱ sectorȱbenefitsȱ fromȱhealthyȱ eatingȱ trendsȱ andȱgainedȱgroundȱoverȱ theȱ
carbonatesȱsector,ȱalmostȱallȱproductȱinnovationȱandȱpromotionȱfocusedȱonȱtheȱ100%ȱjuiceȱsubȬ
sector.ȱNectarsȱareȱaȱmatureȱsubsectorȱandȱjuiceȱdrinksȱareȱinȱdecline.ȱ

Theȱfruit/vegetableȱjuiceȱsectorȱsawȱaȱgrowthȱofȱmoreȱthanȱ19%ȱinȱvolumeȱtermsȱthroughoutȱtheȱ
periodȱ1995Ȭ1999.ȱInȱ1999ȱalone,ȱtheȱsectorȱgrewȱbyȱ3%ȱinȱvolumeȱtermsȱandȱoverȱ8%ȱinȱvalueȱ
termsȱ[2].ȱ

Salesȱofȱ juicesȱ inȱGreeceȱareȱprofoundlyȱaffectedȱbyȱ theȱweather,ȱwithȱsalesȱbeingȱheavilyȱ inȬ
creasedȱ towardsȱ theȱ summerȱmonthsȱwhenȱ approximatelyȱ elevenȱmillionȱ touristsȱ visitȱ theȱ
country.ȱȱ

ItȱshouldȱbeȱnotedȱthatȱconsumptionȱofȱfreshlyȱsqueezedȱfruitȱjuicesȱisȱsubstantialȱinȱGreeceȱandȱ
thisȱisȱtheȱtypicalȱwayȱmostȱGreeksȱhaveȱtraditionallyȱconsumedȱjuice.ȱȱ

Duringȱtheȱ2004ȱOlympicȱGamesȱinȱAthens,ȱtheȱnumberȱofȱvisitorsȱisȱexpectedȱtoȱdouble,ȱposiȬ
tivelyȱaffectingȱconsumptionȱofȱsoftȱdrinks,ȱandȱparticularlyȱ fruitȱandȱvegetableȱ juices,ȱasȱ theȱ
Gamesȱwillȱrunȱinȱtheȱsummerȱtimeȱwhenȱpeopleȱtypicallyȱconsumeȱmoreȱjuices.ȱȱ

Oneȱ importantȱ trendȱ throughoutȱ theȱDutchȱ juiceȱmarketȱ isȱ thatȱconsumersȱpreferȱ lessȱcarbonȬ
atedȱ drinks,ȱwhichȱ haveȱ aȱ thirstȬquenchingȱ function.ȱ Juiceȱ drinksȱ areȱ becomingȱmoreȱ thirstȱ
quenchingȱwithȱtheȱadditionȱofȱmoreȱwaterȱ(e.g.ȱRiedelȇsȱDubbelfriss),ȱwhereasȱcarbonatesȱareȱ
decreasingȱ theȱ levelȱ ofȱ carbonateȱ contentȱ inȱ theirȱ drinksȱ (Vrumonaȇsȱ SisiȱNoȱ Bubbles).ȱ Thisȱ
trendȱalsoȱfitsȱintoȱtheȱaforementionedȱhealthȱandȱvariationȱtrend.ȱ

Theȱ fruit/vegetableȱ juiceȱ sectorȱwasȱ theȱmostȱ dynamicȱmarketȱ duringȱ theȱ 1994Ȭ1998ȱ period,ȱ
growingȱbyȱoverȱ33%ȱinȱvolume.ȱInȱvalueȱterms,ȱtheȱsectorȱgrewȱbyȱjustȱoverȱ50%.ȱTheȱsectorȇsȱ
increaseȱwasȱmainlyȱassociatedȱwithȱtheȱfactȱthatȱanȱincreasingȱnumberȱofȱpeopleȱareȱbecomingȱ
healthȱconsciousȱ[2].ȱ

Dutchȱconsumptionȱofȱ fruitȱ juicesȱandȱ fruitȱdrinksȱ isȱ calculatedȱatȱ26.5ȱ litresȱperȱcapita.ȱ ȱTheȱ
NetherlandsȱisȱtheȱthirdȱlargestȱconsumerȱofȱthisȱproductȱinȱtheȱEU,ȱafterȱGermanyȱwithȱ42ȱlitresȱ
perȱcapitaȱandȱAustriaȱwithȱ34ȱlitresȱperȱcapitaȱ[7].ȱȱȱ

3. Factors Affecting Food Choice 

Consumerȱ foodȱ purchasingȱ behaviourȱ isȱ influencedȱ byȱmanyȱ factors,ȱwhichȱ haveȱ beenȱ supȬ
portedȱbyȱaȱconsiderableȱamountȱofȱresearchȱandȱcanȱbeȱclassifiedȱintoȱeconomicȱandȱnonȬecoȬ
nomic.ȱ

3.1 Economic factors 

AfterȱtheȱSecondȱWorldȱWar,ȱfoodȱpriceȱandȱpersonalȱincomeȱbecameȱtheȱdominantȱdeterminȬ
ingȱfactorsȱofȱfoodȱchoice,ȱwhenȱtheȱsupplyȱofȱfoodȱwasȱnotȱinȱabundance.ȱNowadays,ȱhowever,ȱ
theȱinfluenceȱofȱpricesȱonȱfoodȱchoiceȱisȱdiminishing.ȱConsumersȱswitchȱfromȱcheaperȱtoȱmoreȱ
expensiveȱfoodȱbuyingȱasȱtheirȱrealȱincomeȱincreasesȱ[8].ȱ

3.2 Non-Economic factors 

Manyȱsurveysȱhaveȱbeenȱcarriedȱout,ȱ indicatingȱvariousȱnonȬeconomicȱfactors.ȱTheȱmainȱonesȱ
areȱtheȱconcernȱaboutȱhealthȱandȱdietȱfoods,ȱtheȱconvenienceȱofȱfoodȱinȱpurchasingȱandȱprepaȬ
ration,ȱtheȱlifeȱcycleȱofȱtheȱhouseholdsȱandȱadvertisingȇsȱimpactȱonȱconsumersȇȱchoicesȱ[8].ȱ
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Althoughȱ thereȱ stillȱexistsȱaȱgapȱbetweenȱdietaryȱ recommendationsȱandȱactualȱ foodȱuseȱonȱaȱ
generalȱpopulationȱ levelȱ inȱmanyȱWesternȱcountries,ȱmanyȱstudiesȱconductedȱ inȱEuropeȱorȱ inȱ
theȱUSȱ inȱ theȱ lateȱ twentiethȱ centuryȱhaveȱ shownȱhealthȬrelatedȱ attitudesȱ toȱbeȱ anȱ importantȱ
factorȱaffectingȱfoodȱchoiceȱ[9;ȱ10;ȱ11;ȱ12;ȱ13;ȱ14;ȱ15;ȱ16].ȱ

Baltasȱ [17]ȱdeclaredȱ thatȱconsumersȱpayȱ increasingȱattentionȱ toȱ theirȱdietȱandȱ informationȱapȬ
pearsȱonȱfoodȱpackageȱlabelsȱrelatedȱtoȱtheȱnutritionalȱcompositionȱofȱtheȱproduct.ȱConsumersȱ
haveȱbecomeȱmoreȱ�educated�ȱinȱdietaryȱandȱotherȱhealthȱrelatedȱissuesȱ[18],ȱasȱtheȱlargeȱnumȬ
berȱofȱdiseasesȱcausedȱbyȱbadȱnutritionȱareȱonȱtheȱincrease,ȱandȱasȱconcernȱforȱslimnessȱandȱfitȬ
nessȱhasȱtakenȱaȱmajorȱroleȱinȱone�sȱlifestyle.ȱTheyȱwantȱtoȱbeȱconfidentȱthatȱfoodȱisȱsafe,ȱnutriȬ
tious,ȱandȱadditiveȬfreeȱandȱhasȱhighȱstandardsȱofȱquality.ȱ

4. Data 

ThisȱstudyȱusesȱprimaryȱdataȱbasedȱonȱsurveysȱconductedȱinȱGreeceȱandȱtheȱNetherlands.ȱTheȱ
Greekȱsampleȱconsistedȱofȱeightȱhundredȱparticipants,ȱmostȱofȱ themȱ females,ȱmarried,ȱwithȱ4ȱ
membersȱinȱtheȱhousehold,ȱagedȱbetweenȱ26Ȭ40,ȱholdingȱatȱleastȱaȱhighȱschoolȱdegree,ȱworkingȱ
asȱprivateȱemployees,ȱwithȱhouseholdȱincomeȱrangingȱbetweenȱ800Ȭ1100ȱEuroȱperȱmonth.ȱȱMostȱ
participantsȱ inȱ theȱDutchȱsampleȱareȱ females,ȱagedȱbetweenȱ18Ȭ25,ȱsingleȱorȱmarried,ȱwithoutȱ
children,ȱholdingȱatȱleastȱaȱhighȱschoolȱdegreeȱorȱmore.ȱȱ

TheȱcrossȬcountryȱdemographicȱprofileȱofȱstudyȱparticipantsȱisȱpresentedȱinȱtableȱ1.ȱȱ

 Demographic characteristics of sample participants 

Greece Netherlands 

N (sample size)  800 588 

Gender Male 48.7 % 47.4 % 

 Female 51.3 % 52.6 % 

18-25 20.1 % 40.0 % 

26-40 46.8 % 30.7 % 

41-60 26.1 % 24.7 % 

61 and above 7.1 % 4.6 % 

Age range 18 � 79 18 - 88 

Age distribution 

Average age 37 34 

Education 
Respondents have completed a high-school 
degree or more 

90.5 % 80.9 % 

 

5. Comparison of Consumers� Preferences  

Accordingȱtoȱresultsȱobtainedȱfromȱtheȱsurveyȱbasedȱdata,ȱweȱcanȱcomeȱtoȱtheȱconclusionȱthatȱ
consumersȱfromȱbothȱcountriesȱpreferȱcertainȱflavoursȱofȱ juices.ȱOrangeȱisȱtheȱfirstȱchoice,ȱandȱ
mixedȱ fruitȱ juiceȱ isȱ inȱ secondȱplace.ȱHowever,ȱ forȱ theȱ juiceȱ thatȱ rankedȱ inȱ thirdȱplace,ȱGreekȱ
consumersȱpreferredȱpeachȱflavour,ȱandȱDutchȱconsumersȱshowedȱaȱpreferenceȱforȱapple.ȱ

Regardingȱtheȱdurationȱofȱ juices,ȱDutchȱconsumersȱwouldȱratherȱconsumeȱlongȬlifeȱ juices,ȱbutȱ
GreekȱconsumersȱpreferȱshortȬlifeȱjuices.ȱThisȱisȱillustratedȱinȱtheȱfollowingȱtable.ȱ
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 Preference in juice duration 

Juice duration Greece Netherlands 

very-short life 18.8 26.9 

short-life 60.3 43.2 

long-life 720.9 55.4 

 

Theȱpreferenceȱ forȱ juicesȱdependingȱonȱ theȱpercentȱofȱ realȱ juiceȱ contained,ȱprovedȱ toȱbeȱ theȱ
sameȱforȱbothȱnationsȱ(tableȱ3).ȱMostȱconsumersȱfromȱbothȱcountriesȱpreferȱ100ȱ%ȱ juice.ȱTheirȱ
secondȱchoiceȱisȱallȱkindsȱofȱ juices,ȱfollowedȱbyȱupȱtoȱ40ȱ%ȱ juiceȱandȱlastly,ȱbyȱsugarȱaddedȱinȱ
juice.ȱ

 Favorite juice category 

Juice category Greece Netherlands 

100% 76.9 61.4 

up to 40% 7.8 19.6 

with sugar 5.3 7 

all juices 8.9 19.6 

 

Inȱbothȱcountries,ȱanȱattemptȱwasȱmadeȱtoȱidentifyȱconsumersȇȱperceptionsȱandȱpreferencesȱreȬ
gardingȱpackaging.ȱȱ

Theȱnextȱcomparisonȱmadeȱregardedȱpackageȱvolumeȱandȱresultsȱshowedȱ(tableȱ4)ȱthatȱGreekȱ
andȱDutchȱconsumersȱhaveȱdifferentȱpreferencesȱconcerningȱthisȱattribute.ȱItȱ isȱapparentȱfromȱ
theȱ tableȱ thatȱmostȱofȱ theȱDutchȱ consumersȱpreferȱ theȱhalfȬlitreȱpackageȱ inȱ contrastȱ toȱGreekȱ
consumers,ȱwhoȱpreferȱtheȱ1ȱlitreȱpackageȱofȱjuice.ȱȱ

 Favourite consumer package 

Volume of package Greece Netherlands 

250/300 ml 17.4 19 

500 ml 12.8 72.7 

1000 ml 54.5 6.5 

Others/I don't care 15.2 1.8 

 

Thisȱfactȱcanȱbeȱexplainedȱbyȱhouseholdȱsize.ȱInȱGreece,ȱwhereȱhouseholdsȱconsistȱofȱfourȱperȬ
sonsȱorȱmore,ȱtheyȱneedȱtoȱbuyȱ1ȱlitreȱpackagesȱofȱjuiceȱtoȱfulfilȱtheȱneedsȱatȱhome.ȱInȱtheȱNethȬ
erlands,ȱaȱtwoȬpersonȱhouseholdȱonlyȱrequiresȱaȱhalfȱlitreȱofȱjuice,ȱwhichȱisȱtheȱmostȱappropriȬ
ateȱpackageȱsize.ȱ

5.1 Brand preferences 

Inȱtotal,ȱeightȱbrandsȱinȱGreeceȱ(Amita,ȱIVI,ȱLife,ȱFlorina,ȱRefresh,ȱFrulite,ȱVioxym/CretaȱFreshȱ
andȱ Freshȱ juice)ȱ andȱ fourȱ brandsȱ inȱHollandȱ (Appelsientje,ȱAHȱOrange,ȱCoolbestȱVitaȱDay,ȱ
FruityȱKing)ȱwereȱ selectedȱ toȱbeȱ surveyed.ȱ InȱGreece,ȱ theȱ juiceȱwhichȱ rankedȱ inȱ theȱ seventhȱ
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placeȱwasȱVioxym/Cretaȱ Fresh,ȱ aȱCretanȱ product,ȱwhichȱwasȱ selectedȱ asȱ aȱ regionalȱ interestȱ
product.ȱAndȱtheȱlastȱjuice,ȱFreshȱJuice,ȱisȱaȱfigmentȱofȱimagination;ȱitȱwasȱincludedȱamongȱtheȱ
targetȱbrandsȱ inȱorderȱ toȱevaluateȱ theȱ respondents�ȱknowledgeȱandȱamountȱofȱattentionȱ theyȱ
paid.ȱ

Consumersȇȱ preferences,ȱ attitudesȱ andȱ perceptionsȱ concerningȱ differentȱ brandsȱ ofȱ fruitȱ juiceȱ
wereȱexamined.ȱTheȱcriteriaȱthatȱwereȱselectedȱareȱprice,ȱtaste/quality,ȱadvertisement,ȱpackagȬ
ingȱandȱcolourȱforȱGreece,ȱandȱcolourȱofȱpackage,ȱpackage,ȱimage/reputation,ȱquality/tasteȱandȱ
priceȱinȱtheȱNetherlands.ȱȱȱȱ

Aȱ consumerȱ choosesȱ theȱ brandȱ forȱwhichȱ utilityȱ isȱmaximalȱ [19].ȱ Theȱ selectionȱ dependsȱ onȱ
brandȱcharacteristicsȱandȱconsumerȱpreferencesȱ[17].ȱ

 Multicriteria preferences in Greek brands (frequency in %) 

Criteria Amita IVI 
Vioxym/ 

Creta Fresh 
Fresh 
Juice 

Life Florina Refresh Frulite 

Cheap 27.2 21.2 6.8 4.9 16.6 31.4 16.1 15.3 

Normal 43.7 50.3 11.3 10.0 30.4 40.9 41.0 35.6 

Expensive 19.7 10.5 5.2 4.2  6.3 18.9 23.3 

Very expensive 1.4 1.0 .5 1.3 4.8 1.4 3.3 5.6 

P
ri

ce
 

I haven't noticed 8.0 17.0 76.2 79.6 16.1 20.0 20.8 20.3 

Excellent 21.0 6.9 2.8 2.0 27.3 10.9 14.3 15.2 

Natural 61.2 57.1 10.0 11.0  43.3 51.6 45.8 

Unnatural 10.0 13.8 4.9 1.9 4.7 19.4 8.0 11.5 T
as

te
 

I don't know 7.8 22.2 82.3 85.1 20.3 26.5 26.1 27.6 

Good 37.5 17.6 2.9 4.1 31.5 8.9 23.7 38.7 

Indifferent 16.2 14.6 3.4 3.8 12.8 12.1 13.4 10.7 

Bad 1.8 2.3 4.1 1.5 1.9 4.6 2.3 3.7 

A
d

ve
rt

iS
em

en
t 

I don't know 44.5 65.5 89.6 90.6 53.7 74.4 60.7 46.9 

Very good 7.1 3.3 4.0 4.0 10.4 2.9 8.0 7.6 

Good 68.4 60.4 12.1 11.5 59.7 47.8 56.7 58.0 

Indifferent 17.3 21.8 9.3 7.1 15.7 24.1 16.5 16.6 

Bad 2.9 4.7 4.7 1.5 1.4 9.4 2.9 2.7 P
ac

ka
gi

n
g 

I haven't noticed 4.3 9.8 69.9 75.9 12.9 15.8 15.9 15.1 

Attractive 28.1 14.4 4.6 3.8 29.9 11.1 19.3 20.0 

Indifferent 49.4 53.2 14.4 12.5 39.6 46.6 44.4 43.5 

Unpleasant 2.9 1.4 1.0 .6 .6 5.8 1.9 2.7 C
o

lo
r 

I don't know 19.6 31.1 80.0 83.1 29.9 36.5 34.3 33.9 

 

Theȱ resultsȱ ofȱ tablesȱ 5ȱ andȱ 6ȱ depictȱmulticriteriaȱ preferenceȱ inȱ brandsȱ forȱ Greeceȱ andȱ theȱ
Netherlands.ȱ

Asȱ itȱwasȱ expected,ȱ theȱvastȱmajorityȱofȱ theȱGreekȱ respondentsȱwereȱnotȱ familiarȱwithȱ suchȱ
brandsȱasȱVioxym/CretaȱFreshȱandȱFreshȱJuice.ȱ

Theȱtableȱbelowȱrevealsȱthat:ȱ
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Üȱ Mostȱconsumersȱfindȱtheȱpriceȱofȱjuicesȱproducedȱfromȱtheseȱbrandsȱtoȱbeȱnormal,ȱwithȱtheȱ
exceptionȱofȱtheȱpriceȱofȱȈLifeȈ,ȱwhichȱwasȱperceivedȱtoȱbeȱbetweenȱnormalȱandȱexpensive.ȱȱ

Üȱ Theȱmajorityȱofȱtheȱrespondentsȱjudgedȱtheȱtasteȱofȱjuicesȱasȱnatural.ȱ

Üȱ Regardingȱ advertisement,ȱ theȱ resultsȱ wereȱ unexpected.ȱ Mostȱ ofȱ theȱ consumersȱ wereȱ
unfamiliarȱwithȱtheȱadvertisementȱofȱtheseȱbrands.ȱOnlyȱtheȱadvertisementȱofȱȈAmitaȈȱandȱ
ȈFruliteȈȱseemedȱtoȱhaveȱbeenȱmoreȱsuccessfulȱthanȱtheȱrest.ȱ

Üȱ Approximatelyȱmoreȱthanȱhalfȱofȱtheȱrespondentsȱstatedȱthatȱtheȱjuiceȱpackagingȱisȱ�good�.ȱȱ

Üȱ Theȱmajorityȱofȱtheȱconsumersȱwereȱindifferentȱtoȱtheȱcolourȱofȱtheȱjuice.ȱȱ

 Multicriteria preferences in Dutch brands (frequency in %) 

Criteria Appelsientje AH Orange Coolbest Vita Day Fruity King 

Very Good 22.8 8.6 19.0 9.8 

Good 62.0 50.2 46.2 35.2 

Indifferent/Neutral 12.0 28.4 16.3 22.6 

Bad .2 4.0 3.1 10.3 

Very Bad .2 .2 1.0 1.9 

C
o

lo
r 

 
(p

ac
ka

ge
) 

I don't Know 2.9 8.8 14.4 20.2 

Very Good 21.0 10.6 19.6 5.9 

Good 63.1 47.7 53.1 26.1 

Indifferent/Neutral 12.8 29.0 16.8 25.2 

Bad 1.5 7.9 4.2 23.7 

Very Bad .7 1.4 1.9 8.3 

P
ac

ka
ge

 

I don't Know .9 3.4 4.5 10.8 

Very Good 63.9 21.5 28.8 3.5 

Good 31.2 41.4 42.7 9.4 

Indifferent/Neutral 3.6 24.6 15.3 15.7 

Bad .3 5.7 5.0 24.5 

Very Bad  1.0 2.4 28.8 

Im
ag

e 
 

R
ep

u
ta

ti
o
n

 

I don't Know 1.0 5.7 5.7 18.0 

Very Good 29.3 11.2 32.6 10.6 

Good 57.0 48.0 31.0 17.3 

Indifferent/Neutral 9.8 21.6 12.5 15.0 

Bad 1.4 4.3 2.3 4.8 

Very Bad .2  1.0 2.8 

Q
u

al
it

y 

I don't Know 2.4 14.9 20.6 49.6 

Very Good 6.8 25.3 1.2 .3 

Good 40.4 50.1 8.7 2.3 

Indifferent/Neutral 33.4 16.0 23.7 10.8 

Bad 14.9 2.8 43.7 27.1 

Very Bad 1.7 .3 15.3 45.5 

P
ri

ce
 

I don't Know 2.7 5.5 7.5 14.0 
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Tableȱ6,ȱdepictedȱonȱtheȱfollowingȱpageȱdisclosesȱthatȱinȱtheȱNetherlands:ȱ

Üȱ Mostȱofȱtheȱconsumersȱfindȱtheȱcolourȱofȱtheȱfruitȱjuiceȱpackage,ȱasȱwellȱasȱtheȱpackageȱitȬ
self,ȱtoȱbeȱ�good�.ȱ

Üȱ Theȱmajorityȱofȱ theȱ respondentsȱ judgedȱ theȱ imageȱ andȱ reputationȱofȱAppelsientjeȱ toȱbeȱ
�veryȱgood�.ȱAHȱOrangeȱandȱCoolbestȱVitaȱDayȱwereȱalsoȱquiteȱ reputable.ȱOnlyȱFruityȱ
Kingȱheldȱaȱveryȱbadȱreputationȱandȱimageȱinȱtheȱviewpointȱofȱcustomers.ȱ

Üȱ Regardingȱquality,ȱmostȱ consumersȱ foundȱqualityȱofȱAppelsientjeȱandȱAHȱOrangeȱ toȱbeȱ
�good�.ȱAccordingȱtoȱtheȱresults,ȱtheȱqualityȱofȱCoolbestȱVitaȱDayȱwasȱ�veryȱgood�.ȱAndȱ
mostȱofȱtheȱrespondentsȱdidȱnotȱknowȱanythingȱaboutȱtheȱqualityȱofȱFruityȱKing.ȱȱ

Üȱ Mostȱ ofȱ theȱ consumersȱ perceivedȱ theȱ priceȱ ofȱ theȱ Appelsientjeȱ andȱ AHȱOrangeȱ toȱ beȱ
�good�.ȱRespectively,ȱ theȱpriceȱofȱCoolbestȱVitaȱDayȱ andȱFruityȱKingȱwasȱperceivedȱ asȱ
�bad�ȱandȱ�veryȱbad�,ȱrespectively.ȱ

Aȱconsumerȱchoiceȱpolicyȱcanȱbeȱexternalisedȱbyȱmeansȱofȱaȱsetȱofȱreferenceȱproductsȱ(brands)ȱ
whichȱtheȱconsumerȱeitherȱhasȱtried,ȱorȱcanȱrankȱthroughȱsimpleȱquestionnaires,ȱwithȱtheȱaidȱofȱ
familiarȱdecisionȱmakingȱsituations,ȱandȱsoȱonȱ[20].ȱ

Respondentsȱ fromȱ bothȱ countriesȱwereȱ askedȱ toȱ rankȱ brandsȱ accordingȱ toȱ theirȱ purchasingȱ
preference.ȱFromȱtheȱfollowingȱcharts,ȱwhichȱshowȱconsumers�ȱfirstȱchoiceȱfrequency,ȱitȱisȱeviȬ
dentȱthatȱAmitaȱandȱAppelsientjeȱindisputablyȱholdȱfirstȱpositions,ȱrespectively,ȱinȱbothȱGreeceȱ
andȱTheȱNetherlands.ȱ
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9. Conclusion and Recommendations 

Theȱjuiceȱsectorȱhasȱexhibitedȱaȱcontinuousȱandȱdynamicȱgrowthȱrateȱmainlyȱdueȱtoȱaȱchangeȱinȱ
lifestyle,ȱtendencyȱtoȱpreferȱhealthyȱproductsȱandȱanȱincreaseȱinȱpurchasingȱpower.ȱ

Inȱthisȱpaper,ȱanȱattemptȱwasȱmadeȱtoȱexamineȱfactorsȱaffectingȱjuiceȱbrandȱchoice.ȱȱ

Fromȱ theȱ analysisȱ conducted,ȱweȱ canȱ comeȱ toȱ theȱ conclusionȱ thatȱ tasteȱ andȱ qualityȱ isȱwhatȱ
drivesȱconsumersȱtoȱcontinueȱbuyingȱjuice.ȱTheyȱareȱtheȱtopȱdeterminingȱfactorsȱinȱjuiceȱpreferȬ
ence.ȱSo,ȱmanufactures,ȱasȱwellȱasȱpeopleȱinvolvedȱinȱfoodȱmarketing,ȱshouldȱbearȱinȱmindȱthatȱ
inȱorderȱtoȱbeȱsuccessfulȱinȱtheȱhighlyȱcompetitiveȱmarketȱofȱjuices,ȱitȱisȱnecessaryȱtoȱemphasiseȱ
qualityȱandȱtasteȱofȱjuices.ȱExistingȱqualityȱofȱjuicesȱshouldȱbeȱimprovedȱorȱadjustedȱtoȱmeetȱtheȱ
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changingȱconsumerȱpreferences.ȱThisȱstudyȱshowedȱ thatȱ theȱnewȱ trendȱ inȱ theȱ juiceȱmarketȱ isȱ
thatȱnowadaysȱconsumersȱareȱlookingȱforȱaȱmoreȱsophisticatedȱandȱcomplexȱtaste.ȱȱ

Findingsȱ indicateȱ thatȱapartȱ fromȱqualityȱorȱ taste,ȱ thereȱareȱseveralȱ factorsȱ thatȱ influenceȱconȬ
sumerȱpurchasingȱbehaviour,ȱsuchȱasȱrankingȱofȱbrandsȱaccordingȱtoȱpurchasingȱpreference.ȱȱ

InȱtheȱNetherlands,ȱtheseȱfactorsȱareȱimageȱofȱtheȱbrand,ȱfollowedȱbyȱpriceȱandȱpackageȱofȱtheȱ
juice.ȱInȱcontrast,ȱconsumersȱinȱGreeceȱareȱinfluencedȱmoreȱbyȱpackageȱofȱtheȱjuiceȱandȱadverȬ
tising.ȱȱ
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