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Abstract

The study of consumer preferences in food occupies an important place in modern science, since quality nutrition 
determines the level of country’s population health. In modern society, the food products’ preferences by different 
consumers differ significantly and are formed by a variety of characteristics, including their nationality, age, 
gender and other characteristics. Relatively recently, another grouping of consumers has appeared: depending 
on belonging to a certain generation, determined by the consumer’s values, which were formed as a result of 
different upbringing and external events in society at an early age. The available works on this issue mainly study 
the preferences of different generations’ consumers when choosing a certain food or non-food good. In this paper, 
the authors set a goal to develop a model of different generations consumer preferences in relation to the whole 
set of food products. In this regard, the topic and purpose of the work are relevant, the study complements and 
develops existing scientific works on the studied problems.

This study used materials from a global study of different generations’ consumer behavior conducted by 
PricewaterhouseCoopers (PwC) in Russia for the period 2020 - 2021 [13]. At the same time, PwC’s data on the 
priorities of different generations’ consumers in relation to: preferences for offline or online food purchase 
channels, the level of food’s price and quality, compliance with the principles of sustainable development when 
choosing food had a great importance for this study. The authors of this work supplemented the preferences 
studying results of different generations’ consumers in food products already available in the literature with 
their own sociological study of the factors and opportunities that determine such preferences for three main 
generations: Baby Boom generation, Generation X (born between 1965 and 1980), Generation Y (born between 
1981 and 1996). During the study, the authors used as a basis the method of system analysis and synthesis to 
determine the consumer preferences’ factors in food products grouped by levels of the needs hierarchy according 
to the pyramid of Maslow. The survey was also used to identify and quantify the factors and opportunities that 
determine consumer preferences in food products of different generations. The survey was conducted on 170 
consumers of different generations living in Russia: 28% belong to the Baby Boom generation cohort, 32% are 
Generation X consumers and 39% represent the Generation Y cohort. In addition, a matrix method was used to 
form a consumer preferences matrix for food selection. And the method of structural and logical analysis was 
used to form consumer preferences patterns when choosing food. In addition, the integral evaluation method 
was used to obtain a generalizing indicator of consumer preferences and a graphical method for forming three-
dimensional consumer preferences models in food products of each generations’ cohort. In the end, an abstract-
logical method was used for theoretical generalizations of the different generations’ consumer preferences 
study results when choosing food.

The different generations’ consumer preferences study has shown that price and quality are the dominant 
factors shaping consumer food choice and these factors prevail both in online and offline trade channels. At 
the same time, Generation Y consumers are very sensitive to the price when buying food in the offline channel, 
and are somewhat less susceptible to prices in the case of purchasing products online. In contrast, Baby 
Boom generation and Generation X consumers are generally less sensitive to the price factor when buying 
food. And also the consumers of Baby Boom generation and Generation X pay great attention to compliance 
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with the principles of environmental, social, governance (ESG) sustainable development, including food’s 
origin transparency. Generation Y consumers are also guided by the sustainable development principles, but 
mostly they follow the environmental safety principles. Based on the results of an independently conducted 
sociological study, the authors identified patterns of factors that determine three main generations’ consumers’ 
preferences in food. The study showed that consumer preferences of all generations currently provide for: the 
harmful substances and microorganisms’ absence in food, the possibility of ensuring consumer protection when 
purchasing and using substandard food, as well as the healthy food products buying possibility. At the same 
time, differences in the choice of food products by different generations’ consumers have been revealed. For 
consumers of the Baby Boom generation cohort, quite significant selection criteria are: socially significant food 
economic accessibility (price), prestigious brands food availability and the new innovative food products’ offer. 
When choosing food by consumers of the Generation X cohort, the following factors are taken into account: 
proximity to the consumer and purchasing food convenience, as well as public approval of the food selection 
correctness. The consumer preferences of the Generation Y cohort consumers are determined by the following 
factors: good consumer properties (quality) of food, the possibility of food indicative purchase (including in 
social networks), as well as a food choices’ wide variety.

The study results are in practical importance for trading enterprises, including in the assortment policy formation, 
the effective sales channels selection and the establishment of communication links with consumers of food 
products belonging to different generations. The formulated conclusions are the basis for the innovative strategies 
development for the food trade development.
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