
 

ABSTRACT 
 

 

 

This paperwork presents a wide analysis of the Romanian organic products 

market. The scope of the research is represented by the understanding of the phenomena 

taking place on the market, in this very moment. With the help of two distinct studies, we 

proposed to highlight of an overview upon the market, by gathering clear and relevant 

information regarding the Romanian consumers, producers and the existent relationships 

between different actors on the market. The results of the undertook researches have built 

the premises of achieving some marketing models for the ecological products. 

The research component that targets the producers has an exploratory feature and 

it is realized through the method of in-depth interview. The component referring to 

consumers is conclusive based type and it is realized through a survey, the instrument of 

gathering data, being phone based questionnaire. The main features of the research among 

consumers are the representativeness at a national level, for the urban environment, the 

high level of information and the quality of obtained information. Following this research, 

there were determined a series of characteristics of the Romanian consumers, referring 

especially to the informing level, the image and attitude they have regarding the organic 

products, buying behavior and the perception upon prices. 

One of the important contributions of the study refers to the correlation of the 

information obtained from the producers with information regarding the needs and the 

attitude of the consumers. The marketing patterns proposed after such an approach, take 

into account both the consumers’ expectations and the real situation and the producers 

capacity of satisfying it. 
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