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Abstract: Marketing and ecology are areas that overlap multiple fields, 
since both start from the same ideas, namely, that in developing any kind 
of economic activity an appropriate attention needs to be addressed in 
improving the quantity and quality of products and services in terms of 
profitability that interest individuals, companies, communities, and 
environmental protection, the basic condition of material and cultural 
production of the entire society. [1] Eco Marketing refers only to 
ecological assets and services, whether industrial or staple, for immediate 
or for long term use, of collective or social interest. 
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INTRODUCTION 

 
Increased economic development in the last century had and 

continues to have a negative impact on the environment. 
Times we are living in are marked by man-made environmental 

degradation. Ecological crisis that humanity crosses is due to production and 
consumption systems that have exceeded the nature’s capacity of self 
adjustment. In the process of finding those responsible for this state, the first 
to blame are the companies, but also marketing in general. [2] 

Coming years are crucial to development for all mankind coming, 
therefore global measures of environmental nature are strictly necessary, in 
order to protect the natural environment and establish a lifestyle in harmony 
with nature and its principles, thus the need for ecology to dominate all life 
and activity and to become a global movement, changing lifestyle of the 
whole mankind. 
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Alongside ecology rallied also marketing, which by its ecological 
orientation has led to the theories and concepts of eco marketing, meaning 
ecological marketing. 

Eco marketing is the domain of economic science that will have to 
take account of consumer requirements, particularly through product policy, 
through changes to the production process and product life cycle. 

Ecological marketing is a concept which means policy and 
marketing optimization of a company, in close correlation with ecology, in 
order to have positive effects on the entire system, without lowering 
concerns of profitability. 

The category of quality products can also include the products 
resulting from practicing a type of agriculture called organic farming. 

Organic farming has as a goal using as small quantities of off-farm 
inputs as possible and prohibit the use of synthetic chemicals used as 
fertilizers and soil enhancers, ingredients for fodder preparation, pesticides 
and additionally products for food preparation. [5] 

The ecological food product is made from organic ingredients came 
from organic farming, but without using synthetic food additives. 

Conventional food product is made from raw materials originating 
from conventional (normal) agriculture, where synthetic chemical 
substances were also used, as well as alimentary artificial additives. 

At the preparation of organic food additives and other incorporated 
substances are left aside. Disposal of these products is usually made in 
special shops or even the producer’s yard. Certified organic products are 
marked and labeled according to regulations in the field. Organic products 
are only those having a quality certificate and carry the logo of the 
certification organization on the package and not every product that is sold 
as “natural” or “rural”. 

 
MATERIALS AND METHODS 

 
Ecological marketing is developing on two levels: the world 

economy level, where it takes the shape of developing programs coordinated 
at a global level and the macro-economical level, through coordination of 
specific actions in order to strengthen a national economy. 

The criteria underlying ecological marketing leadership are the 
following [4]: providing satisfaction to help improving the quality of life, 
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offering consumers goods and ecological services in terms of environmental 
performance and health, orientation to consumption of goods and services 
that protect present and future generation. 

An “eco” current crosses Earth on all meridians and parallels, 
bringing hope for health and a longer life. Organic farming plays a crucial 
role in human nutrition. Situation is much more complex in the context of 
the vital problems of mankind, given the fact that economic 
underdevelopment of a large number of countries, hunger issue, alimentary 
safety and environment protection have not found viable solutions. 

Under these circumstances, organic food nutrition can only be 
conceived together with the mentioned vital issues and in the frame of a 
sustainable agriculture based on future eco-technologies. 

An organic food product is considered that organic product classified 
in the group of organic products which was obtained by non-pollutant 
farming practices, taking into consideration the conditions related to: 
prohibiting the use of synthetic chemicals, use of technology to obtain 
products that protect the environmental and animals; acceptance of 
monitoring forms of non-pollutant production conditions, follow the rules 
imposed by regulations and standards in producing and distributing these 
products. [5] 

Organic food products, currently named eco-products, may be 
placed in the following groups: unprocessed primary plant products, 
unprocessed livestock and livestock products, animal and vegetable 
products processed for human consumption prepared from one or more 
ingredients of plant or animal origin. 

Organic food product market is limited due to reasons related to the 
following: nutritionist position considered unfavorable for most consumers, 
the small number of consumers as a consequence of their income. 

Currently, in Romania there are 4,200 operators working in organic 
farming, of which 89 are processors and traders, who obtained 260,000 tons 
of ecological products, worth 100,000 Euros. Between 10 and 15% of 
organic products reach the internal market. 

This market is developing slowly in Romania, one of the reasons 
being that these products are generally 10% - 40% more expensive than 
conventional products, this year only prices for organic products being 
increased by 20%, operators from the ecological system having to transfer 
higher production costs to consumers. [3] 
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In 2009, 130,000 organic products were directed for intra-
community trade, with a value of 100 million Euros, representing an 
increase of 20% compared to 2007. 

The main products on the Community market were oil and protein, 
grain, berries and mushrooms, dairy products, honey and derivatives, 
sunflower oil. Romanian products have been marketed in Germany, Italy, 
Greece, Switzerland, Netherlands and France. 

Marketing of organic products is made by traders registered with 
MADR, through the use of different market niches: farm gate sales, sales 
through wholesale stores, sales in specialized stores, online stock sales for 
organic products, sales through seasonal markets. 

The livestock sector in 2009 recorded a boost of organic certified 
livestock, especially sheep and goats, an increase of about 15 times 
compared to the annual average for the period 2000-2004 and 14 times 
compared to 2005. 

A look inside the sector of organic processed products shows a 
diversification of product types by launching new products and increasing 
the number of processors to 85 units in 2009 compared to 48 in 2007. 

In 2009, in the domestic market were traded fresh fruit and 
vegetables, herbal teas, bread, pasta, pastry, flour and cereal flakes, 
sunflower and soybean oil, wine made from organic grapes, honey and 
honey derivates, eggs, as well as products processed from: cows and sheep 
milk (cheese, butter, cream cheese), rice, soy, hemp seed (spreads, tofu, 
hemp oil) pork, beef and snails (sausages, bacon), fruits and vegetables 
(juices, jams). 

Expenses involved in the process of organic production are higher 
than for agricultural products treated with pesticides or animals kept in 
conventional farms. Ecological certification is made only by the inspection 
bodies approved by the Ministry of Agriculture, which frequently check 
whether the rules of production are applied. 

The soil should have quality and be free of pesticides, plants are 
forbidden to be sprayed with chemicals and animals have only be fed with 
natural fodder and kept in good conditions. “Eco” does not only mean 
“natural”, it is a whole philosophy involving reducing pollution, biodiversity 
conservation and rural development. [3] 

All these rules add costs to production of at least 20-30 percent, 
which is reflected in prices. Increasingly aware of the importance of natural 
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food, the Romanians are willing to pay more, but they have fairly rare 
occasions to meet with the organic products. For their food products to 
reach people, some producers go hundreds of miles to attend traditional and 
eco fairs across the country. 

 
RESULTS AND DISCUSSION 

 
Organic production aims to achieve sustainable, diversified and 

balanced agricultural systems that ensure natural resources protection and 
consumers’ health. Impact of organic production process on the 
environment is minimal. 

If past customers and marketing stores chose a product according to 
issues related to quality, price and availability in the same share, currently 
they accept a product also considering aspects related to environmental 
protection. Effects concerning the environment actually meet environmental 
effects exerted by the product throughout its lifetime. 

Consumers are concerned about the timeliness of environmental 
protection and began searching the stores wanting to buy products that have 
descriptions like “natural”, “organic” or “biodegradable”. [2] 

Policy on quality of agricultural and food products is a component of 
agro-alimentary policy of Romania, being developed by the Ministry of 
Agriculture, Forestry and Rural Development in the form of regulations - 
decisions and decrees, directions and standards on product. 

Thus, an organic product can be marketed only after being checked 
and certified with this quality by inspection and certification bodies in EU 
countries. 

Certified organic products are distinguished by the mark “ea” visibly 
affixed on the package label, and this certification is achieved through 
rigorous procedures, under strict monitoring. On the label and advertising of 
an organic product the logo “ea” characteristic to monitored organic 
products will be affixed. 

Eco marketing role and importance in the economic sphere is based 
on the following arguments [4]: 

• each economic organization have to know the impact of the 
organic products on environment and on human; 

• companies, after studying the impact of their products on 
consumers and the environment, must adjust their 
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production, taking into account: the satisfaction of consumers 
and the environment protection; 

• each company must know to what extent their products 
adapted to ecological requirements meet the consumer needs; 

• by applying the principles of eco marketing, companies can 
identity their ecological deficiencies and can act to can lead 
to organic and can act to rectify them. 

Following the complexity of ecology and marketing, of interferences 
and mutual influences between them, eco marketing in agriculture refers to: 

• research and implementation of bio-industry, biotechnologies 
and organic technologies in the agriculture and food industry 
production; 

• protect and restore soil, water and air against pollution and 
degradation; 

• prevent marketing of infested food products or that are 
harmful to human health or the environment; 

• collect and use a high share of all edible products in human 
nutrition, which are almost free provided by nature. 

Development of organic farming and organic products 
diversification on the domestic market is based on the following objectives 
[3]: 

• increasingly promoting more the concept of organic farming; 
• specialization of people involved in this sector; 
• providing support to producers during the conversion; 
• creating an accessible information system on organic 

farming; 
• promotional campaigns for consumption, in order to increase 

domestic demand for organic products; 
• informing and raising Romanian consumers awareness of 

turning to organic food products consumption. 
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CONCLUSIONS 

 
On this basis we can state that in the future, forming a powerful 

sector of organic farming for the domestic market takes time, education, 
major investments in marketing and transport infrastructure, in controlling 
and certification of products. 

The domestic market for organic products can become operative on 
account of lower costs, with efforts to educate consuming behavior of the 
population and with increasing income. 

In our country, expansion of production and agro-alimentary market 
made by organic technologies must be oriented towards: testing the market 
of products made by non-pollutant technologies, setting the goals in terms 
of development of influencing factors, tracking down the areas and farms 
where bio-technologies are prevalently practiced, analyzing production, 
distribution and profits in these households, experimenting production and 
marketing structures of organic food products and promoting them on the 
domestic and foreign market. 

Romania is considered an area with organic farming potential, 
therefore the funds provided should be substantially increased. Lack of 
substantial subsidies and investment funds, disinterest of the market for 
organic products, are just some of the causes that make the Romanian 
potential remain unexploited. Given that an organic product is not so easy to 
be obtained and Romanian farmers do not have the necessary means, 
qualified organizations are able to leverage the development of organic 
farming by providing funds. 

The solution to overcome crisis is organic farming, especially 
marketing organic products in all its complexity. 
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