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 Abstract: The present paper aims at analyzing consumer behaviour in the 
field of purchasing not the bare necessities of life, but bio agro-
alimentary produce. Understanding the human behaviour, in general, and 
purchase and consumption behaviour, in particular, has been a constant 
challenge. Since modern humans have to face food unbalance, it is 
necessary to pay special attention to those agro-alimentary goods that do 
not affect consumers’ health state. 
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INTRODUCTION 

 
 Nutrition has always been for the human species a means of 
influencing his health state and biological evolution; it still is one of the 
most acute national and international issues and is subjected to such world 
bodies as W.H.O., F.A.O., and U.N.I.C.E.F. 

Between nutrition and health state there is a complex interaction 
acting two ways: on one hand, foods determine the health state of an 
individual and, on the other hand, pathological and physiological state 
influences dietary regime and the level it is assimilated.  

The notion of bio diet has deep sano-genetic, trophic, and socio-
economic significations. As a general rule, bio diet refers to the 
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consumption of some diversified, clean, healthy, residue-free, rich in high-
quality bioactive and mineral substances produce that contribute to a 
rational physiological nutrition of the human body. 

The importance of bio diet consists in the fact that it can ensure not 
only the supply of enough alimentary goods, but also a rational, balanced 
diet in order to maintain the physical and psychical health of the body to 
favour the process of biological evolution of the humans. 

The appearance of unwanted metabolic effects induced by dietary 
unbalance led to realising how important nutrition is which involved the 
support of a dietary behaviour by healthy principles and determined 
significant segments of consumers to turn towards the purest biologically 
foods, to the so-called bio produce, also called ecological produce, organic 
produce (we should not ignore the differences between these 
denominations). 

The increase of the consumers’ concern to ensure a better state of 
health and the orientation towards high sano-genetic potential produce is 
obvious if we take into account the evolution of the consumption of bio 
agro-alimentary produce in the Timiş County. There is a trend in 
consumers; orientation towards produce considered healthier. 

 
MATERIAL AND METHOD 

 
Literature [1, 2, 3] shows that it is particularly important to know 

both bio agro-alimentary produce producers’ and consumers’ opinions. The 
activities circumscribed to the present study are part of such an approach of 
the behaviour and preferences of the consumers of bio agro-alimentary 
produce. 

Recent studies concerning consumer’s attitude [4] have been carried 
out at the level of relatively large samples of population so that the 
responses supplied by the respondents represent high values as close as 
possible to absolute means (theoretical means at the level of the entire 
population on which the study is carried out). 

We conducted a direct research at the level of the Timiş County 
aiming at identifying the features of the bio agro-alimentary produce 
consumer behaviour. 

The research we conducted aimed mainly at getting more familiar 
with the problem being investigated and a better understanding of some 
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aspects that are only little understood properly, their character being either 
exploratory or descriptive, depending on the case. 

In the case of the selective research, we have worked on a random 
multi stage sample, in several localities in the rural and urban area of the 
county. 

The size of the sample was mad up of a number of 150 people, the 
maximum sampling error being +/-2.7% and the period of interviewing was 
July 2009. 

The questionnaires were processed using a special computer soft 
called “Special Programme for Social Statistics” (SPSS-12), a programme 
that ensures multifactor analysis on the ground of analysis and synthesis 
indicators. 

 

RESULTS AND DISCUSSION 

 

Achieving the goal of the present research was materialised in two 
activities: 

- designing a proper questionnaire and a proper interviewing 
protocol; 

- organising the interview, collecting and processing experimental 
data properly. 

Attitude and preference are pointed out through questions 
concerning the importance of bio agro-alimentary produce in diet. We also 
had in mind the quality and bio agro-alimentary produce, the way they are 
presented, the structure of the assortment, the consumption rate, etc. 

The results we have obtained can be synthesized according to 
programmed activities. 

As for the activity of designing the questionnaire we have applied, of 
validating the questionnaire, and of interviewing, we distinguish among the 
following: 

- first, questions grouping the respondents depending on their age, 
sex, number of members per family, number of children, 
residential environment (urban or rural); 

- second, main questions defining preferences concerning daily 
and weekly consumption of bio agro-alimentary produce, the 
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consumption rate, and bio produce from individuals or farmers, 
bio and industrial agro-alimentary produce, Romanian or 
imported bio produce. 

As for the study of consumers’ attitude and preferences, we can 
range them into three groups: 

1. The socio-professional group pointed out the following structure 
of the 150 respondents:  

- 45% males and 35% females;  
- 39% from the rural area and 61% from the urban area;  
- 13% aged 18-25; 41% aged 26-40; 40% aged 41-65; and 

11% aged over 65; 
- 58% from families with 1-3 members, 41% from families 

with 4-6 members; 
- 13% graduates of gymnasium, 27% graduates of 10 classes, 

30% graduates of high-schools, 30% graduates from 
universities; 

- 26% with an income of 400-800 lei/month, 19% with an 
income of 800-1200 lei/month, 12% with an income of 
1,200-2,000 lei/month; 

- 73% married, 19% single;  
- 56 with children, 44% without children. 

 2. As for agro-alimentary consumers’ preferences, most of the 
respondents to our questionnaire prefer native fresh vegetables at a weekly 
rate. 
 3. As far as the attitudes are concerned, most respondents to our 
questionnaire claim that Romanian agro-alimentary produce from 
individuals and from farms are of similar quality, imports ensuring mainly 
seasonal consumption. 

All the inhabitants of Timişoara can market bio agro-alimentary 
produce directly from the gardens of the agriculturists in the area paying 
less by eliminating the intermediaries.  

This is possible due to a pilot-project financed from European funds 
– the Association for the Support of Peasant Agriculture (ASPA) – that 
aims at establishing a partnership between producers and consumers for the 
first time in Romania. 

The consumer becomes a partner of the agricultural exploitation, 
purchasing at the beginning of the season a part of the farm’s harvest and 
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receiving, in exchange, on a weekly basis, a basket of fresh agricultural 
produce. The producer gets part of the money in advance at the beginning of 
the season which confers safety and guarantee allowing him to better 
programme his crops. 

In Timişoara, ASPA was established within the project “Timişoara 
– a responsible territory”.  

The first bio vegetables producer is from the locality Belinţ, and he 
was followed by other agriculturists supplying sheep cheese (again from 
Belinţ), fruits from Periam, and honey from Diniaş. The prices of the 
products do not differ much from the prices practiced on the market. 
Timişoara is the only city in Eastern Europe running the campaign “Eat bio 
and support the local agriculture”.  

The composition of the bio vegetables basket and their prices are 
presented in Table 1. 

 
Table 1. Weekly basket of bio vegetables (July 7, 2009) 

 
In 2009, a number of 110 families (i.e. 350 people) from Timişoara 

were fed alternatively.  
Figure 1 represents the frequency of the consumption of bio agro-

alimentary produce after the confusion between bio produce and natural 

No. Crop  Unitary price 
(kg/pc/bunch) 

Large 
basket 

Cost  Small 
basket 

Cost     

1 Potatoes    2 lei/kg 2 kg 4 lei 1.5 kg 3 lei 

2 Green onion   2.5 lei/kg 3 bunches 7.5 lei 1 bunch 2.5 lei 

3 Wild cabbage   1.5 lei/piece 2 pieces 3 lei 1 bunch 1.5 lei 

4 Cabbage    2 lei/kg 1.5 kg 3 lei 1.5 kg 3 lei 
5 Bell peppers   3.5 lei/kg 1 kg 3.5 lei  1 kg 3.5 lei 

6 Green beans   5 lei/kg 1 kg 5 lei 1 kg 5 lei 

7 Cucumbers    3 lei/kg 2 kg 6 lei 1.5 kg 4.5 lei 

8 Pumpkins    2 lei/piece 2 pieces 4 lei 1 piece 2 lei 

9 Cauliflower  4 lei/kg 1.5 kg 6 lei 1.5  6 lei 

10 Celery (leaves) 1 leu/bunch 1 bunch 1 leu 1 bunch 1 leu 

 Total  
43 lei 

 Total 
32 lei 
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produce was eliminated, a correction that was possible after introducing 
control questions. 

More than half of the population we have studied in our research has 
consumed at least once (Figure 1) agro-alimentary produce certified as bio; 
we consider that the share of those that have never eaten bio produce is too 
high (42%). 

 
      
 
 
       **1. Do not eat 42% 
               2. Eat sometimes 35% 
               3. Eat often 23% 

Figure 1. Frequency of consumption of bio agro-alimentary produce 
We also studied the availability for consumption of non-consumers 

of bio produce. 
Assessment took place after we explained the notion of bio produce 

which the respondents did not know. 
The results we have obtained show a high degree of availability of 

the consumers (70%) for this category of produce. Unfortunately, the 
enthusiasm lasts little when the consumers are informed about the price of 
the bio agro-alimentary produce. 

We took into account only respondents identified as consumers of 
bio produce. When they make the decision of purchasing such produce, they 
think first of their children or of the old people in their families (71%), of 
the taste of the bio produce (16%), or of their health (13%). A combination 
of these three factors is also possible. 

 
 

         
 
 
 
    
 
** 1. For health (13%)  
               2. Because they taste better (16%) 
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               3. For children/old people (71%)  
Figure 2. Reasons for purchasing bio agro-alimentary produce 
Motivation for purchasing bio agro-alimentary produce of the 

consumers is as follows: 
- only 30,4% of the consumers are satisfied by the number of 

certified bio produce on the market while the number of people 
dissatisfied is about the same; in exchange, most consumers 
(61.0%) are satisfied with the quality of these produce; 

- most dissatisfied consumers refer to the fact that these produce 
“are old”; 

- taking into account the fact that these produce are easy to alter 
because they contain no preservatives, we need to improve 
distribution. 

 
CONCLUSIONS 

 
These last years, the population of the Timiş County has become 

more aware of the importance of consuming quality foods to ensure health. 
This trend is called “healthy nutrition”. 

The increasing demand for bio agro-alimentary produce and for bio 
fibbers has developed new business opportunities for the farmers and 
enterprisers in the entire country. Of real success along the years, the private 
sector ahs developed independently its concepts and markets for pure bio 
produce. 

At present, these produce can be found in almost all the shops 
included in the great commercial networks. The range of bio agro-
alimentary produce on the market has also diversified, so that consumers 
can purchase currently and relatively easy these produce. 

Though the real price of bio agro-alimentary produce are higher than 
that of conventional produce, more and more consumers are inclined to 
offer a higher price for certain foods, if they have the guarantee of food 
quality and safety [5]. 

Green “consumers” need to be properly informed, they reed the 
labels, they need to check to take preventive measures, they need to see 
differences to make an option for bio agro alimentary produce, they need to 
maintain their standard of living through alternatives. 
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To stimulate the consumption of bio agro-alimentary produce, 
developed countries have taken the following measures that Romania also 
could adopt: 

- promoting bio agro-alimentary produce through the great 
marketing networks; 

- informing more in detail the consumers through means specific to 
marketing, through labels, as well as through levelling and 
aligning prices to increase domestic consumption; 

- informing the consumers properly on the favourable effects of bio 
agro-alimentary produce on both human health and 
environmental health. 

The main reason for which a consumer chooses a bio agro-
alimentary produce is his wish to have a healthy nutrition that prevents 
diseases or other future condition. 

Consumption of bio agro-alimentary produce is, thus, the solution 
for many of the problems of our society. 
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