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Abstract       Purpose - The main objectives of this paper are to present the 
characteristics of organic farmers in Romania and to present strategies of the 
product, price, distribution and promotion used. They are analyzed in terms of 
organic vegetables destination produced by them. 
Findings - there is a lack of information on this emerging market, causing 
some problems in choosing by the farmer of vegetables that are to be 
produced. Farmers association is required in order to reduce costs (through 
sharing of know - how and other resources). The existing problems in the 
distribution area will be solved through supermarkets involving, by selling 
vegetables by producers directly to consumers and through a natural 
evolution of the market that will mean the opening of many specialized 
organic stores. Farmers’ communication with the market is almost nonexistent 
and it is imperative to be developed in two main axis: informing consumers 
about the benefits of organic food products but also educate them to accept 
vegetables produced by farmers.  
Originality / value – the paper explores strategies of product, price, 
distribution and promotion adopted by organic farmers from Romania, being 
one of the first papers addressing to this area. Also, the paper can be used as 
a benchmark for implementation of effective marketing practices by organic 
farmers. 
JEL classification - M31: Marketing   
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There is a growing demand for more and more green 

vegetables, and at the same time, a growing number of 

farmers starting to produce vegetables and other 

organic products in organic food system. These farmers 

are facing numerous problems on this emerging 

market, problems related to aspects of product strategy, 

pricing, distribution and promotion. A good knowledge 

of these concepts would reduce a lot the failure rate of 

this of organic farming initiatives.  

 
Research Methodology  

 
This qualitative research marketing was done with the 

help of 60 organic farmers  

Technique was used for the collection of information 

semi conducted  interview, for which a previously 

interview guide was prepared. The six themes of the 

interview guide were set according to the research 

goals: 

 The characteristics of organic farmers  from 

Romania 

 organic vegetable market 

 product strategy 

 pricing strategy 

 distribution strategy 

 promotion strategy 

Responses were recorded, transcribed  and edited to 

eliminate redundancy and so that they could be   

interpret. Information analysis was done by a structural 

examination of the information collected, first of all for 

each vegetable gardener and then for all in order  to 

discover the pattern of the phenomena investigated. 

Before the interviews, a range of secondary sources of 

information was consulted to provide a broader 

academic context for this research.  

 

The main findings  

 

Organic vegetables market in Romania 

  On the organic vegetables market  there is a high 

demand for fresh vegetables. One can speak of two 

main areas of origin of the request. Most green 

vegetables are going to export, more to processors in 

the EU. To enter into relationships with intermediaries 

in the sector that sell to the processors, organic farmers 

in Romania must have high production capacity, 

because there are logistics costs that become very high 

if are not delivered quantities of at least 20 

tons. Regarding the direct relationship of producers of 

organic vegetables and processors, it becomes stable 
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only if farmers deliver larger quantities of 20 tons, but 

the price that the farmer receives is better.  

The main obstacles in the development of the green 

vegetables for fresh consumption have been identified 

by manufacturers as being the lack of information of 

the Romanian consumer regarding to the benefits of 

organic food products consume, the distribution 

structures are underdeveloped and consumer incomes 

are often insufficient to pay the  price difference 

between an organic product and one obtained in 

conventional manner. There is hope that after the  

increasingly involvement of supermarkets on this 

market, visibility and availability of these products to 

increase and therefore the market to develop.  

 

Who is the ecological vegetable gardener  in 

Romania?  
The overwhelming majority of organic vegetable 

farmers in Romania has higher education in fields other 

than agriculture, have between 35 and 50 years, are 

married and have kids. Few attended courses of 

organic agriculture and very few have attended courses  

of organic foods marketing. In general they feel 

informed about organic foods market and the main 

sources of information are Internet, organic stores 

specialized and other farmers. State authorities are an 

insignificant source of information for most organic 

farmers. They have a very favorable opinion towards 

organic farming, which helps them not to give up in the 

first two or three years, when the probability of loss is 

very high. 

Most of them have their land as personal property and 

considered that in the future, organic farming will 

develop due to both internal demand and external 

demand. They also produce products other than green 

vegetables, which helps them to withstand the 

beginning difficulties more easily. Some of the 

products are intended for exchange with other products 

potentially coming from other organic farmers. 

They work in general, with day laborers, few of them 

having permanent employees. Some ecological farmers 

being at the beginning of their activity have a job in 

another field, which on the one hand, help them 

survive, but on the other hand, it takes away from their 

time to practice organic vegetable effective. 

Farmers that are maintaining a close contact with 

consumers say that they have been less affected by the 

crisis, despite lower incomes of the consumers and 

believes that if consumers incomes  will not increase, 

the organic vegetables market in Romania will remain 

a niche status.  Fewer problems had in this respect the 

ecological farmers that are exporting their vegetables 

in Germany or Switzerland, countries less affected by 

economic crisis. 

 

Product Policy  
On the market of organic vegetables for fresh 

consumption, there is greater demand for vegetables 

such as carrots, onions, tomatoes, cucumbers. There 

are vegetables where you can talk about lower demand: 

radishes and spinach. It was noted there are issues 

regarding accurate prediction of consumer demand, 

especially for beginner farmers. Thus, there is no 

market research to inform farmers about the nature of 

consumer demand for fresh organic vegetables. In the 

first year of business, farmers try to produce small 

quantities of a very diverse assortment of vegetables to 

learn about the nature of the request, information to be 

used in future years. Most farmers mentioned as 

profitable the vegetables that are difficult to produce in 

organic system: tomatoes, potatoes and cucumbers. In 

contrast of these, there are less profitable vegetables: 

onions, radishes, herbs. 

Most farmers who produce organic vegetables for fresh 

consumption are beginning work on a small scale at 

first more for their own consumption, but also start 

shipping small quantities of organic products to shops 

specialized in organic products, restaurants or directly 

to final customers. It was found that the lack of real 

cooperation between farmers, but also the lack of 

market information is a powerful impediment for the 

development of this sector. 

Farmers who are selling their vegetables to foreign 

processors or to distribution companies, benefits of 

accurate information about the market, but they must 

overcome the following obstacles: 

o Prices offered are small, hence the 

obvious need to keep costs under control 

o Dependence of intermediaries, which 

increases the risk of their work, especially in times of 

crisis 

o They have to periodically deliver 

large quantities of products 

o Are specialized in fewer products, 

and in case the demand fluctuates will have problems 

when to change the products they produce. 

There is also the intention from the farmers who 

produce small quantities to process some of the harvest 

in the form of traditional products for which there are 

no difficult requirements on processing 

equipment. Thus, the law allows small producers to 

process the vegetables in the traditional system, but 

under the condition not to exceed a certain amount of 

finished products. A part of farmers already process the 

vegetables produced in the form of vegetable stew or  

traditional pickles that are selling at the organic stores 

or at traditional product fairs. Unfortunately, the prices 

at which are sold these products are so high that the 

market development from this perspective is becoming 

limited. 

Small farmers will be able to sell small organic 

vegetables that are sometimes with small aspect 

deficiencies only if they maintain a close connection 

with consumers, who must  be educated in order to put 

in the forefront the taste and pronounced sanogenetic 

character and less the appearance. Such forms of 

consumer education are already in Romania, but 

farmers should not fall into the other extreme which 
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involves carrying out the work without taking into 

account consumer preferences. 

After carrying this quantitative marketing research, 

was found that a factor of a success at a organic farmer 

is the existence of a large number of vegetable 

products and product portfolio diversification towards 

milk and fruits. Thus, those who produce a wide range 

of organic food products or have been associated with 

other producers of organic food are becoming very 

popular on the market. 

The main factors for which farmers choose the 

vegetables that they will produce are: 

o Market requirements 

o Family needs 

o Technical and technological 

possibilities 

o Staggering production 

In terms of varieties of vegetables produced, it was 

found that are produced both traditional varieties (the 

farmers receive for free seeds from gene bank of 

Suceava) and modern varieties, but with seeds of 

certified organic origin. 

Farmers who produce vegetables for fresh consumption 

and export their vegetables in the West need high 

production capacity because the West  processors do 

not have time to deal with small quantities. These large 

quantities can be obtained, usually after 2-3 years of 

starting the activity because there are problems related 

of know-how and, in general, farmers must be 

passionate about organic farming for having patience 

to continue despite the inherent obstacles from the 

beginning period. A solution is diversifying the product 

portfolio by including into the offer organic cereals, 

which are easier to produce and in their case benefits of 

some logistical advantages. A disadvantage of the 

production of cereals is that the choice of cereals that 

will be produced cannot be done in the short term, 

because you have o respect the technical requirements 

related to the organic crop rotation.  
 

Pricing Policy  
Most of organic farmers in Romania consider that, to 

be successful on the market, the organic vegetables 

should not have prices higher than 40% compared to 

vegetables produced in conventional agriculture. They 

believe that they have average prices. However, prices 

of organic vegetables exceed with 40-50% the prices of 

nonorganic vegetables from the farm gate. At these 

prices are added very high additions of the specialized 

organic shops, fact that raise prices further. Finally it 

reaches double prices toward the conventional 

vegetables, which makes it harder to sell. 

In this market, the most important factors involved in 

pricing setting are competition and demand. Farmers 

with farms located at dozens of miles from large cities 

(where it comes the demand in the highest proportion) 

tend to set prices according to demand more and less 

depending on the competition and costs, so resulting 

smaller prices. In contrast, farmers located closer to 

consumption centers tend to set prices according to 

competition, so resulting  unreasonably high price 

sometimes for this market which is in an early stage of 

development. A possible explanation for this situation 

may be that in  larger cities the incomes are higher, 

while in smaller cities are lower. 

It is clear that as the market grows, prices will fall, and 

so will survive on the market producers that fail to 

produce at low costs. Regarding specialized organic 

shops, one can speak of two categories. Thus, the first 

category consists of stores that practice high mark-ups, 

up to 100% sometimes and that do a disservice to the 

industry because through the high final prices of these 

products they succeed  to make incredible the  

importance of these products for the society. On the 

other hand, there is a relatively small group of shops 

specialized that practice lower mark-ups, resulting that 

these have reasonable prices for consumers. 

This situation persists because of a very small number 

of specialized organic shops. 

There are several ways in which the final prices may 

decrease, reducing costs, eliminating intermediaries 

and processing a portion of vegetables, problems that 

will be analyzed in detail in paragraph about the 

distribution policy. Will benefit farmers with a 

proactive attitude towards the market, those who will 

not only anticipate market trends, but will even be able 

to  influence by educational actions for potential 

consumers. In the following years, as supermarkets 

will involve increasingly more and more on this 

market, prices will drop and some farmers (those who 

fail to reduce costs) will abandon this activity. 

Price is a key factor in market development especially 

due to economic - financially crisis in which we are 

because consumers' disposable incomes have suffered 

serious reductions. 

It was also found that farmers, their vast majority do 

not practice market segmentation based on consumer 

income, in order to offer those with lower incomes the 

opportunity to purchase such products. There are some 

farmers who set prices according to consumers income, 

but they are  few to be able to talk about a national 

trend.  

 

Distribution Policy  
There are three types of distribution for vegetables 

produced in organic systems. Thus, products can be 

distributed without intermediaries, with intermediaries 

and the mixed version which means that some of the 

products to reach consumers through intermediaries, 

and the other without intermediaries. Clearly there are 

particular problems on the organic vegetable 

distribution field in Romania, because the market lacks 

distribution structures. Some of the potential 

consumers would like to buy but cannot find these 

products because the number of such shops is small, 

and farmers lack marketing skills to overcome this 

obstacle. 
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Most organic farmers works with a small number of 

organic specialty stores (five or fewer), while access to 

supermarkets is more difficult because of  their trade 

policies: they want large quantities, phased delivery, 

low prices, high fees for access in their network. 

Supermarkets have appeared on the market after the 

occurrence of specialized organic stores, causing a 

higher share of small shops in consumer preferences, 

but as the market develops,  increasingly important 

shares will return to the supermarket chains, that will  

get control over 60% of the market. Beyond the 

difficulties that farmers met  to supply supermarkets 

networks, we can also talk about the beneficial role of 

these networks in the sense that develops market very 

much as they have great communicational force. 

Regarding the purchase location preferred by the 

Romanian  consumer of organic food products, farmers 

said about the Romanian consumer that  prefers to buy 

from organic shops that are specialized,  directly from 

a farm or cart home delivery subscription-based 

weekly, which is true now, at the stage that market is in 

Romania. Few farmers are aware of the role that is 

becoming more and more important that will have 

supermarkets. 

Specialized organic stores in Romania are still in small 

number but is expecting a large increase of their 

number in the following years, and market 

development will be faster and  faster because it will 

achieve economies of scale. 

A particularly interesting form of distribution is the 

direct marketing through weekly deliveries to the final 

consumer at home or at a fixed basket of vegetables on 

a subscription basis. Thus, consumers pay in advance 

before starting work in the farm, some of the money, 

following  that  during the year to enjoy fresh, organic 

and supplied in their immediate proximity. It is noted, 

in this regard, three distribution systems in the counties 

of  Timis and Arad organized by the NGO (non-

governmental organization) "Association for 

Supporting Peasant Agriculture" where vegetables 

prices are more than acceptable. In contrast to this 

situation, in the center of the country they have tried to 

organize similar distribution systems, actions resulting 

less successful in part because the practice of high 

prices. 

Farmers say that in order to develop the market is 

needed  to act in two ways: 

o Association of farmers to help reduce 

production costs. These reductions can come from 

many directions. Thus, collaboration can start even 

before starting the common supply of inputs at better 

prices (some companies of certification allow that the 

seeds to come from another organic farm, from a 

previous crop, with no obligation to buy seeds annually 

) A bag of organic seeds brought from England costs £ 

2, while at the Research Station from Bacau there are 

serious problems with their ability to provide the 

farmers the organic seeds. Collaboration between 

farmers can continue on the logistics area, because 

stores require small quantities, which means higher 

logistics costs. 

o For final price to be lower, another 

possibility is to remove intermediaries, following that  

the farmers to sell directly from the farm, to deliver at 

home or to become associates so that they could open 

their own stores in large cities. 

Regarding the  vegetables exported to the West, must 

take into account the fact that processors prefer to work 

with intermediaries and to solve easier the problem of 

traceability and so that they could concentrate on 

processing and marketing activities. 

There are situations where intermediaries work very 

well with the farmers providing them with valuable 

information about the market and its 

requirements. There are also intermediaries who 

purchase smaller quantities of vegetables from several 

farmers, giving them easier access to Western markets, 

even if they don’t have amount of  20 tons and have no 

storage facilities. This is one of the most important 

mistakes of organic farmers. They underestimate the 

investments that need to be made so that the  post-

harvest activities to take place at optimal 

parameters. Thus, there are very few farmers with cold 

storage for vegetables.  

 

Promotion Policy  
Generally is found high communication deficiencies on 

the work of farmers with the market. Causes of this 

problem are multiple: lack of money, farmers focus 

exclusively on the activities of production, mostly 

farmers did not followed ecologic  marketing courses 

and do not have the  knowledge required to implement 

such activities. Visibility in the media of the vegetables 

gardeners  is very low, at both the individual and their 

associations level, where they exist. Were held 

sporadically public relations activities in the way that 

appeared in the media news, reports, articles about the 

pioneers of organic farming, but most of these 

activities were not initiated by the farmers. Romanian 

public is uninformed about the importance of 

consumption of organic food products and often are 

made confusion between natural products and organic 

products. Communication activities have to address 

also the distrust that the consumers have in organic 

products  character, sometimes distrust justified by the 

existence of malpractice in this field. 

It is necessary to conduct educational programs aimed 

at children from kindergarten even, because when they 

become adults, some of these children will become 

loyal customers. Organizing competitions and 

preschool and school children visits can be very useful 

in this regard. It should be noted that some organic 

farmers in Romania have already begun such activities. 

Advertising, as a promotional communication 

technique is almost nonexistent on the organic 

vegetables market in Romania and advertising 

activities have as support of communication the 

Internet because of the reduced costs. Such actions are 
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carried out mainly by vegetables gardeners that are 

selling a large proportion of vegetables directly to final 

consumers and is done through web sites or blogs. A 

good communication skill is essential for the farmer 

who sells directly to consumers because the public 

needs constant information. At the farm must be a 

person designated to communicate with consumers, 

able to tell the product story in a manner 

appealing. This story is a vector of communication 

particularly important in this market and therefore 

should not be neglected. 

It would be very useful  getting some media campaigns 

aimed to increase awareness among potential 

consumers about the importance of  organic food 

consumption campaign by attracting  community funds  

by farmers associations in collaboration with 

NGOs.(non-governmental organizations) 

Participation in fairs and exhibitions in the field at 

internationally level is recommended for farmers who 

have large amounts of vegetables and less for those 

who produce little of everything. The fair Biofach in 

Nuremberg are meeting  their most important actors in 

the field, but the lack of financial resources causes a 

low participation of the Romanian farmers. Hence once 

again the need to associate  to put together the 

resources often insufficient available to participate in 

such fairs. It should be noted that sporadic participation 

in such exhibitions is less effective than search and 

constant maintenance of a system of relations with 

processors and intermediaries, links that can prove to 

be saving for farmers especially in years when supply 

increases more than demand. 

I found a much greater presence at fairs in Romania, 

especially if the case of farmers that are processing  a 

part from raw material in the form of traditional 

products. 

In the coming years is expected to increase the 

promotional communication activities of the farmers 

because the supply will increase at a big rate  and 

farmers will have to struggle to sell. 

The vast majority of farmers said that the main reasons 

supporting the acquisition of the Romanian consumer 

concerns to the better taste, lack of chemicals and thus 

more pronounced sanogenetic character. There is 

predominance of self-centered motives and altruistic 

motivations low incidence connected to the 

environmental, animal welfare and rural 

development. Consequently, future promotional 

communications campaigns should focus mainly on 

incentives to stimulate purchase motivated by self-

centered though, although on medium and long term, 

should be considered the consumer awareness 

beginning from altruistic motives. It seems that as the 

market profile will develop, altruistic motivations will 

be increasingly important. 

Some supermarkets have begun marketing such 

products under their own brand, fact  which will cause 

implement communications promotional campaigns 

more and more developed for organic 

vegetables. Consequently, notoriety of these products 

will increase among potential consumers, the market 

will develop, supermarkets will grab 60% of the 

market, like the rest of the European Union countries, 

but from supermarkets, which will have a leader role 

because of the force of communication, will have place 

on the market even the small shops or other forms of 

distribution of organic farmers.  

 

Conclusions 

  
The study contributes to understanding how farmers 

perceive the market and take decisions on product, 

price, distribution and promotion. Among the points of 

concern identified by the study stands as follows: 

 there is a lack of information over the market, 

resulting  difficulties  among farmers in choosing 

effectively vegetables that going to be produced and 

delivered 

 know-how is a major obstacle, especially for 

farmers that are intending to produce organic 

vegetables for export 

 association of farmers is imperative in order to 

receive benefits on cost savings, timing in terms of 

product variety, ease of processing 

 prices is a key factor that blocks development 

of the market, but in the following years farmers will 

be forced by circumstances to take effective measures 

to reduce costs, to accept smaller profit margins. 

 Clearly there are serious problems in the area 

distribution (distribution structures insufficient 

developed, the supermarkets  involving still 

insufficient, incorrect behavior of intermediaries), 

problems that are to be solved by farmers association, 

eliminating some intermediaries especially for the 

organic vegetables that are intended for the Romanian 

consumers  and the increase of specialized organic 

stores. 

 Communication with the market is almost 

nonexistent, being necessary to implement programs to 

educate the consumers and potential consumers. It 

outlined the use of more  and more of  techniques of 

public relations, participation in fairs and exhibitions 

but also advertising techniques by attracting European 

funds by farmers associations in collaboration with 

various NGOs with environmentalist profile. 
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