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Activitati desfasurate

» Organizare intalnire actori importanti din sistemul alimentar, pe principiul gvadruplu helix

* Magazia Moraritei - studiu de caz

+ Sistematizare informatiilor privind beneficiile marketingului digital pentru micii producatori
agroalimentari

» Studiu de teren privind comportamentul consumatorilor

* Redactarea si publicarea de articole stiintifice



Organizare intalnire cu actorii importanti
din sistemul agroalimentar

- 29 martie 2024

- 26 participanti

- Producatori certificati/atestati
- Cercetatori

- Reprezentanti MADR

- Reprezentanti DAJ lasi

- Consumatori

0% Centrul de excelentd Cesar2030 / Living Labs Workshops / lasi / 29 Martie 2024 / 17.00 EET
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Dincolo de eticheta
Ecologic, Bio, Organic
Moderator

loan Sebastian Bruma

Academia Romand, Filiala lasi

Academia Oamenilor de Stiinta din Roménia

Daca suntem cercetatori, agricultura ecologica reprezinta o tema
actuala de interes national in context international. Suntem interesati
de analize, evolutii in timp si spatiu, atat in Roméania cat mai ales pe
plan mondial. Suntem atrasi de cifre si de clasamente, de suprafete
certificate, de numar de operatori si de cererea si oferta de hrana
ecologica.

In acest context, devine foarte interesanta atitudinea si perceptia
consumatorilor fatd de produsele eco, fie ca le mai numim si bio sau
organice
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Probleme identificate

Increderea rezervata a consumatorilor in produsele certificate

Cunoasterea limitata a caracteristicilor produselor certificate

Utilizarea abuziva a termenilor: eco, bio, organic, ecologic

Abilitati digitale limitate ale micilor producatori

Neincrederea producatorilor in metodele electronice de comert, gestiune si plata
Lipsa timpului si a fortei de munca specializate

Finantarea deficitara a sistemului agroalimentar ecologic, cu accent pe procesare
Piata de desfacere pentru produse certificate

Eliminarea facilitatilor fiscale pentru produsele certificate

Grad redus de asociere

Lipsa unei strategii nationale pentru produsele certificate

Slaba cunoastere a exemplelor de bune practici in domeniu



Solutii identificate
* Crearea de branduri umbrela
« Dezvoltarea unor retele asociative la nivel national
* Crearea de grupuri de lucru tematice
* Accesarea finantarilor dedicate promovarii produselor agroalimentare
- Imbunéatatirea prezentei social media
« Organizarea de ateliere demonstrative pentru copii

» Participarea la targuri de profil, nationale si internationale



Oportunitati

* Accesarea masurilor din Planul National Strategic:
DR-34 - Cooperare si inovare in agricultura prin intermediul grupurilor operationale PEI
DR-35 - Dezvoltarea cooperarii in cadrul lantului valoric

* Implicarea in proiecte Horizon Europe si Erasmus plus
« Participare la targul anual Biofach
« Aderarea la platforme online dedicate micilor producatori

» Implicarea in proiecte de cercetare, in calitate de stakeholderi

« Colaborarea cu marile retele de magazine

« Cresterea interesului consumatorilor, cercetatorilor si autoritatilor fata de micii producatori si fata de
produsele agroalimentare certificate

« Schimb de experienta la nivel national si international
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Magazia Moraritei

Experiment in proiectul Cities2030
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" Food For lagi Living Lab (www.fill.rdrp.ro) |a

Policy Lab Festival Cities2030, Haarlem, Olanda, 21-25 februarie 2023

Drumul painii, de la Moara Probota pana in Olanda
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http://www.fill.rdrp.ro/
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Food For lasi Living Lab (www.fill.rdrp.ro) la
PolicydLvab Fstival Gities2030, Haarlem, Olanda, 21-25 februarie 2023

Tho FU-funded Gitis2030 projoct brings together

1 100 systams and

2 the

ot produce, transport,

Food for lasi Living Lab

&
[ast - Romania

Food for lasi Living Lab is a multi-role platform (%
of Research, Development, and Innovation,

including the following hubs:

The main objectives of the CRFS Research and Innovation Lab are %

raising the capacity of scientific research and encouraging the

innovation with impact on economy in fields of sacioeconomic 3
interest such as Socioeconomics of Local Producers, Food Behaviour

of Urban Consumers, Food Markets, Socioeconomics Based on &
Knowledge. Systems Thinking, Quadruple Model in knowledge
gathering in interaction with urban food system stakeholders.

The main goal of the Living Lab lies in connecting actors and agents
across the urban food system of lasi city and thus identify the key
issues of the system and further find innovative solutions for
solving these issues and also contribute to the sustainable and
durable local deveiopment.

Policy Lat
Policy Lab initiates support actions for development strategies and
policies addrossing the urban and regional food system.

Knowledge Management and Transfer Lak
Knowledge Management and Transfer Lab aims at developing
actions of knowledgo transfor to the urban and regional food
systems.
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STRATEGII DE MARKETING DIGITAL BAZATE PE PERCEPTIA CONSUMATORILOR ASUPRA MARCIL.

STUDIU DE CAZ: MAGAZIA MORARITEI

T o DIGITAL MARKETING ON CONSUMER PERCEPTION OF - Powe.
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STRATEGII DE MARKETING DIGITAL BAZATE PE
PERCEPTIA CONSUMATORILOR ASUPRA MARCIL STUDIU
DE CAZ: MAGAZIA MORARITEI

CSdr. Raluca Jelea, demia O ilor de Stiinta din
Romania, Bucuresti

CS Il dr. loan Sebastian Bruma, Academia Oamenilor de Stiinta din
Romania, Bucuresti

Click to add notes
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Lucian Tanasa

% Daniela Matei

Alexandra Jelea
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Seclinn 1of5

Agricultura ecologica, certificarea <
produselor agroalimentare si strategii de
marketing digital pentru micii producatori

B I U ® ¥

Buna ziua!

Ne dorim s3 identificam perceptiile asupra unor branduri, si cat de prezente sunt acestea in mediul online.
Datele obtinute vor fi utilizate Tn cadrul proiectului de cercetare AOSR-TEAMS Il Editia 2023-2024 -
"Transformarea digitala in stiinte’, derulat de Academia Oamenilor De Stiinta Din Romania. Durata de
completare a chestionarului este de aproximativ 5 minute. Rezultatele obtinute in urma acestui chestionar vor
fi anonimizate, analizate si folosite doar in scopul cercetarii academice si pentru publicarea de studii stiintifice.
Informatiile obtinute se vor utiliza cu respectarea prevederilor legale privind protectia datelor cu caracter
personal.

Va multumim!
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Scop

Scopul acestui studiu este de a
explora conexiunile mentale pe
care le formeaza consumatorii
prin observarea retelelor
neuronale formate atunci cand
aud despre un anumit brand, in
acest caz, brandul Magazia
Moraritei si de a analiza prezenta
acestuia in online.




Asocierea Brandului Magazia Moraritei cu diverse vedete

Tudor Gheorghe Frequency of VIPs

Simona Halep 5% Wonder Woman | | Baker
5% 5% 3%

Jamie Oliver
9%

Nadia Comaneci

5%
Marilin Monroe

Martha Stewart
5%
- 9%

)% {

. Marl.a . Cecilia Tugulea
ragomiroiu 8%
Maia Morgenstern

5o Singer
8%

HOS;EESS Draga Olteanu Matei || Andra Maruts Sofia Vicoveanca
> o% 5% 8%

Madona
9%



Influnecer || Fashion designer| Fighter
2% 2% 2%
Baker || Journalist
2% 2%

Business woman
2%
Athlete

Interpret| 2%
2%

Hostess
2%

Owner
2%

Composer
3%

Fictional || Tennis player || Royalty

3% 3% 5%

Football player

Chef
5%

2%

Romanian literature

expert
2%

Actors

25%

Statue
2%
Nanny
2%

Engineer
2%

Singer
34%

Frequency of
VIPs occupation



Asocierea Brandului Magazia Moraritei cu diverse culori

Blue
pL A Black
Brown 2% 2% 2% : 19 Peach fuzz

3% 1%

Yellow
Purple <N 28%;

Beige Rainbow | | Pink

Orange
3% \ Colour
\ Frequency
White ~ Green
11% olaen

14%



Prezenta si activitatea pe
canalele social media

Social media followers

70
62
60
Platforma de Social | Urmaritori Cat de des posteaza | Numarul de like-uri | Numarul de
media pentru ultima | comentarii pentru 50
postare ultima postare
40

Facebook O data la doua zile

30

1026 Aproape zilnic 8 0
- 20 17
TikTok 266 La sase zile 16 1

10
3

|
Facehook Instagram Tiktok



Comportamentul de cumparare
brandul Magazia Moraritei

al consumatorilor pentru

Cel
0
i

cumparat

mai
produs
Piine cu maia

Painea bunicii

Faina ecologica

33
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Concluzii macazia
Mor&'ritei

® Brandul Magazia Moraritei a evoluat spectaculos in ultimul an si datorita implicarii Ceciliei
Tugulia Tn activitati specifice cercetarii stiintifice.

® Proiectele internationale, accesul la informatii de calitate, schimburile de experientd si
orientarea spre un sector de nisa au determinat schimbari pozitive in activitatea antreprenoriala.

® Brandul Magazia Mordritei este perceput pozitiv de citre consumatori, cu asocieri puternice
intre brand si personalitati importante, in special cu proprietara, Cecilia Tugulia, care este
vazuta ca o puternica femeie de afaceri.

® Consumatorii asociaza Tn mod predominant brandul cu valori traditionale, calitate si certificari
ecologice, aliniindu-se cu pozitionarea brandului ca furnizor de produse de inalta calitate,
ecologice.

® in ceea ce priveste implicarea in social media, n timp ce brandul isi mentine 0 prezenti pe
platformele de social media, exista 0 deconectare intre interactiunea online si vizitele fizice in
magazin. In timp ce o parte semnificativdi a consumatorilor urmareste brandul in online, o
proportie mai mica traduce acest angajament in vizitarea magazinului fizic.
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The Evolution of the Romanian Organic Agriculture in a Global Context

Ioan Sebastian Bruma'?, Mihai Alexandru Chitea”, Alexandra Raluca Jelea',
Lorena Florentina Chitea’, Roxana Nicoleta Ratu’, Mihaela Popa®™

'Academy of Romanian Scientists, Bucharest, District 5, Romania
*Rural Development Research Platform, Letcani, Iasi County. Romania
*Institute of Agricultural Economics - Romanian Academy, Bucharest, District 5, Romania
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*National Agricultural Research and Development Institute, Fundulea, Céldragi County, Romania
‘Corresponding authors. E-mail: mihai_chitea@yahoo.com; mihaela.popa@ricic.ro

ABSTRACT

Organic agriculture is widely considered an agricultural method that aims to produce foed products by
turning to natural processes and substances, limiting, in the same time, the impact on the environment. In the
last period, there has been an evident growing trend in consumers’ preference for organic food products, that
determines the agricnltural producers and systems to adapt to this demand, by turning to organic agricultural
practices. In this context, the aim of this work is to analyse the evolution of the Romanian organic agriculture
over a period of 12 years, between 2010-2021, especially regarding the organic cultivated area and crop’s
structure, having also in view the global context of the agricultural organic sector. The analysis highlighted an
important development of the organic area during this timeframe, based, mainly, on permanent grassland,
cereals, industrial crops and “other crops”, at the end of the interval Romania being among the countries with
the highest contribution to the increase of the European organic land area.

Keywords: organic agriculture, conventional agriculture, agri-food products.
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Organic agriculture is widely considered an agricultural method that aims to produce faod products by turning to natural processes
and substances, limiting, in the same time, the impact on the environment. In the last period, there has been an evident growing
trend in consumers' preference for organic food products, that determines the agricultural producers and systems to adapt to this
demand, by tuming to organic agricultural practices. In this context, the aim of this work is to analyse the evolution of the
Romanian organic agriculture over a period of 12 years, between 2010-2021, especially regarding the organic cultivated area and
crop's structure, having alsa in view the global context of the agricultural organic sector. The analysis highlighted an important
development of the organic area during this timeframe, based, mainly, on permanent grassland, cereals, industrial crops and
“other crops", at the end of the interval Romania being among the countries with the highest contribution to the increase of the

European organic land area.
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CONSUMER PERCEPTION ON THE LOCAL GASTRONOMICAL
POINTS

Daniel loan CHICIUDEAN!, Ioan Sebastian BRUMAZ2, Lucian CUIBUS!?,
Tulia Diana ARION!, Gabriela Ofelia CHICIUDEAN!

!University of Agricultural Sciences and Veterinary Medicine Cluj-Napoea, 3-5 Calea Manastur,
400372 Cluj-Napoca, Cluj, Romama, E-mails:  daniel.chiciudean@usamvcluj.ro,
lucian.cuibus@usamveluj.ro, iulia.gliga@usamvcluj.ro, gabriela.chiciudean@usamvcluj.ro
3Academy of Romanian Scientists, Ilfov 3, 050044 Bucharest, Romania, E-mail:
sebastianbrumal978(@gmail.com

*Romanian Academy Cluj-Napoca Branch, 9, Republicii Street, Cluj-Napoca, 400489, Cluj,
Romania, E-mail: lucian.cuibus@acad-cj.ro

Corresponding author: gabriela.chiciudean@usamvceluj.ro
Abstract

The paper aimed to present the consumer perception on the local gastronomical points given their novelty on the
market and their huge importance for the rural development. A study was conducted among the population of Cluj
County using an online questionnaire. Results indicate that the consumers are preoccupied to consume local food
and drinks when they travel to rural destinations. There is a positive attitude towards the LGPs among the
respondents which find very attractive all the LGPs characteristics meaning serving traditional meals made from
local raw materials within the locals kitchens. For a traditional local menu with a limited assortment the consumers
are willing to pay between 31-45 lei. The respondents consider that the LGPs are important within the rural areas
and their creation represents an opportunity both for tourism development and for rural resident s incomes.

Key words: local gastronomic point, local food, rural develoy L rural de
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Buying Frequency for Traditional and Ecologically Certified
Products

Alexandra R. Jelea™ and Ioan S. Brum3*

ABSTRACT. The research explores the buying behavior of consumers regarding certified products,
uncovering various factors shaping their purchasing decisions. Consumers demonstrate a diverse array of
preferences, influenced by preduct quality, support for local producers, and preferences for ecological and
traditional certified products. Motably, consumers place significant emphasis on quality assurance and the
support of small preducers. Moreover, factors such as product variety, store location, and taste preferences
play pivotal roles in consumers” decision-making processes. Consumers prioritize supporting small
producers, aligning their purchasing decisions with personal values. The analysis of buying frequency and
willingness to pay extra for certified preducts offers valuable insights inte consumer behaviors and economic
dynamics, revealing correlations with income levels.

JEL codes: D10; D91; D31

Keywords: ecological certification; traditional certification; consumer behavior; buying behavior

How to cite: Jelea, A. R., and Brum3, I. S. (2024). "Buying Frequency for Traditional and Ecologically
Certified Products,” Economics, Management, and Financial Markets 19(2): 9-16. doi:
10.22381/emfm19220241.
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Obiective atinse in etapa a lll-a (ianuarie-iulie 2024)

Organizarea unui focus grup cu producatori certificati, autoritati locale, cercetatori, reprezentanti ai MADR
Aplicarea unui chestionar privind analiza brand producétor atestat

Participarea la conferinte: 1 prezentari

Publicarea articolelor 1SI: 3 articole publicate

Publicarea articolelor BDI: 1 articol publicat

Sinergii cu proiecte europene Cities2030, Ruralities

Sustinerea raportului, etapa a IlI-a

No gk owobdpE
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Agricultura ecologica, certificarea produselor agroalimentare si
strategii de marketing digital pentru micii producatori =

Multumim!

Alexandra Jelea Sebastian Bruma

alexandra.jeleal9@gmail.com | o ; sebastianbrumal978@gmail.com
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