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Abstract

This study analyzes how socio-demographic factors influence the sustainable consumption
of organic vegetables in Romania. Following behavioral theories such as the Theory of
Planned Behavior and Value-Belief-Norm models, the study explores how attitudes, trust,
and socio-demographic characteristics shape individual purchasing decisions. The main
objective was to analyze the frequency of consumption of organic vegetables, the reasons
for action, the level of trust in organic certification and preferences regarding distribution
channels in relation to socio-demographic variables. The research was based on a structured
questionnaire applied to a sample of 533 respondents, selected from various regions of the
country. The statistical analysis included descriptive and inferential methods, namely the
Chi-square test for the association between variables, the Spearman coefficient for ordinal
correlations and the Mann–Whitney U test for the comparison of independent groups.
Results show that the frequency of organic vegetable consumption decreases as income and
education rise, a pattern influenced by Romania’s market structure and cultural context,
where higher-income consumers often prefer imported or internationally certified products,
while middle-income groups sustain local purchases. Health is the main motivation for
the purchase, while aspects related to environmental protection and support for local
producers are mentioned secondarily. Price perception is significantly associated with age,
income, and education, and the preference for purchasing channels especially depends
on educational level. Trust in producers correlates with gender and income, while trust
in certification labels shows no significant associations. These findings provide insight
into how socio-demographic characteristics shape sustainable consumption behaviors and
build a solid foundation for the development of the organic products market in Romania.

Keywords: organic vegetables; sustainable consumption; socio-demographic factors;
ecological certification; Romania; rural development

1. Introduction
Globally, food systems exert major pressures on the environment and public health.

The EAT-Lancet report highlights that current patterns of food production and consumption
require a profound transformation to ensure healthy and sustainable diets [1]. Within this
framework, Sustainable Development Goal no. 12 of the 2030 Agenda promotes responsible
consumption and production patterns, with direct implications for people’s food choices [2].
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Although numerous international studies have examined consumer behavior regard-
ing organic products, most of them focus on Western European or North American markets.
Research dedicated to Eastern Europe, and particularly to Romania, remains scarce and
fragmented. The Romanian market is still in a stage of structural formation, with differ-
ences in purchasing power, information levels, and consumer awareness compared to more
mature organic sectors. Understanding how socio-demographic factors shape sustainable
food choices is therefore essential for both academic research and the development of
evidence-based public policies [3].

Romania represents an illustrative case for emerging organic markets in Central and
Eastern Europe. Despite being classified as a high-income economy [4], the country contin-
ues to face structural disparities in food consumption, with limited organic demand and
dietary patterns dominated by animal-based products [5]. At the same time, Eurostat data
indicate that vegetable production remains among the lowest in the European Union [6].
These characteristics make Romania a relevant case for understanding the behavioral deter-
minants of sustainable food choices and for deriving insights applicable to other countries
with similar market dynamics.

Studies indicate that health and environmental protection are the main reasons for
purchasing organic products. High prices, limited availability, and low trust in labeling still
discourage many consumers [7]. During the past decade, the organic market has expanded
steadily, supported by public policies promoting sustainable agriculture and by growing
demand for food perceived as natural, safe, and of high quality [8,9].

European and international strategies, including the European Green Deal and the
Farm to Fork Strategy, establish the policy framework for the transition to sustainable
food systems [6,10–13]. These initiatives aim to reduce environmental pressures, promote
resource efficiency, and expand organic farming to at least 25% of total farmland by 2030,
in line with Sustainable Development Goal 12 on responsible consumption and production.
This policy context underscores the relevance of investigating the socio-demographic
determinants of organic vegetable consumption in Romania, where the organic sector is
still emerging. The COVID-19 pandemic further reinforced consumer awareness regarding
food origin, safety, and certification practices [14].

The literature highlights food waste, which affects about one-third (≈30%) of global
food production and harms natural resources and the environment [15]. In this context,
plant by-products resulting from fruit and vegetable processing can be recovered through
green technologies to obtain functional ingredients. Such approaches contribute to reduc-
ing the ecological footprint while generating value-added products that are increasingly
accepted by consumers [16].

The interest of the scientific community in sustainable consumption has increased
markedly in recent years. Since 2019, the number of studies addressing this topic has
grown substantially, covering subjects such as household sustainable practices, circular
economy models, and consumer attitudes toward organic products [17]. Recent European
studies have also highlighted a strong connection between sustainability awareness and
local organic food consumption, particularly in Southern countries such as Spain and
Portugal [18]. Organic farming is therefore emerging not only as an alternative production
system but also as a rural development strategy that generates added value for farmers and
local communities. International research confirms the expansion of the organic market
and indicates that socio-demographic factors, including education and income, influence
both the willingness to pay higher prices and the level of trust in organic certification [19].

However, financial availability does not fully explain purchasing behaviors. Critical
perceptions of price differences and the degree of information provided through labelling
are key factors. The label is a central tool, as consumers mainly relate to the listed ingre-
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dients, shelf life, product origin, and organic certification, which directly influence their
level of trust and the purchase decision [16]. Thus, the literature highlights that health
and environmental concerns, education and income levels, and trust in certification are
determinants of purchasing behavior [20]. The link between climate change, food security,
and organic farming is recognized as a key component of sustainability strategies [12].

International studies show that socio-demographic characteristics such as age, gender,
education, and income are significant predictors of organic food consumption [21,22].

Based on the literature and the context of the study, the main hypothesis is that con-
sumers’ perceptions and behaviors towards organic vegetables are significantly influenced
by socio-demographic characteristics, such as gender, age, net monthly household income,
and education level.

These factors determine both the frequency and reasons for consumption, as well as
preferences for purchasing channels and the level of trust placed on organic certifications.
It should be noted that these findings are based on the Romanian market, which may limit
their generalizability to other contexts.

In addition, individual motivations related to health, taste, and environmental con-
cern, together with perceptions of price and trust in organic certification, are important
determinants of sustainable purchasing behavior [23,24].

In Romania, although the organic sector is still in an early development stage compared
with Western European countries, it has shown steady progress in cultivated area and
product diversification [25]. However, domestic consumption of organic products remains
low, well below the European average, raising questions about the factors influencing
Romanian consumers’ purchasing decisions [26]. At the global level, organic product
consumption exceeded €120 billion in 2020 [27], placing Europe in second position after
the United States. Romania remains far below this threshold, with an average expenditure
of only €2 per capita per year [20]. Recent research nevertheless shows a positive attitude
among Romanian consumers towards sustainable eating behaviors, influenced primarily
by age and education [28].

These contextual aspects highlight the need to review existing studies and behavioral
models that explain consumers’ choices regarding organic and sustainable food.

2. Literature Review
Previous studies have extensively examined the determinants of organic food con-

sumption, identifying factors such as health awareness, environmental concern, in-
come, education, and trust in certification as central influences on consumer behav-
ior [7,22]. Research conducted across Europe—particularly in Poland, Hungary, Spain, and
Germany—shows that socio-demographic variables play a significant role in shaping both
purchase frequency and willingness to pay for organic products [18,29]. Health-related
motivations and perceived quality are among the most frequently cited drivers, while high
prices, limited availability, and skepticism toward labeling remain major barriers [30].

However, evidence from Eastern and Southeastern Europe remains limited, and
the Romanian context is still underrepresented in comparative studies. Few analyses
have investigated how socio-demographic and perceptual factors jointly determine the
consumption of organic vegetables [12,31]. To address this gap, the study builds on
behavioral and value-based theoretical perspectives to explore how attitudes, trust, and
individual resources contribute to sustainable food choices [32].

The literature on sustainable and organic food consumption highlights several recur-
rent determinants of consumer behavior. Prior studies emphasize health consciousness,
environmental concern, income, education, and trust in certification systems as the main
factors shaping attitudes toward organic products [7,9,22]. Research from developed mar-
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kets, such as Germany or the United Kingdom, indicates that perceived product quality and
safety, along with ethical motivations, strongly predict purchase intention [33]. Conversely,
barriers including higher prices, limited availability, and mistrust in labeling frequently
hinder adoption [29,30].

Comparative studies conducted in Central and Eastern Europe suggest that consumers
are driven primarily by personal health and food safety concerns rather than ecological
or social values [29,34]. In Poland and Hungary, income and education have been shown
to influence both willingness to pay and trust in eco-certification schemes. Nevertheless,
despite the gradual expansion of organic markets, trust deficits and inconsistent information
remain obstacles, particularly in emerging markets where certification systems are still
consolidating [31,35].

In the context of Romania and neighboring countries, only a limited number of empir-
ical studies have examined the relationship between socio-demographic characteristics and
sustainable food choices [3,12]. These analyzes reveal that consumer awareness of organic
products is growing, yet purchasing frequency remains low due to price sensitivity, limited
education, and variable levels of trust in producers and certification labels [31,36]. This
evidence supports the need for further research into how socio-economic and perceptual
variables jointly shape sustainable food consumption behavior [34].

Although the international literature provides extensive evidence on the determinants
of organic consumption, research specific to the Romanian market remains scarce, especially
regarding the organic vegetable segment [12,29]. This scarcity constrains the understand-
ing of how socio-demographic characteristics and consumer perceptions influence the
frequency and mode of consumption, in a context where the shift towards sustainable diets
is becoming a policy priority [3].

In this context, the present study aims to analyze the relationship between socio-
demographic variables—age, gender, income, education level, and geographic location—and
the consumption of organic vegetables in Romania. The analysis also explores motivations
and barriers, as well as decision criteria related to price, quality, environmental protection,
and eco-certification, with a particular focus on trust and purchasing channels [3,7]. The re-
sults are relevant for both producers and policymakers, supporting market adaptation and
the reinforcement of sustainable consumption practices [36]. From a theoretical standpoint,
the study draws on behavioral and value-based approaches to sustainable consumption,
namely the Theory of Planned Behavior and the Value–Belief–Norm (VBN) model, which
explain how attitudes, subjective norms, perceived behavioral control, and moral respon-
sibility shape consumers’ intentions to purchase organic food [7,9,37]. Integrating these
frameworks provides a consistent basis for the empirical analysis, helping to explain how
socio-demographic characteristics and individual perceptions influence organic vegetable
consumption in Romania.

3. Materials and Methods
3.1. Research Purpose and Specific Objectives

The main objective of this research is to investigate the relationship between consumers’
socio-demographic characteristics and their consumption of organic vegetables in Romania,
as well as their perceptions and preferences regarding organic products. Based on this aim,
the following specific objectives (SO) were established:

SO1: To analyze the frequency of organic vegetable consumption according to socio-
demographic characteristics (age, gender, income, education level, and area of residence).

SO2: To identify the main reasons for consuming organic vegetables (health, taste,
environmental protection, support for local producers) and how these vary across different
socio-demographic groups.
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SO3: To evaluate the perception of the price of organic vegetables compared to con-
ventional products and its impact on consumption frequency.

SO4: To analyze the level of consumer trust in organic products and certifications, as
well as preferences for different purchasing channels.

Based on these directions, the following hypothesis was formulated: consumers’
perceptions and behaviors towards organic vegetables are significantly influenced by socio-
demographic characteristics such as gender, age, net monthly household income, and
education level. These factors determine both the frequency and reasons for consumption,
as well as preferences for purchasing channels and the level of trust placed on organic
certifications. It should be noted that these findings are based on the Romanian market,
which may limit their generalizability to other contexts.

3.2. Research Design and Instrumentation

For the conduct of this research, a quantitative investigation was applied, with the
objective of directly collecting data from organic vegetable consumers in Romania through
structured, self-administered questionnaires. Before the actual application, the question-
naire was tested through a pilot study, sent by e-mail to 20 people from different back-
grounds (research, education, etc.), in order to validate the relevance and clarity of the
questions. Based on the comments received, the final form of the questionnaire was made,
which was subsequently distributed online through the Google Forms platform, between
February and May 2025.

The questionnaire was structured into four main sections to collect relevant data
regarding the consumption of organic vegetables. The first section addressed demo-
graphic data, including questions on gender, age, education level, monthly household
income, household size, and area of residence (urban/rural). This allowed for detailed
socio-demographic profiling of respondents. The second section focused on consumption
behavior. It examined the frequency of organic vegetable consumption, the proportion
of organic vegetables in the total vegetable consumption, reasons for consumption or
non-consumption, purchase location, and types of products bought. The third section
explored respondents’ perceptions and preferences regarding trust in organic products,
purchasing criteria, motivations, and willingness to pay. The fourth section collected re-
spondents’ suggestions and opinions on certification importance, price perception, and
potential improvements in the organic vegetable offer.

The questionnaire was adapted based on previous studies on vegetable consumption
in Romania [36], ensuring its relevance and alignment with existing literature. Most
of the questions were closed-ended, with multiple-choice options or Likert scales (1–5),
facilitating quantitative analysis and comparison across population segments. Although
the full questionnaire contained 24 questions, only a subset relevant to the study objectives
was used in the main analysis.

3.3. Sample and Target Population

The sampling strategy used was convenience sampling [38,39], supplemented by the
‘snowball’ method [40]. The optimal sample size was determined according to the Taro
Yamane method [41], using the formula:

n = N/(1 + N × e2),

where n represents the sample size, N represents the studied population (17,681,021 people
over 18 years of age), and e is the margin of error (5%) at a 95% confidence level. According
to this method, the minimum size required was 400 people. In practice, the research
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validated 533 responses, exceeding the minimum threshold and ensuring a solid basis
of analysis.

The territorial distribution of respondents (Figure 1) shows a high concentration in Olt
County (64%), followed by the Bucharest Ilfov region (13.7%). The rest of the counties were
poorly represented (1–30 respondents), which is specific to studies based on the participants
availability and accessibility of the questionnaire distribution channels.

 

Figure 1. Distribution of respondents included in the research by counties, Source: Authors’ own
processing in CorelDRAW ver.16.

Descriptive statistics were used to characterize the sample. The structure of the
respondents is shown in Figure 2, where the distributions on the main socio-demographic
variables are presented. The general questions focused on information related to age,
gender, education level and income, factors considered essential for shaping the profile of
the participants.

The centralization of the data shows that the gender distribution highlights a higher
share of females (60.79%) compared to males (39.21%). The examination of the structure by
age categories indicates that the 18–44 age interval accounts for over 77% of the sample,
followed by the 45–54 age segment (17.3%), while people over 55 years old represent only
5.6%. As for the net monthly household income, most of them fall into the medium and
high categories: the 800–1600 EUR range concentrates 44.8% of the participants, and 29.8%
declare incomes of over 1600 EUR, more frequent in the 25–44 age group. People with
incomes below 400 EUR represent only 4.3%. From an educational perspective, 49.72%
of respondents have university studies, 15.01% postgraduate studies, 25.52% high school
studies, and 9.76% post-secondary studies, which suggests an above-average educational
level of the sample.
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Gender

Female
61%

Male
39%

Age

18−24 years
19%

25−34 years
27%

35−44 years
31%

45−54 years
17%

55−64 
years
4%

Net monthly household income

400−800  EUR
21%

800−1200 EUR
25%

1200−1600 EUR
20%

>1600 EUR 
30%

Level of education

High school
26%

Post 
secondary

10%
University

50%
Post-university

15%>64 years, 1%

< 400 
EUR
4%

Gender Age Net monthly household income Level of education

Figure 2. Socio-demographic structure of the sample, Source: Authors’ own processing in Excel.
Note: All monetary values are presented in Euros (EUR), converted from Romanian Lei (RON) using
the average exchange rate published by the National Bank of Romania (NBR) for the survey period
(February–May 2025, 1 EUR = 5.00 RON) [42].

3.4. Research Variables

The independent variables analyzed were gender, age, income and level of education.
Dependent variables included: frequency of consumption of organic vegetable products,
reasons for consumption, perception of price compared to conventional vegetable products,
place of purchase and level of trust in producers and organic certification.

3.5. Data Processing

IBM SPSS Statistics v.20 software was used for data processing [43,44]. The study
included both descriptive analysis and evaluation of the relationships between the variables
analyzed, using statistical tests appropriate to the type of data. The Chi-square test (χ2)
was applied when both variables were nominal or when ordinal variables were reduced
to categories, assuming independence of observations and nominal measurement level,
providing an assessment of the presence of association [45]. To estimate the intensity of this
association, Cramer’s V was used [46]. For the comparison of a binary nominal variable
with an ordinal variable, the Mann–Whitney U test was used, assuming independent
observations, ordinal or continuous measurement of the dependent variable, and similar
distribution shapes in the group. For the identification of monotonic relationships between
ordinal variables, the Spearman coefficient (ρ) was applied, assuming ordinal measurement
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level, independence of observations, and a monotonic relationship between variables,
which evaluation of both the direction and the intensity of the correlation [47].

4. Results
4.1. Organic Vegetable Sector in the European Union

The consumption of organic food products has been growing steadily up to 2023. In
the European Union (EU), average expenditure per person reached €104, double the level
recorded in 2014, with Denmark (362 EUR) and Austria (292 EUR), reporting the highest
values. In Romania, average expenditure remained low, around 2.06 EUR per person on
organic agri-food products, 0.8 EUR more than in 2014, while in Portugal consumption
remains at 2 EUR per person [48].

Globally, the organic market is expected to grow at an annual rate of 10.1% until 2031,
driven not only by health concerns but also by sustainability objectives, in line with the 2030
Agenda and the European Commission’s Green Deal [49]. This growth influences marketing
strategies, distribution, and farmers’ adoption of sustainable cultivation methods [50].

Organic vegetable production in the EU has steadily increased, both in cultivated
areas and yields. Financial support through the Common Agricultural Policy (CAP) has
promoted sustainable farming practices, while investments in digitalization, efficient
irrigation, and biotechnological innovations have further improved yields and sector
sustainability [51].

In 2023, EU member states showed significant differences in area and yield for organic
vegetables (including melons) (Figures 3 and 4). Italy leads in cultivated area and produc-
tion, followed by France and Poland, while Spain and Germany rank next in production.
Countries with smaller areas, such as Belgium (3625 ha) and Sweden (1875 ha), achieve
high yields of 21–22 t/ha, reflecting advanced technologies and efficient management [52].
Poland, despite a large area (28,232 ha), has a modest yield of 5.0 t/ha, indicating structural
constraints related to infrastructure, technology, and market organization. Adoption of
sustainable practices largely depends on financial resources, policy support, and farmers’
openness to innovation [53,54]. Western European countries, including Germany and Spain,
report yields of 26–27 t/ha, while the Netherlands achieves 29.3 t/ha due to technological
intensification and high-performance logistics, supported by precision agriculture and
digital tools [55]. Although data for France and Portugal are incomplete, the available
information confirms their relevance within the European organic vegetable sector.
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Figure 3. Organic vegetable areas (including melons) in major EU member states, 2023 (ha). Source:
Eurostat; data browser: organic crop area by agricultural production methods and crops [56].
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Figure 4. Organic vegetable productions (including melons) in major EU member states, 2023 (t).
Source: Eurostat; data browser: organic crop production by crops [57].

Romania, with 972 ha and a production of 9856 t in 2023, records a yield of 10.1 t/ha
(Figure 5). These values place Romania on the 12th place in the European Union in terms
of cultivated area and on the 10th place in terms of production. Although the levels are
lower compared to Western European markets, yields exceed the performance of countries
such as Slovakia (1.0 t/ha) or Poland (5.0 t/ha). The evolution indicates a growing interest
in organic farming, the adaptation of sustainable practices and advances in organic crop
management [58–60].
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Figure 5. Evolution of organic vegetable areas and production (including melons) in Romania,
2014–2023. Source: Eurostat; data browser: organic crop area by agricultural production methods
and crops; organic crop production by crops [52,53].

4.2. Socio-Demographic Profile of Organic Vegetable Consumers in Romania

Following the application of the questionnaire, 533 responses were obtained, and
their analysis highlighted relevant trends regarding the profile of consumers of organic
vegetable products in Romania. The results show that socio-demographic factors—gender,
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age, income and level of education—influence both the frequency of consumption and the
perceptions associated with it (Table 1).

Table 1. Self-Rated Frequency of Consumption of Organic Vegetables by Gender, Age, Income and
Educational Level (%).

Variable
Sample
Size (n)

How Often Do You Eat Organic Vegetable Products?

Occasionally
(%) Once a Week (%) A Few Times a

Week (%)
Daily
(%)

Gender:
Feminine 324 27 7 43 23

Masculine 209 32 9 40 19

Age:

18–24 years old 102 26 7 43 24

25–34 years old 146 30 6 44 20

35–44 years old 163 31 7 40 23

45–54 years old 92 23 11 43 23

55–64 years old 23 39 17 35 9

>64 years old 7 43 14 43 0

Net monthly
income per
household:

<400 EUR 23 9 4 39 48

400–800 EUR 112 26 4 53 17

800–1200 EUR 133 30 9 35 26

1200–1600 EUR 106 25 8 47 20

>1600 EUR 159 35 10 38 17

Education Level:

Secondary school 136 21 11 46 23

Post secondary 52 25 6 54 15

University 265 31 5 41 23

Post-university 80 40 13 33 15

Total 533 29 8 42 21

Source: Authors’ own processing.

The results in Table 1 show 23% of women report a daily consumption and 43% a
consumption several times a week, compared to 19% and 40% of men, respectively.

The distribution by age groups shows that the 18–24 years old category stands out
with the highest levels, with 24% declaring daily consumption and 43% consuming several
times a week. Among respondents aged 25–34 years, 9% consume daily and 44% several
times a week, while for the 35–44 age group the values are 11% and 40%, respectively. After
the age of 55, the frequency of consumption decreases, with only 1–9% reporting daily
consumption and 2–35% consumption several times a week.

The analysis of monthly household income shows that respondents with incomes
below 400 EUR reported the highest frequency of daily consumption (48%), along with
39% consuming several times a week. In the 400–800 EUR range, 17% reported daily
consumption and 53% several times a week. For households earning 800–1200 EUR,
26% consumed daily and 35% several times a week. In the higher income categories
(1200–1600 EUR and above 1600 EUR), the proportion of daily consumers decreased to
20% and 17%, respectively, while weekly consumption remained relatively stable at 47%
and 38%.

Regarding education level, respondents with high school and post-secondary educa-
tion reported the highest frequencies of organic vegetable consumption, 46% and 54%, daily,
and 23% and 15% several times a week, respectively. Respondents with higher education
reported lower values: in the case of those with university studies, 41% daily and 23%
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several times a week among university graduates, and 33% and 15% among those with
postgraduate studies.

In order to assess the influence of socio-demographic variables on the frequency of
consumption of organic vegetables, non-parametric statistical tests were used, appropriate
to the type of data analyzed (Table 2).

Table 2. Associations between Socio-Demographic Characteristics and Frequency of Consumption of
Organic Vegetables.

Independent Variable Test Value p-Value (Sig.) Interpretation

Gender Mann–Whitney U U = 31,498.5; Z = −1.44 0.15 Insignificant (p > 0.05)

Age Spearman ρ = −0.04 0.37 Insignificant (p > 0.05)

Net monthly income
per household Spearman ρ = −0.12 0.005 Significantly (p < 0.01)

Education Level Spearman ρ = −0.11 0.01 Significantly (p < 0.05)

Source: Authors’ own processing.

The association between the gender and the frequency of consumption, was tested
using the Mann–Whitney U test. The results (U = 31,498.5; Z = −1.44; p = 0.15) indicate
no statistically significant differences between men and women regarding consumption
frequency. The relationship between age and frequency of consumption, analyzed using
Spearman rank correlation, was also no significant (ρ = −0.04; p = 0.37).

Regarding the association between monthly household income and the level of educa-
tion of respondents with frequency of consumption, the Spearman correlation was used.
The results (ρ = −0.12; p = 0.005 for income and ρ = −0.11; p = 0.01 for education level)
indicate a statistically significant negative correlation. However, the effect size is weak,
suggesting that higher-income and more educated households tend to report less frequent
consumption of organic vegetables, but the practical impact of these factors is limited.

The study also investigated the relationship between socio-demographic factors and
the main reasons why respondents consume organic vegetable products (Table 3).

The percentage analysis highlighted that the majority of respondents indicate health
as the main reason (70% of the total). This aspect is mentioned by 68–74% of women and
men, and in terms of age, the share increases with age, reaching 78–89% among people
aged 45 to 64.

The second most frequently mentioned reason was taste (26% of the total), especially
among young adults (25–28% in the 18–34 age groups) and among respondents with lower
income levels (<400 EUR), where 47% identified taste as the main reason.

Environmental protection and support for local producers were mentioned much
less frequently, each accounting for approximately 2% of the total responses, with values
ranging 0% and 11% across socio-demographic categories. Among respondents aged 18–24,
6% cited environmental protection and up to 4% mentioned support for local producers
(Table 3).

To assess the influence of socio-demographic factors on the reasons stated by the
participants, Chi-Square tests with Monte Carlo significance estimation, Fisher Exact tests,
and additional Linear by Linear Association tests were conducted (Table 4). Fisher’s Exact
test with Monte Carlo simulation was used to account for categories with small expected
frequencies, ensuring valid statistical inference where standard Chi-Square assumptions
might be compromised.
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Table 3. Distribution of the Main Reasons for Consuming Organic Vegetable Products According to
Socio-Demographic Characteristics of Respondents (%).

Variable

What is the Main Reason Why You Eat Organic Vegetable Products?

Contribution to
Environmental
Protection (%)

They are Tastier
(%)

They are Healthier
(%)

Supporting
Local Producers

(%)

Gender:
Feminine 2 28 68 2

Masculine 4 22 74 1

Age:

18–24 years old 6 25 65 4

25–34 years old 3 28 67 1

35–44 years old 1 29 69 0

45–54 years old 0 18 78 4

55–64 years old 0 11 89 0

>64 years old 0 50 50 0

Net monthly income
per household:

<400 EUR 11 47 37 5

400–800 EUR 3 22 74 1

800–1200 EUR 2 26 71 0

1200–1600 EUR 2 23 72 2

>1600 EUR 1 26 69 4

Education Level:

Secondary school 0 29 70 1

Post secondary 4 29 67 0

University 3 25 70 2

Post-university 3 23 70 4

Total 2 26 70 2

Source: Authors’ own processing.

Table 4. Associations between Socio-Demographic Factors and the Reasons for Consuming Or-
ganic Vegetables.

Independent Variable Test Value df p-Value (Monte
Carlo/Fisher Exact) Interpretation

Gender Chi-Square +
Cramer’s V χ2 = 5.60. V = 0.11 3 0.13 No association (p > 0.05)

Age Chi-Square
(Linear-by-Linear)

χ2 = 25.90
(Linear-by-Linear χ2 = 4.18)

15(1) 0.06/0.03 Significant association (p < 0.05)

Net monthly income
per household

Chi-Square
(Linear-by-Linear)

χ2 = 19.39
(Linear-by-Linear χ2 = 2.54)

12(1) 0.08/0.06 No association (p > 0.05)

Education Level Chi-Square
(Linear-by-Linear)

χ2 = 9.04 (Linear-by-Linear
χ2 = 0.16)

9(1) 0.43/0.35 No association (p > 0.05)

Source: Authors’ own processing.

The results indicate that gender does not have a significant effect on the reported
reasons for consuming (χ2 = 5.60; df = 3; p = 0.13; Cramer’s V = 0.11), suggesting minor
differences between females and males.

Age shows significant association with reasons for consumption reported using Chi
Square (χ2 = 25.90, df = 15) along with Monte Carlo p = 0.06 and Fisher Exact p = 0.03 to
account for small expected frequencies. The Linear-by-Linear Association test (χ2 = 4.18,
p = 0.04) further indicates systematic trend across age groups, although the effect appears
modest, suggesting a small effect size.
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No significant associations were found between income and education level and the
reasons for consumption. For income, χ2 = 19.39 (df = 12; Monte Carlo sig. = 0.08/Fisher
Exact p = 0.06) and Linear-by-Linear χ2 = 2.54 (p = 0.11). For education, χ2 = 9.04 (df = 9;
Monte Carlo p = 0.43/Fisher Exact p = 0.35) and Linear-by-Linear χ2 = 0.16 (p = 0.69).
These results suggest that neither income nor educational attainment strongly influences
participants’ motivations (Table 4).

The data in Table 5 highlight consumers’ perception of the price of organic products
compared to conventional ones, depending on gender, age, income and level of education.
Overall, the majority of respondents consider organic vegetable products to be “slightly
more expensive” (53%) or “much more expensive” (39%), while only 7% consider that they
are “approximately the same” price. The perception that these products are “cheaper” is
almost completely absent, being reported by only 2 respondents (0.4%).

Table 5. Perception of the Price of Organic Products Compared to Conventional Products by Socio-
Demographic Categories (%).

Variable
How do You Perceive the Price of Organic Products Compared to Conventional Ones?

Cheaper (%) Approximately
the Same (%)

Slightly More
Expensive (%)

Much More
Expensive (%)

Gender:
Feminine 0 7 53 40

Masculine 1 7 54 38

Age:

18–24 years old 1 14 61 24

25–34 years old 1 8 55 37

35–44 years old 0 5 49 46

45–54 years old 0 2 52 46

55–64 years old 0 4 43 52

>64 years old 0 0 71 29

Net monthly income
per household:

<400 EUR 4 17 61 17

400–800 EUR 0 7 59 34

800–1200 EUR 0 8 58 34

1200–1600 EUR 0 6 48 46

>1600 EUR 1 4 48 46

Education Level:

Secondary school 0 7 63 30

Post secondary 0 10 60 31

University 1 8 51 41

Post-university 0 1 43 56

Total 0 7 53 39

Source: Authors’ own processing.

Regarding gender, there are no significant differences between women and men. How-
ever, there are important variations depending on age, income and level of education.
Young respondents (18–24 years old) more frequently consider prices to be similar, while
respondents over 35 emphasize that organic products are “much more expensive”. House-
hold income has a smaller effect on price perception, although higher-income households
tend to perceive prices as more expensive. Respondents with incomes below 400 EUR
report 17% “approximately the same” and 61% “slightly more expensive,” while in the
over 1600 EUR category, only 4% consider prices similar, and 46% perceive them as “much
more expensive.”

Educational level shows clearer differences: respondents with higher or postgraduate
education often report that organic products are “much more expensive” (41% and 56%,
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respectively), compared to those with secondary education, where the “slightly more
expensive” perception predominates (63%).

To assess the relationship between socio-demographic variables and the perception of
the price of organic vegetable products, nonparametric tests were applied (Table 6). The
results show that gender does not significantly influence price perception (U = 32,158.5;
p = 0.47), confirming that women and men have similar opinions.

Table 6. Associations between Socio-Demographic Factors and the Perception of the Price of Organic
Products Compared to Conventional Products.

Independent Variable Test Value p-Value (Sig.) Interpretation

Gender Mann–Whitney U U = 32,158.5; Z = −0.73 0.47 Insignificant (p > 0.05)

Age Spearman ρ = 0.19 0.00 Significant (p < 0.01)

Net monthly income
per household Spearman ρ = 0.15 0.001 Significantly (p < 0.01)

Education Level Spearman ρ = −0.17 0.000 Significantly (p < 0.01)

Source: Authors’ own processing.

Age, however, is significantly associated with price perception (ρ = 0.19; p < 0.01), indi-
cating that, older respondents are more likely to consider products “much more expensive”.

Income also shows a positive and significant correlation (ρ = 0.15; p < 0.01), suggesting
that respondents with higher incomes perceive price differences more acutely, possibly
reflecting greater attention to value for money.

In the case of education level, the correlation is significant but negative (ρ = −0.17;
p < 0.01), which shows that as the educational level increases, respondents tend to consider
organic products as “much more expensive” more frequently (Table 6).

Although these correlations are statistically significant, the effect sizes are weak, indi-
cating that the practical influence of age, income, and education level on price perception
is modest.

The analysis of the data reflects participants’ preferences regarding the place of pur-
chase of organic vegetable products, and since multiple options could be selected, the
percentages indicate the frequency of responses for each category. Most respondents buy
products from supermarkets (55%) and local markets (44%), while direct purchases from
producers are reported by 28% of participants. Specialized stores and online purchases are
less frequently used, at 7% and 2%, respectively (Table 7).

Gender did not significantly affect purchase preferences, as both women and men
favored supermarkets and local markets in similar proportions. Age showed analysis
minor variation: respondents aged 18–24 bought more frequently from supermarkets (56%)
and local markets (44%), whereas the 45–54 age group showed a slightly higher orientation
towards specialized stores (13%).

Household income also influenced purchase patterns. Respondents with incomes
below 400 EUR had relatively balanced preferences across supermarkets, local markets and
direct purchases from producers (approx. 39% each), while households with incomes over
1600 EUR favored supermarkets (61%) and local markets (38%), with greater interest in
specialized stores (33%).

Education level influenced purchasing decisions: consumers with high school or post-
secondary education more frequently chose local markets (49% and 60%, respectively),
whereas university and postgraduate respondents primarily purchased from supermarkets
(57–61%) and directly from producers (25–38%) (Table 7).
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The results of the association tests (Table 8) show that gender, age and household
income are not significantly associated with the preference for the place of purchase of
organic products (p > 0.05 for all channels).

Table 7. Distribution of Preferences Regarding the Place of Purchase of Organic Vegetable Products
by Gender, Age, Income, and Educational Level (%).

Variable

Where Do You Usually Buy Organic Vegetable Products?

Supermarkets
(%)

Direct from
Producers

(%)

Local Markets
(%)

Specialized
Stores (%)

Online
(%)

Gender:
Feminine 53 29 45 8 2

Masculine 58 26 44 5 1

Age:

18–24 years old 56 25 44 5 2

25–34 years old 60 28 45 7 1

35–44 years old 53 28 44 6 2

45–54 years old 49 30 47 13 1

55–64 years old 57 22 43 4 0

>64 years old 57 29 43 0 0

Net monthly income
per household:

<400 EUR 39 39 39 4 4

400–800 EUR 54 24 44 6 1

800–1200 EUR 53 26 44 7 2

1200–1600 EUR 53 23 56 6 2

>1600 EUR 61 33 38 9 1

Education Level:

Secondary school 51 29 49 4 1

Post secondary 48 23 60 4 2

University 57 25 45 9 2

Post-university 61 38 26 6 3

Total 55 28 44 7 2

Source: Authors’ own processing.

Table 8. Associations between Socio-Demographic Factors and the Place of Purchase of Organic
Vegetable Products.

Independent Variable Place of Purchase Test df χ2

(Linear-by-Linear) p-Value (Sig.) Interpretation

Education Level Local markets Chi-Square
(Linear-by-Linear) 3(1) 11.48 (5.71) 0.009 (0.017) Significant association

Source: Authors’ own processing.

The only significant association was identified between education level and purchases
in local markets (χ2 = 11.48; p = 0.009), suggesting that respondents with different educa-
tional levels exhibit distinct behaviors regarding purchases local markets. However, the
effect size was modest, indicating that although education level influences purchases in
local markets, its practical impact is limited. For other purchasing channels (supermarkets,
directly from manufacturers, specialized stores and e-commerce) no significant associations
were found with level of education.

The data analysis reflects consumers’ preferences regarding the level of trust in organic
products, both purchased directly from producers and certified. Table 9 presents the
proportions for each category (%) of trust (“Not at all”, “Low”, “Moderate”, “High”) for
both types of products.
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Table 9. Level of Trust in Organic Products Purchased Directly from the Manufacturer or Certified
Organic Products by Socio-Demographic Categories (%).

Variable

Not at All (%) Low (%) Moderate (%) High (%)

Directly
from

Producers

Certified
Organic
Products

Directly
from

Producers

Certified
Organic
Products

Directly
from

Producers

Certified
Organic
Products

Directly
from

Producers

Certified
Organic
Products

Gender:
Feminine 3 4 10 18 54 53 34 25

Masculine 2 3 14 21 57 52 26 23

Age:

18–24 years old 2 2 9 21 55 56 34 21

25–34 years old 3 4 8 20 60 55 30 22

35–44 years old 4 6 15 20 54 48 27 25

45–54 years old 0 4 9 10 52 56 39 30

55–64 years old 0 0 35 27 43 45 22 27

>64 years old 0 0 29 33 71 50 0 17

Net monthly
income
per household:

<400 EUR 4 5 4 33 52 43 39 19

400–800 EUR 5 5 6 18 58 60 31 17

800–1200 EUR 2 6 15 14 47 49 37 31

1200–1600 EUR 1 3 8 16 64 58 27 22

>1600 EUR 3 2 17 23 55 49 26 26

Education Level:

Secondary school 2 4 6 19 60 58 33 19

Post secondary 2 8 16 22 50 42 32 28

University 3 4 12 19 53 52 33 26

Post-university 3 1 19 19 59 53 20 27

Total 3 4 12 19 55 53 31 24

Source: Authors’ own processing.

Overall, trust in products purchased directly from producers is higher than in the case
of certified products: most respondents reported a “Moderate” (55%) or “High” (31%) level
for direct products and “Moderate” (53%) or “High” (24%) for certified products. From a
gender perspective, women showed a higher percentage of “High” trust in both types of
products compared to men.

Analysis by age group shows that 18–24 and 45–54 year olds reported the highest
percentage of “High” trust for direct products (34% and 39%), while people over 64 years
old reported predominantly “Moderate” level (71%). For certified products, people over
64 years old had the lowest proportion of “High” (17%) and the highest of “Low” (33%).

By income, households with incomes below EUR 400 reported a notable percentage
of “High” trust for direct products (39%), but only 19% for certified ones, and households
with incomes between EUR 1200 and 1600 were predominantly in the “Moderate” category
(64% direct, 58% certified).

From an education level perspective, the distribution of trust is relatively balanced,
except for respondents with post-secondary education, who reported more “High” (28%)
for certified products and less “Moderate” (42%).

To evaluate whether trust in organic products, both those purchased directly from the
manufacturer and certified organic products, is influenced by socio-demographic factors,
non-parametric tests were applied (Table 10).

The analysis shows that gender significantly influences the level of trust in organic
products purchased directly from producers (Mann–Whitney U = 29,028, p = 0.04), with
women reporting higher trust level than men.
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Age does not have a significant correlation with confidence (Spearman ρ = −0.05,
p = 0.29). Income and education level show negative but significant correlations with trust
(income ρ = −0.09, p = 0.04; education ρ = −0.10, p = 0.02).

In the case of certified organic products, no socio-demographic variable shows a
significant correlation with the level of trust. Gender (U = 23,940, p = 0.59), age, income,
and education level (ρ between −0.06 and −0.03; p > 0.05), do not significantly influence
trust certified products.

Table 10. Associations between Socio-Demographic Variables and the Level of Trust in Organic
Products (Directly from Producers and Certified Organic Products).

Independent Variable Direct from Producers (ρ/U) p-Value Certified Organic Products (ρ/U) p-Value

Gender U = 29,028; Z = −2.07 0.04 * U = 23,940; Z = −0.54 0.59

Age ρ = −0.05 0.29 ρ = −0.06 0.22

Net monthly income per house-hold: ρ = −0.09 0.04 * ρ = −0.03 0.47

Education level ρ = −0.10 0.02 * ρ = −0.06 0.19

Source: own processing; Note: * Significant p < 0.05.

5. Discussion
This study sheds light on how socio-demographic characteristics, consumer motiva-

tions, price perception, purchasing channels, and trust interplay in shaping the behavior
of Romanian organic vegetable consumers. While the hypothesis that gender, age, in-
come, and education significantly influence consumption frequency, reasons, channel
preference, and trust, is only partially confirmed, the patterns identified provide useful
comparative insights.

The analysis indicates that women and younger consumers tend to purchase organic
products more frequently, a pattern also observed in previous research [36,61–64]. Respon-
dents aged 18–24 reported the highest frequency of organic vegetable consumption, which
gradually decreases in older age groups. This trend likely reflects greater openness to
new dietary trends, higher exposure to sustainability-focused campaigns, and stronger
receptivity to innovation among younger consumers. Similar age-related patterns have
been reported in Poland, where younger and more educated individuals are more likely
to adopt organic foods [65]. Previous studies also suggest correlations between a healthy
and sustainable lifestyle, age, and gender, reinforcing the observation that younger groups
exhibit distinct, sustainability-oriented consumption behaviors [66].

However, statistical tests did not indicate strong significance for sex and age variables,
suggesting that although women may show greater health concern and younger individu-
als are more receptive to food innovations, these differences are not decisive in determining
consumption frequency. This outcome may be related to the sample structure, which
included a higher proportion of female and younger respondents, reducing variance across
groups and the statistical power of the tests. Moreover, gender and age may influence
consumer perceptions and motivations indirectly rather than directly affecting purchase
frequency. This discrepancy may be explained by cultural and educational differences, simi-
lar to observations from Hungary and Serbia, where young, well-educated consumers with
higher incomes are more receptive to innovation and responsible consumption [67,68]. In
contrast, income and education show negative but significant associations, suggesting that
households with higher resources report less frequent consumption of organic vegetables,
often preferring traditional or local products. This tendency is supported by international
literature [18,24,33,66,67,69], yet contrasts with studies in Poland, where higher economic
status is associated with a higher probability of consuming organic products [19,65], and in
Serbia, where income positively influences willingness to pay for local and organic prod-
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ucts [67]. In Romania, wealthier and more educated consumers appear to value authenticity
and direct relationships with producers over formal certification.

Health remains the dominant consumption motivation, mentioned by approximately
70% of respondents, followed by taste, particularly among younger consumers and lower-
income households. Environmental protection and support for local producers are rarely
mentioned. These results align with the literature, which consistently identifies health
as the main determinant of organic product consumption [23,29,31,32,36,37,64,70–72], but
contrast with studies in Poland and Hungary, where environmental and personal well-being
concerns are more prominent [65,68]. International studies also show that motivations vary
according to age and income: older or wealthier consumers are more likely to cite health
and food safety, whereas younger consumers prioritize taste [62–64,73,74]. Our results
confirm this pattern while highlighting the very low emphasis on environmental concerns
or support for local organic producers, unlike other European studies reporting higher
importance of these factors [29,66,67,71,75,76].

Price perception remains a significant barrier to organic vegetable consumption. Most
respondents consider these products either “slightly more expensive” (53%) or “much
more expensive” (39%) than conventional alternatives, consistent with other international
studies [19,29,30,63,67,77]. Analyzes indicate that price perception is significantly influ-
enced by age, income, and education: older consumers and lower-income households more
frequently perceive organic vegetables as “much more expensive,” while respondents with
higher education report larger perceived price differences than those with secondary edu-
cation. These findings are consistent with Romanian and international studies [28,67,78],
highlighting that price perception and willingness to pay for organic products depend on
income and consumer awareness. These perceptions may also be connected to trust issues,
as older consumers tend to rely more on personal relationships with producers than on
certification systems.

Purchasing channels show a clear preference for supermarkets (55%) and local markets
(44%), followed by direct purchases from producers (28%). Education is a significant
determinant of this choice, as higher-educated consumers tend to favor local markets,
reflecting patterns also observed in other European studies [33,62,68,78,79].

Regarding trust, respondents exhibited higher confidence in products purchased
directly from producers compared with certified organic products, reflecting the “trust
paradox,” whereby personal relationships and direct experience prevail over institutional
mechanisms. Lack of trust in certification is documented in other studies [12,24,28,33,79]
and represents a major barrier to the development of the organic market in Romania.
Gender significantly influences trust, with women reporting higher values, whereas in-
come and education are negatively correlated; for certified products, socio-demographic
differences were not significant. The study by Park-Poaps & Han [80] complements this
perspective, showing that trust in organic certification positively influences consumer atti-
tudes and behaviors, and that perceptions of certification efficacy and belief that individual
actions contribute to environmental protection are crucial for adopting organic products.
Thus, strengthening trust in official certifications alongside maintaining and developing
direct producer relationships emerges as a key strategy to stimulate organic vegetable
consumption in Romania.

This apparent trust paradox reflects the coexistence of two distinct forms of confidence:
relational trust, based on personal contact and perceived authenticity, and institutional trust,
related to certification systems and formal control mechanisms. Romanian consumers tend
to rely more on relational trust, associated with direct interaction and local origin, than on
institutional mechanisms perceived as bureaucratic or distant. Building on this distinction,
the trust paradox also provides an important theoretical insight. While institutional trust,
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based on certifications and formal control mechanisms, is intended to guarantee product
quality and safety, it often plays a limited role in shaping consumer confidence on its own.
In contrast, relational trust, rooted in personal interactions, repeated experiences, and per-
ceived authenticity, exerts a stronger influence on consumer behavior. This differentiation
clarifies why Romanian consumers tend to prefer direct purchases from producers despite
the existence of formal certification systems. From a theoretical perspective, explicitly sepa-
rating these two forms of trust strengthens the conceptual framework for understanding
consumer decision-making in the organic food market. It also suggests that strategies to
encourage organic consumption should simultaneously reinforce institutional credibility
and maintain relational networks, highlighting the multidimensional nature of trust in
post-transition economies.

Compared with other Central and Eastern European countries, the Romanian organic
food market remains at a modest stage of development, with relatively low per capita
expenditure and limited domestic demand [13]. Similar economic and behavioral con-
straints have been noted in Bulgaria, Croatia, and Hungary, where organic products are
still perceived as expensive and less accessible. By contrast, research conducted in Poland
and Slovenia indicates a gradual consolidation of consumer awareness and market con-
solidation, and a growing preference for locally certified organic products. These findings
place Romania within the broader regional pattern of post-transition economies, yet also
underline national particularities shaped by income disparities, institutional maturity, and
the level of consumer trust in certification systems.

The study’s findings have multiple implications. First of all, marketing strategies and
public policies dedicated to organic products can be optimized by emphasizing the health
benefits and by developing education and information campaigns that increase consumer
confidence in certifications. Second, market segmentation and product adaptation to the
needs of different categories of consumers can help increase the adoption rate of organic
products. Third, the findings suggest strategies for developing new products based on
organic products, catering to consumer preferences and market trends. Last but not
least, the study highlights the need for a better developed distribution infrastructure and
strategies to reduce price perception, including supportive policies and financial incentives
for consumers.

Although the study provides valuable insights into the consumption behavior of
organic vegetable products in Romania, it has certain limitations. A major limitation is the
geographic concentration of respondents, 64% are from Olt County, which may introduce
sampling bias and reduce the representativeness of the sample. To mitigate this, regional
differences were accounted for using a dummy variable for region (Olt = 1, others = 0)
in the analyses. Results show significant differences for frequency of consumption, price
perception, and supermarket purchases, while other measures, such as trust in producers
or certified products, did not differ significantly across regions. This approach partially
addresses the overrepresentation of Olt respondents, but findings may still not be fully gen-
eralizable to other regions of Romania, where socio-demographic profiles and consumption
patterns may differ. Future research could address these limitations by including a more
geographically diverse sample and exploring regional differences in consumption behavior.

6. Conclusions
The results obtained in this study highlight several essential aspects regarding the in-

fluence of socio-demographic factors on the consumption of organic vegetables in Romania.
Statistical analysis and comparative interpretations with the literature made it possible to
outline a consumer profile and to identify the main barriers and motivations, providing
directions for increasing the consumption of organic products by adapting interventions to
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the characteristics of different population segments and implementing targeted promotion
and education campaigns, aligned with Romania’s agro-food market through promotion of
short supply chains, farmers’ markets, and local production.

The results suggest that the decision to consume organic vegetables is determined
both by material resources and by perceptions, attitudes, and the level of trust. Understand-
ing these determinants is essential for developing measures that stimulate demand and
strengthen responsible purchasing behaviors, and increase trust in certification systems,
while policies such as affordable pricing, financial incentives, and clear communication
on certification can directly address consumer barriers. Young people and women show
greater openness to this type of consumption, which can be leveraged through promotion
and food education campaigns aimed at increasing interest in organic products. Income
and education, although often associated with more responsible behaviors, show a neg-
ative relationship with consumption frequency, indicating the presence of cultural and
symbolic barriers that are difficult to explain solely in terms of financial resources, which
in Romania can be mitigated through support for local producers and improved access to
locally certified products.

This result, which differs from patterns observed in Western European markets, can
be explained by Romania’s specific socio-economic and cultural context. Consumers with
higher income and education levels tend to prefer imported or internationally certified
organic products, perceived as safer or of superior quality. Middle-income groups, how-
ever, consume locally produced organic vegetables more frequently, influenced by price
accessibility, proximity to producers, and familiarity with traditional foods. These find-
ings suggest that cultural preferences, market trust, and product origin have a stronger
impact on consumption behavior than financial resources alone, highlighting the need for
distribution strategies such as farm-to-fork initiatives and partnerships with local markets
and supermarkets.

Health is the dominant motivation for consumption, while taste is mainly mentioned
by low-income youth. Arguments related to environmental protection or support for
local producers have a marginal weight, suggesting that collective motivations remain
secondary to individual concerns. At the same time, the high price and lack of trust in
certification are major barriers to the expansion of organic consumption of organic products.
Addressing these obstacles through affordable pricing policies, transparent communication,
and credible certification is essential for increasing the organic products market.

Regarding purchasing channels, supermarkets and local markets remain preferred,
while online and specialized store purchases are marginal. The level of education signifi-
cantly influences the choice of channel, and trust is higher for products purchased directly
from producers than for certified ones. This underlines the need for greater transparency
and more effective communication in the green market, as key factors for strengthening
trust and increasing domestic consumption of organic products, which can be implemented
through regional educational campaigns and consumer information programs.

From an economic and rural development perspective, the results indicate that sup-
porting small producers and strengthening short supply chains can help reduce the gap
between consumers and producers. Public policies aimed at supporting organic farmers in
rural areas, facilitating their market access, and promoting certification as a sustainability
tool can play a decisive role in stimulating demand and the consumption of organic prod-
ucts. In addition, educational campaigns adapted to the regional context can support both
the increased trust and the economic development of rural communities, strengthening the
link between production and sustainable consumption. To translate these recommendations
into action, several practical directions can be considered. One is to extend existing rural
development initiatives that promote cooperation within short supply chains and direct



Sustainability 2025, 17, 9874 21 of 25

sales. Another is to integrate consumer information and education components into these
programs, in order to increase awareness and confidence in organic certification, while
government and cooperative programs can provide subsidies, tax incentives, and labeling
initiatives to further stimulate the domestic organic market.

Overall, the study confirms the significant association between socio-demographic
characteristics and consumption behavior among respondents from Romania, especially in
relation to income and education. These findings support the need for public policies and
market strategies that increase the accessibility and credibility of organic products but also
stimulate the sustainable development of rural areas. By integrating these directions, the
results can directly contribute to the growth of organic product consumption and to the
consolidation of a sustainable dietary model in Romania.

The research has certain limitations related to the composition and geographical
distribution of respondents, as well as to the predominantly declarative nature of the
collected data. These aspects reflect the subjective dimension of consumer perceptions and
attitudes, which may not always translate directly into actual purchasing behavior. Future
research could address these aspects by using larger and more regionally balanced samples.
It could also apply mixed quantitative and qualitative methods to capture more precisely
the motivational and symbolic dimensions of organic consumption. Longitudinal analyses
that track changes in consumer behavior and motivations over time would further improve
the understanding of how income, education, and trust shape sustainable purchasing
decisions. Together, these approaches can provide a deeper perspective on the relationship
between individual motivations, local context, and sustainable consumption practices in
rural economies.
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