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ABSTRACT

ThisarticleaimstoidentifythewaysinwhichproducersoftraditionalRomanianfoodpromoteand
commercializeinthedigitalera.Romanianmanufacturersoftraditionalproductsarehardworking
peoplepreoccupiedwiththequalityoftheproductsthattheysodearlyprepare,butwhoarestruggling
tokeepupwiththelatestmarketingtrendsandtechnologiesregardingadvertisingandcommerce.
Thisresearchispartofanamplerprojectaimedatidentifyinganddescribingconsumerbehavior
oftraditionalproducts.Itendeavoredtofindcommonfactorsbetweenconsumerbehaviorandthe
mannerinwhichproducersmanagetofulfillconsumerneeds.Therefore,thisstudyisqualitativein
nature,basedonpersonalinterviews.Theresultsofthisresearchwillbedisseminatedtotheproducers
involvedinthestudy,inhopesofimplementingthefindingsintheirbusinesses.Onefindingthat
wasparticularlyinterestingisthatalthoughproducersarereluctanttousenewtechnologiesintheir
activities,theyarewillingtolearnoraskhelpfromtheyoungandskilled.
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INTRodUCTIoN

Inthemarketingframework,communicatingandpromotingvaluerepresentalogicalsequence
of steps that consist of creatingandprovidingvalue,while elaborating themarketing strategy
representsalaterphasetothemarketsegmentation,namelyselectingthetargetedsegment(s).An
effectivemarketingstrategyisunderlainbyknowledgeofthemarketingenvironment,objectified
asusefulmarketinginformationaidingproperdecision-making.Anadequateknowledgeofthe
companies’environmentandawell-groundedSWOTanalysisarethefirstpremisesformaking
the right decisions in Project Management. As a consequence of the fact that traditional food
products(TFP)areinincreasingdemand(Adams&Salois,2010;Jordana,2000),manycompanies
acknowledgedtheneedofunderstandingthisphenomenon,andhavethusconductedstudiesto
bringforthnewevidencetowardsconsumerneedswithrespecttoTFPinRomania(Gheorghe,
Nistoreanu,&Filip,2013;Istudor&Pelău,2011).
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dIeTARy TReNdS

Recentstudiesshowashiftinconsumerdietaryhabitsallovertheworld(Ross,1999;Conner,2009;
Cannon,2005),includingtheCanadianArcticarea(Hoppingetal.,2010).Consumingmoreprocessed
foodswithreducednutritionalvaluescoupledwithconsuminglessfruitandvegetables,traditional
products,andindigenousproductscanintimeleadtovariouschronicdiseases.Medicalconditions
arecloselylinkedtoachangeindietaryhabits,asshownbysomestudiescommencedsincetheearly
90s(Hoppingetal.,2010;Norberg-Hodge,Gorelick,&Merrifield,2000;UNEP,1999).

As stated in oneof our previous research (Tarcza & Sana, 2015), these trends of changing
dietaryhabitsareinfluencedbyindustrialproducersandmass-media,twoentitiesthatpreyonthose
consumerswhoareunwaryorlesseducatedregardinghealthynutrition.Thispredicamentisconsidered
aconsequenceoftheeconomicandtechnologicalprogress(Lang&Heasman,2004;Kessler,2009;
Chandon&Wansik,2010)andofdemographicgrowth(Cotillonetal.,2013).

Nevertheless, alternative methods and solutions have appeared to counter these tendencies.
Suchsolutionsarebackedbyvariousproducersandapartofmass-media,whichadvocateforthe
developmentofhealthydietaryhabits.Inthismanner,producersofindigenousandtraditionalproducts
findthemselvesobligedtofacethesetrendsandgetinvolvedinmarketingactivities(Adams,Tyrell&
White,2011),fromthesimplesttothemostcomplex.Similarly,theyendeavortostartwithcreating
theirbrandtopromotingitthroughnewtechnologiespertainingtothedigitalera(Chaffey&Jones,
2017).Meanwhile,marketingexpertsrepresentingwell-knownfoodbrandshaveunderstoodthepower
that‘healthynutrition’hasonestablishingemotionallinkstothetargetedconsumers(Pettersson&
Fjellstrom,2006)andtheyuse‘healthyeating’asinsightforpositioningtheirbrandswithinadvertising
campaigns.Inordertodoso,theyusedigitalmarketinginstrumentslikeblogging,vlogging,Facebook
adsandgroupsandaffiliatedmarketingcampaigns(seeJamie’sOlivercampaigns,Selgroscash&
carry,Edenia–arefrigeratedfruitsandvegetablescompany).

Thissituationisconfusingfortheconsumers:bothindustrially-processedproductsandtraditional
foodspositionthemselvesas‘healthyproducts’,althoughthereisabigdifferencebetweenthemdue
totheingredientsusedandtheirmannerofpreparation.Also,isnoticeablythedifferencebetween
thebudgetsabigfoodcompanyaffordstoinvestinmarketingcampaignscomparedtotraditional
foodproducers.Thelaterareoftentimesself-employedtraders,owner-manager,orsmall&medium
enterprises(SMEs),whichhavelimitedcapacityandfundsforinvestinginmarketingactivities.That’s
oneofthemainreasonsweconsiderednecessarytofindoutthewayssmallproducersfacethisfierce
competitionandadapttothenewdigitalmarketingtrends.

TRAdITIoNAL Food PRodUCTS ANd PRodUCeRS

Itneedstobestatedthatindigenousandtraditionalproductshavebeendefinedandanalyzedinvarious
waysinthepastdecades,butmaintaintheiressence:“productsobtainedthrougholdenmethods,
deeplyrootedinaregion,withpeculiarqualities”(UNIDO,2010),andwhichare“linkedtoaterritory
anditmustalsobepartofasetoftraditions,whichwillnecessarilyensureitscontinuityovertime”
(Jordana,2000).AccordingtoRomanianlegislations,theseproductsuse“indigenous,traditionalraw
materials”,areobtainedthrough“atraditionalrecipe,peculiartotheplaceofprocessing”,andreflect
“atraditionalproduction/processingtype,”andcan“demonstrateatraditionalmodusoperandi”(Order
no.724/2013).Anotherapproachworthmentioningisthatatraditionalproductcontributestocreating
perceptionsamongforeigners,whichtheywillholdregardingacertaincountryorregion(Billiard,
2006).MoreconceptualclarificationsregardingthedefiningofTFPatanationalandEuropeanlevel
arepresentedinoneofourpreviousresearches(Botezat&Tarcza,2012).

Duetothesepeculiaritiesoftraditionalproducts(indigenous/traditionalrawmaterials,traditional
recipes,traditionalmethods),traditionalproductscanbeobtainedinsmallquantitiesatelevatedprice
comparedtolarge-scaleindustrially-madeproducts.Consequently,producersofTFParegenerally
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