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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).



International Journal of Information Systems and Social Change
Volume 11 • Issue 1 • January-March 2020

2

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



 

 

8 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/article/using-new-marketing-technologies-for-

promoting-traditional-food-products/243712

Related Content

Multimedia Instructions and Academic Performance of Students: An

Empirical Study of a Developing Country
Abdul Gaffar Khan, Sayma Hossain Shetu, Md. Nazmul Islamand Syed Moudud-Ul-

Huq (2020). International Journal of Smart Education and Urban Society (pp. 23-40).

www.irma-international.org/article/multimedia-instructions-and-academic-performance-of-

students/242955

Green Resilience Eco-Oriented Land Uses in Urban Socio-Ecosystems
José G. Vargas-Hernández (2021). Handbook of Research on Creative Cities and

Advanced Models for Knowledge-Based Urban Development (pp. 120-142).

www.irma-international.org/chapter/green-resilience-eco-oriented-land-uses-in-urban-socio-

ecosystems/266636

Personnel Performance Appraisal Coverage in ITIL, COBIT, and CMMi: A

Study from the Perspective of People-CMM
Cristina Casado-Lumbreras, Ricardo Colomo-Palacios, Adrián Hernández-Lópezand

Pedro Soto-Acosta (2013). Governance, Communication, and Innovation in a

Knowledge Intensive Society (pp. 77-87).

www.irma-international.org/chapter/personnel-performance-appraisal-coverage-itil/76596

Examining E-Government Enabling of E-Health Service Through the Lens of

Structuration Theory
Tiko Iyamu (2020). International Journal of Sociotechnology and Knowledge

Development (pp. 26-40).

www.irma-international.org/article/examining-e-government-enabling-of-e-health-service-

through-the-lens-of-structuration-theory/256578

Influence of Globalisation on Teaching and Learning: What is the Stance of

Information Literacy in Nigerian Tertiary Institutions?
A. O. Issaand K. N. Igwe (2014). Effects of Information Capitalism and Globalization

on Teaching and Learning (pp. 263-273).

www.irma-international.org/chapter/influence-of-globalisation-on-teaching-and-learning/113259

http://www.igi-global.com/article/using-new-marketing-technologies-for-promoting-traditional-food-products/243712
http://www.igi-global.com/article/using-new-marketing-technologies-for-promoting-traditional-food-products/243712
http://www.igi-global.com/article/using-new-marketing-technologies-for-promoting-traditional-food-products/243712
http://www.irma-international.org/article/multimedia-instructions-and-academic-performance-of-students/242955
http://www.irma-international.org/article/multimedia-instructions-and-academic-performance-of-students/242955
http://www.irma-international.org/chapter/green-resilience-eco-oriented-land-uses-in-urban-socio-ecosystems/266636
http://www.irma-international.org/chapter/green-resilience-eco-oriented-land-uses-in-urban-socio-ecosystems/266636
http://www.irma-international.org/chapter/personnel-performance-appraisal-coverage-itil/76596
http://www.irma-international.org/article/examining-e-government-enabling-of-e-health-service-through-the-lens-of-structuration-theory/256578
http://www.irma-international.org/article/examining-e-government-enabling-of-e-health-service-through-the-lens-of-structuration-theory/256578
http://www.irma-international.org/chapter/influence-of-globalisation-on-teaching-and-learning/113259

