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Abstract: Traditional agro-food products constitute a cornerstone of sustainable rural
development, offering not only economic opportunities but also contributing to the
preservation of biodiversity and the reinforcement of cultural identity. Their production is
often intimately linked to local ecosystems and traditional knowledge systems, making them
essential for maintaining both environmental and socio-cultural resilience. However,
despite their recognized importance, the effective marketing of such products continues to
face substantial obstacles. This is particularly evident in geographically isolated rural
areas, such as Pestera in Brasov County, where small-scale producers often struggle to
reach broader markets and to differentiate their offerings in an increasingly competitive
environment. In response to these challenges, the present study seeks to explore consumer
perceptions and preferences regarding traditional agro-food products and to identify
marketing strategies capable of enhancing their competitiveness within local and regional
markets. To this end, data were collected through a structured questionnaire utilizing a
five-point Likert scale, with a sample comprising 187 respondents. The analytical
framework combined descriptive statistics, analysis of variance (ANOVA), and simple
linear regression to uncover key determinants of purchasing behavior and to assess their
relative impact. Findings from the statistical analysis reveal that several factors play a
pivotal role in influencing consumer choices, notably the perceived authenticity of the
product, transparent communication concerning production methods, adherence to
sustainable agricultural practices, and the presence of a strong local brand identity. These
results highlight the necessity for producers and policymakers to develop marketing
strategies that are not only efficient but also aligned with principles of sustainability and
authenticity. By doing so, stakeholders can improve market access for traditional products,
stimulate rural economic revitalization, and ensure the continued safeguarding of
invaluable food heritage assets, thus reinforcing the dynamic link between rural economies
and cultural landscapes.
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INTRODUCTION

Traditional agro-food products represent far more than simple goods exchanged in
local economies; they are enduring expressions of the cultural, social, and ecological
richness embedded within rural communities [16, 15], products that are deeply rooted in
the practices of previous generations, and carry with them the unique stories, values, and
knowledge systems of their regions [11]. Through their continued production and
consumption, they sustain not only livelihoods but also traditions, landscapes, and
biodiversity that might otherwise be lost in the tides of globalization.

Characterized by artisanal methods, minimal technological intervention, and local
sourcing of ingredients, traditional agro-food products embody authenticity in ways that
modern, industrialized food systems often struggle to replicate [5]. They are, in essence,
vehicles of identity, linking producers and consumers to a shared cultural heritage, but
despite their intrinsic and multidimensional value, however, traditional agro-food products
frequently encounter significant obstacles when attempting to secure a stable position in
broader, competitive markets [3,7].
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Several persistent challenges hamper their commercialization due to the production
that tends to occur on a small scale, often fragmented among numerous independent
producers, which limits their capacity to achieve economies of scale or substantial market
penetration [12]. Compounding these structural limitations is the generally low level of
marketing expertise among producers, who may lack the resources, skills, or organizational
support necessary to engage effectively with modern consumers. Furthermore, restricted
access to contemporary distribution channels, coupled with an absence of unified branding
initiatives, results in low visibility for these products outside their immediate communities
[13,14].

Nevertheless, the shifting dynamics of consumer preferences offers a promising
counterpoint to these challenges. Increasingly, consumers demonstrate a marked preference
for products that they perceive as authentic, sustainable, locally sourced, and health-
promoting [8,4]. Amid rising concerns over environmental degradation, industrialised food
production, and the erosion of culinary heritage, traditional agro-food products are
uniquely positioned to meet this growing demand. Yet, realizing their potential in this
evolving marketplace hinges critically on the ability to communicate their distinct
attributes persuasively, highlighting their authenticity, quality, and contribution to
sustainable development [1].

In this broader socio-economic landscape, we consider that the village of Pestera,
located in Brasov County, Romania, provides an ideal setting for exploring the intersection
of tradition, consumer behavior, and rural marketing strategies [9]. Pestera is renowned for
its strong agricultural roots and its wide array of artisanal food products, ranging from
traditional cheeses to cured meats and preserved fruits. Despite the remarkable quality and
cultural significance of these offerings,their presence in larger regional or national markets
remains modest, situation that reflects a broader pattern observed in many rural areas,
where high-quality traditional production does not automatically translate into market
success.

The paradox of Pestera, abundant authenticity yet limited market visibility,
underscore the urgent need for the development of more sophisticated, locally tailored
marketing strategies. Bridging the gap between product excellence and consumer
awareness requires a deep understanding of both the products themselves and the changing
expectations of modern consumers.

Against this backdrop, the present study pursues three core objectives:

1. To assess consumer attitudes and perceptions toward traditional agro-food
products within the local market of Pestera, with specific attention to key dimensions such
as authenticity, environmental sustainability, and produc quality;

2. To critically evaluate the current marketing practices adopted by local producers,
identifying not only existing strengths but also critical gaps and areas for strategic
improvement;

3. To develop sustainability-oriented marketing recommendations, designed to
enhance product visibility, boost competitiveness, and support broader goals related to
rural economic revitalization and the preservation of intangible cultural heritage.

By addressing these interconnected aims, our research seeks to contribute both
theoretical insights and practical recommendations, enriching the understanding of how
traditional agro-food systems can adapt and thrive in contemporary market environments.
Ultimately, it aspires to inform future initiatives aimed at strengthening rural economies
while safeguarding the cultural and ecological wealth they sustain.
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MATERIALS AND METHODS

2.1 Research Design and Data Collection

The present research adopted a quantitative survey approach to investigate
consumer perceptions, attitudes, and purchasing behaviors related to traditional agro-food
products in the local market of Pestera, Brasov. We developed a structured questionnaire
as the primary research instrument, designed to cover four thematic areas: demographic
characteristics, perceptions of key product attributes (authenticity, healthiness, and
environmental sustainability), the effectiveness of marketing communication strategies,
and factors motivating or hindering purchase decisions. To capture the intensity of
opinions, all attitudinal items were measured using a five-point Likert scale, where 1
indicated "Strongly Disagree" and 5 indicated "Strongly Agree."

Before the formal administration of the survey, the questionnaire was reviewed and
tested informally with a small group of respondents to ensure clarity, logical flow, and the
absence of ambiguous terms. Afterwards, minor adjustments to the wording of certain
questions were made based on this preliminary feedback, improving the overall
comprehensibility of the instrument. The data collection phase was conducted over five
months, between October 2024 and February 2025, intentionally aligned with local
festivals, farmers’ markets, and seasonal events in Pestera. These venues were selected
because they attract a diverse array of consumers directly exposed to traditional agro-food
products, thus providing an ideal context for gathering relevant insights, while Face-to-face
interviews were employed as the method of data collection, allowing interviewers to
address any questions or uncertainties raised by participants, thereby enhancing the quality
of the collected responses. In total, 187 completed questionnaires were obtained and the
articipants were selected through convenience sampling, based on their attendance at local
events and willingness to participate. While this non-probability sampling technique limits
the statistical generalizability of the findings, it enables the collection of rich, context-
specific information that is highly valuable for exploratory research objectives focused on
traditional product markets[10].

2.2 Data Analysis Techniques

The study employed three main statistical methods to comprehensively address the
research objectives and provide a robust understanding of consumer behavior in relation to
traditional agro-food products. Each method was carefully selected based on its relevance
to the type of data collected and the specific analytical goals pursued.

First, we started with descriptive statistics in order to summarize and present the
central characteristics of the sample and the overall distribution of responses. By
calculating measures such as means and standard deviations, the analysis offered a clear
overview of consumer perceptions, highlighting both general tendencies and the degree of
variability within the dataset. These preliminary insights formed the basis for the
inferential analysis.

Second, a one-way analysis of variance (ANOVA) was performed to determine
whether statistically significant differences existed across various demographic groups,
particularly concerning consumers' purchase intentions. This method enabled the
comparison of mean scores between categories such as education level and age group,
identifying whether observed differences were meaningful or merely due to random
variation.

Third, simple linear regression analysis was conducted to explore the predictive
relationship between consumer perceptions and purchase intention. By quantifying the
strength and direction of this relationship, the regression model provided insights into how
improvements in product perception could influence consumers’ likelihood to purchase
traditional products.
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To provide a clearer overview of the analytical framework employed in the study,
Table 1 summarizes the statistical methods used, their primary purposes, and the relevant
questionnaire items analyzed under each method.

Table 1.
Summary of statistical methods and analyzed items
Method Purpose Key items analyzed
Descriptive Summarize central tendencies and Perceptions of healthiness, authenticity,
Statistics variability sustainability, trust in labeling
One-Way ANOV A Compare means across demographic Purchase intention by education level, age
groups group
Simple Linear Model the relationship between Aggregate perception score and purchase
Regression perceptions and purchase intention intention

Source: own elaboration, 2025

As shown in the upper table, each statistical technique targeted specific constructs
within the questionnaire, ensuring that the analysis remained aligned with the broader
research objectives. The following sections present the technical details, formulas, results,
and interpretations associated with each method.

RESEARCH RESULTS

1. Descriptive statistics analysis

The first stage of analysis employed descriptive statistics to establish a foundational
understanding of consumer perceptions toward traditional agro-food products in Pestera.
This technique allows for a concise representation of central tendencies (such as the mean)
and the dispersion of responses (captured through the standard deviation), offering an
initial lens through which patterns in the data could be observed. The mean provides a
measure of the average response for each attribute and was calculated using the formula:

21 T
where: T = Lat—] 1
- X represents the mean value, 1

- Xj denotes each individual score recorded,
- n corresponds to the total number of respondents.

To complement this, the standard deviation was used to assess the variability around
the mean, indicating the degree of consensus or dispersion among consumer opinions, and
it was calculated according to the fallowing formula:

{ T
i '," Z:l 1(331' =1 3:)2
\" n—1
where:

- s reflects how widely the responses deviate from the mean score,
- n—1 corrects for bias in sample estimates.

Following the application of the specified formulas to the data from 187
respondents, the findings were organized as shown in Table 2 below.
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Table 2.
Descriptive statistics for product perceptions
Attribute Mean score | Standard deviation
Healthiness 4.47 0.55
Authenticity 4.69 0.48
Environmental sustainability 4.29 0.62
Trust in labeling 4.08 0.71

Source: own elaboration based on the questionnaire results

An examination of the mean scores reveals the authenticity was rated the highest by
respondents, with an average score of 4.69 out of 5, results which underscores the strong
association consumers make between traditional products and genuine cultural heritage.
Following closely, healthiness received a mean rating of 4.47, highlighting the perception
that traditional foods offer superior nutritional value compared to mass-produced
alternatives.

The attribute of environmental sustainability also scored favorably (mean = 4.29),
reflecting growing consumer concern about environmentally responsible production
practices. However, trust in labeling recorded the lowest mean score (4.08),suggesting that
although labels are important signals of product quality, they are not entirely sufficient to
convince all consumers without complementary forms of verification or storytelling.

Furthermore, the relatively low standard deviation values across all attributes,

ranging between 0.48 and 0.71, indicate a strong consensus among respondents, meaning
that perceptions did not vary widely across the sample. This statistical consistency lends
robustness to the observed patterns and supports the reliability of the findings.
Taking into consideration this aspects, we can conclude that consumers in Pestera place a
premium on the authenticity and healthiness of traditional agro-food products, reaffirming
the importance of marketing strategies that foreground these attributes. Emphasizing
genuine local production methods, historical roots, and nutritional benefits is likely to
resonate strongly with the local market audience.

2. One-Way ANOVA analysis
To explore whether demographic factors, particularly educational attainment, exert
an influence on consumers' purchase intentions regarding traditional agro-food products, a
one-way analysis of variance (ANOVA) was applied. This statistical technique is
particularly suited for comparing the means of multiple groups to determine if observed
differences are statistically significant, rather than due to random variation within the
sample. The ANOVA approach involves calculating the F-statistic, which is defined as the
ratio of the mean square between groups to the mean square within groups. Formally, the
F-ratio is expressed by the following equation:
__ MSbetween
MSwithin
where:
M SSbetween

_Efbetween
dfbetween
ESwithin

MSwithin:m indicates the mean square within the groups,

represents the mean square between the compared groups,

SS refers to the sum of squares,

df denotes the degrees of freedom associated with each source of variation.

In this context, a significant F-value would suggest that the mean purchase intentions
differ across educational categories, implying that education level plays a role in shaping
consumer behavior. In Table 3, we provide a summary of the ANOVA results, reflecting
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the analysis of how differences in education levels impact consumer purchase intentions in
the context of traditional agro-food products..

Table 3.
ANOVA Results: purchase intention by education level
Source Sum of Squares df Mean Square | F iig.
Between Groups 3.21 2 1.605 | 4.36 0.014
Within Groups 67.67 184 0.368
Total 70.88 186

Source: own elaboration based on the questionnaire results, 2025

A closer examination of the results reveals that the F-value obtained was 4.36, with a
corresponding p-value of 0.014. Since the p-value is below the commonly accepted
threshold of 0.05,the null hypothesis of equal means can be rejected. In practical terms, this
indicates that there is a statistically significant difference in purchase intentions among
different education levels within the sample. Although post-hoc analyses are not detailed in
this section, preliminary comparisons suggest that consumers with higher educational
attainment, particularly those holding a university degree or above,exhibited stronger
purchase intentions for traditional agro-food products compared to those with lower levels
of education. This trend aligns with broader findings in consumer behavior research, where
higher education often correlates with increased sensitivity to product authenticity, health
benefits, and sustainable production methods. We can conclude that educational
background significantly shapes consumer attitudes toward traditional agro-food products.
Consequently, marketing strategies aiming to promote such products should consider
tailoring their messages to emphasize values that resonate more with educated consumer
segments, such as sustainability, heritage preservation, and health-conscious living.

3. Simple Linear regression analysis

To investigate the predictive power of consumer perceptions on purchase intention, a
simple linear regression analysis was conducted. This statistical method enables the
modeling of the relationship between a single independent variable and a dependent
variable, thereby assessing the strength and directions of their association. In the context of
this study, perceptions of traditional agro-food products served as the predictor variable,
while purchase intention was the outcome of interest.

The general form of the simple linear regression equation applied is:

Y=Bo+pi1X+e

where:

Y denotes the predicted value of purchase intention,

X represents the aggregate perception score,

Bo 1s the intercept, indicating the expected value of Y when X is zero,

B1 is the slope coefficient, reflecting the change in Y associated with a one-unit
change in X,

€ captures random error or unexplained variance.

The estimation of the parameters o and 1 was carried out using the ordinary least
squares (OLS) technique, which focuses on minimizing the total squared differences
between observed and fitted values. A detailed summary of the regression results is
provided in Table no. 4.

91



LUCRARI STIINTIFICE, SERIA I, VOL. XXVII (2)

Table 4.
Simple linear regression: influence of perception on purchase intention
Predictor Coefficient (f3) Standard Error t-value Significance (p)
(Constant) 1.02 0.32 3.19 0.002
Perception Score 0.59 0.07 8.43 <0.001

Source: own elaboration based on the questionnaire results,2025

The regression results, as shown in the above table, reveal a significant and positive
relationship between consumer perceptions and their purchasing intentions. The slope
coefficient (1=0.59) represents the expected change in the dependent variable (purchase
intention) for each one-unit increase in the independent variable (perception score). We
consider that this value is both statistically significant and positive, with a p-value of less
than 0.001. This strongly suggests that as consumer perceptions of traditional agro-food
products improve their intention to purchase these products increases as well.

In other words, the model indicates that for every single unit increase in the overall
perception score, the purchase intention increases by approximately 0.59 units. The fact
that this relationship is statistically significant further reinforces the notion that perceptions
are a crucial driver of consumer behavior in the agro-food market. We also consider that
the strength of this effect suggests that perception-related factors, such as product
authenticity, health benefits, and environmental sustainability, play a pivotal role in
shaping consumer purchasing decisions.

The regression model derived from this analysis is as follows:

Purchase Intention=1.02+0.59%(Perception Score)

This equation suggests that when the perception score is zero, the baseline purchase
intention is approximately 1.02. While this value may not have practical significance on its
own, it highlights the starting point of purchase intention when the perception score is at its
lowest. Further, the model's coefficient of determination (R?) was calculated to be 0.45,
indicating that approximately 45% of the variance in purchase intention can be explained
by differences in consumer perceptions of the products. While an R? value of 0.45 is
typical in behavioral research, where multiple factors often influence consumer decisions,
this result still reflects a substantial explanatory power for a single predictor model. In
practical terms, it suggests that consumer perceptions alone have a notable influence on the
likelihood of purchasing traditional agro-food products.

The substantial coefficient of determination indicates that there is other factors
influencing purchase intentions not captured by this model, but it does establish the
importance of perceptions in driving consumer behavior. In the same time, future research
may consider incorporating additional variables, such as price sensitivity, product
availability, and brand loyalty, to further explain the remaining variance in purchase
intentions.

These findings underscores the significant role of positive consumer perceptions,
particularly those related to authenticity, healthiness, and environmental sustainability, as
strong predictors of consumers' purchasing intentions. As evidenced by the regression
model, consumers who view traditional agro-food products favorably in these key
attributes are more inclined to express a stronger intention to purchase them. Results aligns
with broader trends in consumer behavior, where modern buyers increasingly prioritize
sustainability, health-consciousness, and a connection to cultural or traditional values in
their food choices[6].

We consider that this insight has profound implications for marketing strategies
targeting agro-food products. Specifically, businesses looking to boost sales in Pestera’s
local market should prioritize strategies that highlight the authenticity, nutritional value,
and environmental benefits of their products[2]. By emphasizing these attributes, brands
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can enhance consumer perceptions, which, as shown by the regression analysis, will likely
lead to higher purchase intentions.In light of the significant predictive relationship
established in the regression analysis, it is clear that enhancing consumer perceptions is
key to driving purchasing behavior in the agro-food market. Therefore, marketing efforts
should focus on reinforcing perceptions of authenticity, healthfulness, and environmental
sustainability. Communicating these values effectively to the target audience in Pestera
could result in increased consumer engagement, stronger brand loyalty, and ultimately,
higher sales for traditional agro-food products.

Furthermore, the finding suggests that perceptions are not only important—they are
essential. In a market where consumers are increasingly discerning and socially conscious,
fostering a positive perception of products that align with these values is not just
beneficial; it is likely to be the most effective path toward sustained market success.

CONCLUSIONS

The present research provides compelling evidence that consumer perceptions play
a pivotal role in shaping purchasing behavior toward traditional agro-food products in the
Pestera region. Throughout the analysis, it became evident that attributes such as
authenticity and healthiness occupy a central place in consumers' value systems, strongly
suggesting that marketing efforts should strategically focus on these two dimensions,
integrating them as fundamental pillars within promotional narratives and product
positioning.

Another important insight is derived from the study concerns the influence of
educational background on purchasing intentions. Consumers with higher educational
attainment displayed a significantly greater propensity to purchase traditional products,
pointing to the necessity for differentiated marketing strategies. Tailoring communication
to emphasize intellectual values, such as sustainability, heritage conservation, and health
consciousness, can resonate more effectively with this segment and foster deeper consumer
engagement.

Moreover, the strong positive relationship between perceptions and purchase
intentions,as revealed by the regression analysis, reinforces the vital role of perception
management in successful marketing. It is no longer sufficient for traditional product
producers to rely solely on intrinsic product quality; instead, they must proactively shape
consumer perceptions through transparent, emotionally engaging, and sustainability-
centered messaging. This approach aligns with broader shifts in consumer behavior toward
more socially responsible and values-driven consumption.

For producers seeking longterm market success, investment in storytelling, heritage
preservation, and clear, trustworthy labeling emerges as a strategic imperative.
Storytelling, in particular, offers a powerful mechanism to create emotional connections
with consumers, transforming products from mere commodities into symbols of cultural
identity and community pride. Simultaneously, transparent labeling practices can bridge
gaps in consumer trust, offering verifiable information about product origins, production
methods, and ecological impact.

Looking ahead, we consider that future research opportunities abound, because a
natural extension of this work would be to examine the role of digital marketing tools, such
as social media campaigns and e-commerce platforms, in expanding the reach of traditional
agro-food products beyond local markets. Understanding how digital channels influence
consumer perceptions and purchasing behaviors could offer valuable insights for producers
aiming to scale their marketing efforts while maintaining the authenticity and values that
define their products.
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In conclusion, the findings not only enhance academic understanding of consumer
behavior in rural markets but also provide practical guidance for local producers and
policymakers. In a rapidly evolving marketplace, success will belong to those who
recognize that perceptions are powerful—and that shaping them thoughtfully is key to
sustaining both economic vitality and cultural heritage.
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