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Background: By the second half of 1980s, health sensitivity had started to rise in food and
agricultural product consumption. In addition to health consciousness, rising environmental
awareness and emphasis over achieving sustainability of agriculture, the definition of organic product
was set forward and markets for both production and consumption of these products had started to
emerge. Development of any sort of market can be achieved with evaluation of consumer
expectations in developing countries. Objectives: Consumer
umer valuation provides insights to producer
markets and marketing organisations in terms of determination of marketing policy mix. Accordingly
a brief survey was undertaken in selected provinces of Turkey and Romania to understand the
acceptance of organic
organic products and forecast the tendency to increase market share for those products
in these two developing countries. Methods: The relationship between preferential factors and
gender, education level, age, income level and occupational status of participant
participants were assessed in the
scope of the study. Results and Conclusion: The specialities and value of organic products were
appeared as marketing mix components to be emphasized for the sample selected in two countries. It
was understood that female consumers are
are more open to advertising efforts. Yet, alternative
promotion tools should be developed for consumers with higher income and education levels. This
situation is valid for both of these two developing countries.
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INTRODUCTION
With the rising emphasis on understanding the factors affecting
purchasing and consumption decisions, the need to consult
consumers to develop marketing policy and tools has risen as
well (Bagozzi and Dholakia, 1999). When the main
consumption trends were assessed for developed and
developing countries, it was confirmed that price has been the
main motivator for normal goods (Maxwell, 2001; Soderlund,
1998). However, new approaches have been emerging with
wi
regards to sustainability of nature and environment and
technological advancements have been observed for
*Corresponding author: Rahmiye F Ceylan,
Dr, Akdeniz University Faculty of Agriculture Department of Agricultural
Economics, Antalya – Turkey.

agriculture and food production as it is the case for any type of
productive processes. Acceptance of these new approaches
affects both producer and consumer markets accordingly. One
of the significant challenges in agriculture and food market has
been development
velopment of organic farming and emergence of
organic market (Maggie and Ajuruchukwu, 2014). Food
quality and security have been the initial motivators in
development of organic farming and organic markets.
Additionally, pre-emption
emption of importance of agricu
agricultural and
environmental sustainability brought organic food industry in a
significant position globally (Ustaahmetoglu and Toklu, 2005).
Organic products had started to gain attention by the mid of
1980s, with a need to minimise chemical input use in
agricultural
cultural production and assure environmental sustainability
accordingly (Mulero et al.,., 2010; Morris et al., 2001;
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Johansson, 1999). Yet, in contrast to limited chemical use,
there appeared needs to incorporate more labour and
biotechnological intervention in agricultural production and
these leaded to rising costs and prices accordingly. Due to
these high prices, it took time in consumer market to
understand and accept organic products. Therefore, organic
product demand evaluation based on income elasticity
measures gained importance with respect to market entry
especially in developing and underdeveloped countries with
low per capita income (Inci et al., 2017; Kozelová et al.,
2013). Subsequently, it is important to evaluate awareness and
consciousness level of consumers and/or potential consumers,
and to determine potential market development channels both
for the market and researchers. It can be possible to induce
demand for organic products by determination of consumer
awareness level on organic products and their consumption
preferences. Especially, it was expected that demand for
trustable and traditional food will rise in the close future
(Kozelová et al., 2013). Accordingly, it is essential to
determine consumer characteristics that may affect organic
product demand and that may lead acceptance of the price
premium for organic products. These characteristics are
expected to contribute in marketing policy and tool
development for organic food products market (Krystallis and
Chryssohoidis, 2005).

been provided across the EU member countries with an
emphasis on extending the domestic market (Vietoris et al.,
2016). Besides, access to products on retail market level has
been rising in the recent years as well (Pop and Dabija, 2013).
The dynamic structure of organic market in Romania can be
understood better with a production perspective. Number of
organic producers had risen to 2.775 in 2008 from 72
producers of 2000 (Vietoris et al., 2016). Yet, the market is
under control of importers mainly and extension of market is
interrelated with the domestic market potential. Domestic
production can be induced by rising domestic demand and
specific policies are required to increase demand for Romania,
ranking 15th among the EU members with regards to domestic
per capita organic product consumption (Petrescu et al., 2017).
In an earlier study, the most important factor affecting
Romanian organic product demand had appeared as ‘health
sensitivity’ (Vega-Zamora et al., 2014). Consecutively,
cultural, social and psychological characteristics of consumers
were found as effective in organic product purchasing
decisions. As well as demographic characteristics, factors like
perceptions, attitudes, awareness level and openness to
learning and new experiences are important in determination of
marketing policy tools (Dahl, 2014).

With this perspective, face to face surveys were conducted in
Timisoara province of Romania and Antalya province of
Turkey in 2018. Data related with consumer demographics and
consumption preferences interrelated with organic products
was retrieved from 53 Romanian and 88 Turkish consumers. It
was aimed to determine factors affecting organic product
preferences and personal features affecting these preferences
with this case survey. The complementary objective was to
compare the findings for Romania and Turkey, the countries in
which organic markets had not reached maturity level. Before
proceeding, it is essential to overview the existing situation and
development of organic markets with reference to production
and consumption markets and it was aimed to provide
information on evolution of organic market in the world, in
Romania and in Turkey. The United States of America (USA)
constitutes a specific case with the rapid developing market
situation. 178 million Dollars of organic product sales value of
1980 had risen to 7.8 billion Dollars in 2000 and 43.3 billion
Dollars in 2015 in the USA market (Vandeman and Hayden,
1997; Myers and Rorie, 2000; GwanSeon et al., 2017). It was
expected that there may be visible improvements in the USA
and the European Union (EU) markets by 2020s. Main
motivation behind this expectation was set forward as the
rising demand for balanced and healthy diets due to the rising
health sensitivity (Vietoris et al., 2016). After this general
overview, it is necessary to consider specific country markets
in details.

Organic agriculture had entered into the agenda in Turkey
residing on external demand as well. Organic agricultural
production had started by 1984-1985 due to the demand from
the European companies and the first legal arrangements were
made in 1994, which was followed with a rising development
of the market (Ozbilge, 2007; Ataseven and Gunes, 2008).
Organic agricultural production had started with traditional
crops. Firstly eight varieties of raisins, dried figs and apricots
were entered in organic market in the Aegean region in 1985.
The production became more widespread across Turkey with
addition of nuts and cotton in the following years (Ataseven
and Aksoy, 2000) and number of organic varieties has risen to
203 in 2006. In order to overspread organic agriculture
movement with a correct methodology, Association of
Ecological Agriculture Organisation (ETO) was established in
Izmir province of Turkey in 1992. With efforts of ETO on
training and extension, the cooperation between producer,
exporter and researchers had extended (Aksoy and Altindisli,
1999; Ataseven and Gunes, 2008). After issue of the first
organic agriculture directive in 1994, there appeared
significant improvements in organic market. Turkey has an
important potential in organic market due to vegetative
diversity, existence of natural meadow and grasslands,
existence of animal stock and abundance of labour force to be
utilised. However, demand driven production is mostly
vegetative, directs domestic markets and appears at very low
levels (Bayram et al., 2006). In addition to traditional nuts and
dried fruits, production of main pulses and medicinal plants
has been rising as well. Due to the data retrieved from Turkish
Statistical Institute, 14401 producers had produced 421934
tonnes of organic products in 203811 hectares in 2005. Yet, the
attention on organic agriculture has risen significantly that
75067 producers had supplied 2406606 tonnes of products
from 543033 hectares in 2017 (TURKSTAT, 2018).
Production and marketing of organic products has been
maintained within a contract-based farming scheme in Turkey
residing on the agreements. While there is limited available
information on domestic consumption of domestically
produced organic products, it is estimated that 95 % of the

Development of Organic Market in Romania
Due to the records of Romanian Academy of Sciences, annual
sales value of organic agricultural and food products
corresponds to 1 % of total agricultural income of the country
with 2 million Euros (Roman et al., 2010). However,
assessment of the domestic market revealed a rather low
organic demand. Romanian citizens have been spending 4
Euros per capita on organic agriculture and food products per
year (Petrescu et al., 2017). In opposition to this current
situation, subsidies to increase accessibility of products have

Development of Organic Market in Turkey
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production is being exported (Kenanoglu and Karahan, 2002;
Ataseven and Gunes, 2008). However, domestic market has
been growing in export competitors of Turkey. As an instance,
15 % of domestic organic production is being consumed within
borders in Argentina and the rate is 57 % in Italy. Departing
from these figures, it can be said that Turkish market falls apart
from global improvements both in terms of raw and processed
organic products (Kaya, 2003; Ataseven and Gunes, 2008).
Subsequently, it is important to determine the factors and
especially the income and price sensitivity of consumers that
can affect consumer demand in order to develop marketing
efforts in this field.

MATERIAL AND METHODS
Material: A pre-tested survey was applied in Timisoara
province of Romania and Antalya province of Turkey in 2018
in order to retrieve information on organic product
consumption preferences of consumers, and the consumer
characteristics affecting those preferences. With an aim to
compare consumer data for a randomly selected sample in a
restricted time period, 53 consumers from Romania and 88
consumers from Turkey had indicated their preferential
position regarding organic consumption. The random face to
face interview methodology was selected due to time and
financial limits of the research.
Methods: Main objective of the study has been detection of
significant and interpretable relationships between organic
product consumption preferences and consumer demographics.
Accordingly, in addition to categorised consumer
characteristics, the consumers were asked to scale main
features of organic agricultural and food products reflecting
their perceptions and preferences. The targeted consumers had
scaled their preferences from ‘not important at all – 1’ to
‘extremely important – 5’ (Likert, 1967). The data was
interpreted with SPSS statistical package and existence of a comovement between consumer preferences and characteristics
was tested with Chi-Square testing in addition to existence of a
linear relationship.

Relationship analysis encompasses testing a joint trend
between quantified two variables (Moore and McCabe, 2003;
Kader and Franklin, 2008). Accordingly, existence of the
linear relationship between variables was tested by Pearson
correlation coefficient ranging between -1 and +1 (Pearson,
1920; Blyth, 1994a). This statistic is mainly used to test
significance and direction of the relationship between
categorised variables (Zimmerman, 1994). After this a-priori
evaluation, the impact of socio-demographic consumer
characteristics of the selected sample on organic product
preferences was tested with Chi-Square testing. Chi-Square
test is a relationship interpretation tool specifically used in
marketing research, which provides efficient results even in
small samples (Akpinar et al., 2009; Kurtulus, 1998; Blyth,
1994b). The level of effects and relationships between
correlated variables can be detected in the scope of this testing
procedure. The main factors affecting Romanian and Turkish
consumers on organic product preferences departing from
provincial level sample were tested with the following
hypotheses in the scope of this study.
H1: There is a significant relationship
criteria and gender.
H2: There is a significant relationship
criteria and age.
H3: There is a significant relationship
criteria and level of education.
H4: There is a significant relationship
criteria and level of income.
H5: There is a significant relationship
criteria and occupational status.

between preference
between preference
between preference
between preference
between preference

RESULTS
Comparison of Descriptive Features between Romanian and
Turkish Consumers: There are various factors affecting
purchasing decisions of individuals. The most significant of
these factors are economic, social and psychological.
Accordingly, it was considered as important to evaluate and
compare consumer profile of two different samples selected for
the study.

Table 1. Profile of Interviewed Romanian Consumers
Gender
Female
Male

29
24

Education
Secondary
Tertiary +

7 (%13)
46 (%87)

Civil Status
Single
Married
Married with Children
Divorced-Separated

32
14
6
1

Occupational Status
Student
Employed
Unemployed – Out of Labour Force

Table 2. Profile of Interviewed Turkish Consumers
Gender
Female
Male

41
47

Education
Primary
Secondary
Undergraduate+

2
41
45

Civil Status
Single
Married
Married with Children
Divorced-Separated

41
39
6
2

Occupational Status
Student
42
Employed
46

Figure 1. Income Distribution of Interviewed Romanian Consumers

30
19
4
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When we consider Romanian case in Table 1, 29 of 53
interviewed consumers were female. While 38 persons in this
target group were between 20-29 years old (72 %), 13 of the
group were between 30-39 years old and the remaining 4
interviewees were between 40-49 years old. The education
level of the sample was considerably high. 87 % of the sample
was composed of at least Bachelor’s graduates and the
remaining 13 % were holding a secondary level degree. When
the employment status of target audience was overviewed, it
was understood that most of the participants were university
students (Bachelor’s and above). While 30 correspondents
were university students (56,6 %), four of them were
unemployed. These four individuals were recorded as
housewives and they are out of labour force. The consumers
were living in crowded families that 44 of the households (83
%) were composed of families with 3 or more members.
Following this general assessment, one of the most significant
indicators with regards to organic consumption was considered
as income level of consumers. The average monthly income of
interviewed consumers was 653,3 Euros as of February 2018.
The scaled distribution of income was as demonstrated below
in Figure 1.

between 50 and 59 and below 20 years old. This age
distribution is acceptable for the target audience, of which 52
% was employed. While 49 % of the group constituted of
primary and secondary level graduates, 45 participants seemed
to have completed college education of two years, most of
whom continues education on tertiary level. Subsequently, it is
beneficial to note that the household size distribution is similar
with that of interviewed Romanian consumers. While 68
correspondents seemed to have families with at least two
members, 11 were living alone, most of whom were students.
When the income distribution of target audience was
considered, it was understood that most of the audience
seemed to have an average income above 2000 Turkish Liras
(TL) (401.3 Euros)1 as demonstrated in Figure 2. The average
income of the audience was 2800 TL, which corresponds to
560 Euros.
Differences in Organic Product Consumption Preferences
for Romania and Turkey
Firstly, it is beneficial to evaluate features attributed to organic
products by consumers of two countries.

Figure 2. Income Distribution of Interviewed Turkish Consumers
Table 3. Linear Relationship between Consumer Profile and Preferences – Romania
Gender
Product Assortment
Price
Price-Quality Relationship
Availability
Distribution
Promotion
Advertisement
Reliability
Satisfaction
Taste

Age

Income
0.37 (0.006)**

Employment Status

0,275 (0,034)**
0,217 (0,096)*

Civil Status

Household Size

0.258 (0.062)*
-0.25 (0.071)*

-0.286 (0.038)**
-0.247 (0.075)*

0.305 (0.027)**
0,302 (0,019)**
0,224 (0,085)*
0,265 (0,04)**

0.233 (0.093)*

*, 90% significance; **, 95% significance
Table 4. Relationship between Consumer Demographics and Preferential Criteria – Romania
Pearson's X2 – (p)
Gender
Quality
Price
Product Assortment
Availability
Price-Quality Relationship
Distribution
Advertisement
9.187 (0.057)*
Reliability
*, 90% significance; **, 95% significance

Age

Education

Income

Employment Status

Household Size

14.191 (0.08)*
29.195 (0.08)*
14.004 (0.08)*
11.655 (0.02)**

18.667 (0.097)*
33.868 (0.03)**

8.51 (0.075)*

When the same features are considered for Turkey, 41 of
correspondents were female out of 88 individuals interviewed
as demonstrated in Table 2. More of the correspondents were
between 30-39 years old with 31 % (27 persons). This group
was followed with 20-29 age group with 26% (26 persons).
There were 19 people between 40 and 49, and 9 people both

It was understood that all consumers interviewed in Romania
were aware of organic products. While the first characteristic
acknowledged on organic products was ‘healthy food’ by 59 %
1 Average Euro/TL rate for April 2018 was: 1 Euro= 4,984 TL. And this rate
was used from here after.
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for Romanian consumers, the second was ‘environmentally
friendly’. The same evaluation for Turkey indicated a ranking
with ‘environmentally friendly’ and ‘taste’ consecutively.
Subsequently, it is important to evaluate the product
characteristics attributed to organic products. Consumers were
asked to rank pre-selected product characteristics from 1 (the
least important characteristic) to 5 (the most important
characteristic). The factor averages of preference
characteristics were demonstrated in Figure 3 for Romania and
in Figure 4 for Turkey. Figure 3 sets forward that consumers
valued price convenience and product assortment almost
negatively, while taste, satisfaction level and reliability of
organic products were valued positively. On the other hand,
3,3 factor value of price-quality relationship indicated that
consumers, who find prices high, value price-quality
relationship positively. When the same assessment was
replicated for Turkey, it was understood that there are more
negative perceptions and consumers only valued product
assortment and product availability positively. The average
scores were demonstrated in Figure 4. As an overall idea on
consumers’ perceptions in both countries were provided, it is
essential to evaluate the correlations of these perceptions with
consumer profiles.

Firstly, it can be noted that female consumers are more open to
be affected by consumption characteristics. Price and product
availability are important preference criteria for females. In
accordance with this, female consumers, who get affected from
promotional activities, seemed to consider that advertisement
efforts are also effective. Besides, having satisfied with the
product is also important for female consumers that the
correspondents indicated they would only rebuy a product,
organic or not, if they get satisfied with it. As consumers get
aged, they attribute more importance to product availability.
This criterion is not such significant for young consumers.
While, distribution channel variety and satisfaction level
appeared significant for employed consumers, it was
understood that product assortment expectations appeared as
important for consumers with rising income. When the civil
status was evaluated, it is possible to consider price sensitivity
of individuals who are married and who have children. Family
cycle considerations leaded us to note that availability and
more alternatives for distribution channels became less
important for crowded families. Afterwards, the relationships
between socio-demographics and preferential factors were
tested with Chi-Square test and findings were demonstrated in
Table 4.

Table 5. Linear Relationship between Consumer Profile and Preferences – Turkey
Gender
Product Assortment
Price
Advertisement
Reliability
Satisfaction
Taste
0,189 (0,078)*
*, 90% significance; **, 95% significance

Age

Income

Employment Status
-0,215 (0,044)**

Education

-0,191 (0,074)*

-0,226 (0,034)**

-0,233 (0,029)**

-0,204 (0,057)*

Table 6. Relationship between Consumer Demographics and Preferential Criteria – Turkey
Pearson's X2 – (p)
Gender
Age
Availability
30,369 (0,064)*
Price-Quality Relationship
Distribution
33,096 (0,033)**
Advertisement
8,452 (0,076)*
Reliability
9,181 (0,027)**
Quality
8,293 (0,081)*
*, 90% significance; **, 95% significance, ***, 99% significance

Employment Status
11,512 (0,021)**
18,492 (0,01)***
9,982 (0,041)**

Figure 3. Evaluation of Organic Product Characteristics-Romania Figure 4. Evaluation of Organic Product Characteristics-Turkey

Organic Product Preferences and Consumer Profile for
Romania
In terms of relationship analysis, the existence of a linear
relationship between socio-economic characteristics of
consumers and their valuation of organic products were
checked firstly with correlation coefficients. The direction and
weight of the linear relationships were provided in Table 3.

The results, which were indicated due to availability of a
relationship, inferred that female consumers get affected from
advertisement efforts more and availability becomes more
prevalent with ageing of the consumer. Rising level of
education and income has signed an appreciation in consumer
conscious that consumers starts to assess price-quality
relationship rather than considering price or quality alone.
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Product reliability criterion becomes prevalent for more
educated consumers and price valuation and employment
status seemed to be correlated as expected. Additionally,
product variety and number of distribution channels become
more important with rising number of households. Yet, there
appeared no significant relationship between sociodemographics and satisfaction level or taste. Most significant
indicator reached with the analysis was the importance of price
and quality assessment or comparison for rising level of
education with 95 % significance.
Organic Product Preferences and Consumer Profile for
Turkey: The analyses conducted for Romanian sample were
replicated for Turkish sample composed of 88 interviewed
consumers prior to comparison of results. The linear
relationship analysis findings were demonstrated in Table 5.
Due to these findings, female consumers seemed to get
affected from taste satisfaction of food products. Turkish
consumers in the target audience have a higher mean age than
investigated Romanian consumers. In accordance with this
comparison, there is a negative and significant relationship
between taste and product valuation for Turkish consumers.
This means older consumers pay less attention on taste in food
preferences. While product assortment or advertisement efforts
are not significant in preferences for employed citizens, price
sensitivity of consumers with rising income seemed to decline
as expected. With rising education, advertisement becomes
less prevalent in organic product purchases. One of the most
significant findings of this research is related with family life
cycle. As an instance, the rising number of households has no
impact over organic consumption preferences. Following the
confirmation of linear relationships, the efficiency of the
relationships was tested with Chi-Square and the results were
provided in Table 6. It is important to note that it was firstly
intended to evaluate the relationship between five categorical
characteristics and preferential factors attributed to organic
products. However, level of education and income were not
appeared as effective factors on Turkish consumers’
preferences. Significant and meaningful relationships were
appeared only for gender, age and employment status of
individuals. Among these characteristics, importance of the
relationship between gender and getting affected from
advertising efforts was confirmed like as the relationship
analysis results. In addition, taste and product reliability had
appeared as important preferential criteria with gender. Product
availability and abundance of distribution channels were
detected as important for rising age. In other words, ease of
reaching products is an important factor for elderly. Product
access was also important for unemployed consumers that still
take place in the labour force as well as for employed
consumers. It was also understood that employed consumers
were affected from advertisement efforts. Yet, when the linear
relationship analysis was revisited, it can be confirmed that
advertisement is not a factor rising organic consumption
motivation of employed consumers.

determined by McCarthy (1978). Kotler added 4Cs
corresponding to consumer valuation of marketing in this
definition (Kotler, 1998). Accordingly, consumer or customer
valuation of product matches with characteristics of the
product, cost born by the consumer matches with price of the
product. Convenience of the product is related sales venue
(place) and customer relationship matches with promotional
efforts. These attributes was extended involving service
marketing and 4Ps had risen to 7Ps recently. The added criteria
were physical output of the service, process management and
personnel management (Alabay, 2010; Uner 1994). Yet,
strategic approaches considering product marketing can still be
maintained with 4Ps. Departing from here, it is possible to
retrieve some suggestions concerning promotion and domestic
marketization of organic products for Romania and Turkey.
When we evaluate the results for Romania, it is possible to
consider high price sensitivity of female consumers and
married consumers having children. Emphasizing product
value and price-quality relationship can be considered as a
correct approach for these consumers. Additionally, product
availability, or ease of reach, and advertisement and
promotional efforts are more effective on female consumers.
When the effect of development of distribution channels for
employed consumers are considered as well, abundance of
presentation and sales venues and improvement of information
channels would constitute an important departure point for
organic agricultural and food product producers intending to
serve domestic market.

RESULTS AND DISCUSSION

For the concerned sample, there appeared a rising demand for
more organic product variety and significance of price-quality
relationship for more educated consumers with higher income
potential was prevalent. Accordingly, focusing on marketing
efforts emphasizing product value can contribute positively to
rising education and information access of the potential
consumers. In this means, departing from even this small
sample of Romanian consumers, rising information on product
and product value, enriching distribution channels and
providing more venues and reaching them with proper
communication tools are expected to contribute in domestic
marketization of organic products. It is expected that these
efforts may meet the marketing targets in Romania, where
number of producers is rising with a high speed apparently.
When the findings retrieved from Turkish consumers was
evaluated in the same framework, it can generally be inferred
that organic marketization in Turkey falls behind. Hardship to
leave traditional consumption preferences can be understood
from the importance of taste for female consumers specifically.
Yet, taste loses its importance in consumption preferences with
rising age and this is actually related with healthy nutrition
considerations for elderly. With rising income price sensitivity
and taking price as the reference point in consumption
decisions declines and this is in conformity with expectations.
In addition, when the linear relationships were overviewed,
prevalence of advertising efforts declines for employed
population and with rising education. This inference sets
forward the need to present alternative promotional tools.

The initial inference from the research is related with the need
for additional actions to improve marketization oforganic
products in two developing countries, in which level of
domestic organic product consumption have been low. Prior to
setting forward research suggestions for organic market
development in two countries, it is important to revisit
marketing mix components. Marketing mix of 4Ps is
composed of product, price, place and promotion as

However, in interpretation of hypothesis set forward, it was
understood that there appeared no statistically significant
relationship between preferential factors and level of income
and education. Gender as a main indicator signed that product
reliability is also important as taste of the product. While
effectiveness of product availability and distribution channels
was related with age and employment status, the negative
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impact of conventional advertisement tools on employed
consumers was confirmed.
Conclusions
Due to these findings, product appeared as the most important
marketing mix component, which should be given specific
attention. The importance of price-quality relationship for
Romanian consumers was completed with importance of taste
and reliability of product. Therefore, how product is evaluated
by consumers or potential consumers is important and efforts
are needed to improve this evaluation positively. Place as
another component of marketing mix is evaluated with product
accessibility and effectiveness of distribution channels. The
impact of these factors rises with age in both countries.
Besides, product availability and distribution channels are also
important for employed consumers who mainly lack time.
Subsequently, there is a need to improve distribution channels
and accessibility of products in order to induce domestic
demand for organic agricultural and food products. In this
respect, it is also important to remember that respecting price
and costs that affect price formation should be considered in
organic product marketization. In other words, it is possible to
suggest marketing of organic products in special stores
dispersed in the cities, referring to level of income and
education, rather than provision of products in all sort of
shopping markets or supermarkets.
An important finding of the study was the negative impact of
advertising efforts on individuals with rising education and
income level in opposition to its positive effect on female
consumers. As conventional advertisement tools are not
widespread in organic marketing, use of alternative
promotional tools can be considered as beneficial for these
countries, where organic marketization is on the way recently.
Consequently, the effect of demographic characteristics of
Turkish and Romanian citizens departing from randomly
selected consumers was assessed on organic consumption
preferences.
While income and price sensitivity of consumers were
expected due to the nature of products, the feedback received
infers that alternative marketing efforts, specifically on product
access and special promotion, are needed for organic
marketization and development of the market. The findings of
the research also indicated that producers, who mainly focus
on production for export markets, should also analyse and
consider domestic market conditions more seriously. When
continuously rising number of operators is considered,
empowerment of these suppliers’ condition within the market
and involvement of new market actors can only be achieved
with improvement of domestic market. Therefore, the feedback
received from consumers, most of whom have a high education
level than the society’s average, signs the need to improve
production and marketing efforts for domestic organic product
marketization.
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