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Abstract 

 

The consumption behaviour represents one of the main attractions of the marketing study area which sparks a lot of 

interest. Within the enterprise marketing mission, the food consumption behaviour is a particular sub-category, given 

the significant realignments of production and food consumption. The statistics from the last 10 years indicate a 

strongly ascending trend for all product categories. The hypothesis of the current research is that this increase is due 

mostly to the simultaneous increase in the number and intensity of promotional campaigns and actions, to which 

consumers respond with pro-comsumption favourable reactions. The analysis from this paper is performed for Romania 

with data from the period 2010-2020 by means of the following methods: observation, data analysis, processing and 

interpretation. The research results confirm the increase in food consumption under the influence of promotional 

actions, which does not always favourably support a stable, socio-economically healthy and sustainable market. An 

atypical situation, which invalidates the correlation hypothesis of an increased food consumption directly influenced by 

promotional actions, is that of fruit and vegetables consumption in Romania, products for which there is no 

consumption increase registered, at least compared to other products (meat, sugar products, tobacco, beer etc.), but also 

have not been observed significant promotional actions. 
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The interest for studying the consumption 

behaviour, and especially the food consumption 

patterns, is visible both in the specialized literature 

and in applied studies, as well as among the main 

stakeholders which are present on the food 

consumption market: producers, traders, 

consumers, other entities - for example the medical 

or educational system. 

For more than 20 years, the consumer 

behaviour carries a lot of interest in the field of 

marketing studies. In a constantly expanding 

economy, food consumption behaviour is a 

separate sub-branch, given the significant changes 

in food production and consumption, especially 

since the statistics of the last five to 10 years 

indicate a strongly upward dynamics of food 

consumption in its entirety.  

In the present paper, we consider that this 

increase in consumption can be explained mainly 

due to the numerical and content intensification of 

promotional actions, to which consumers respond 

very favorably through a pro-consumption attitude 

and, consequently, through increased consumption. 

The present analysis is conducted in 

Romania, through data collected in the last five 

years, using several methods, such as: observation, 

data collection and analysis, synthesis and 

interpretation. 

The research results confirm the increase in 

food consumption for most products on the 

Romanian market, due to influences of 

promotional actions, which does not always prove 

to be favorable to support a stable, strong socio-

economic and sustainable market. 

An atypical situation is encountered for the 

consumption of fruit and vegetables for which 

there is registered a very low growth or even none. 

The importance and evolution of the specific 

phenomenon of food consumption are undeniable 

for the economic growth and, implicitly, for the 

general well-being, but it is indicated to take into 

account the optimal level of this consumption, 

from the perspective of a quantitative threshold 

and qualitative recalibration.  

 For example, it is considered not only the 

quantity analysis of the food consumed, but also its 

categorical structure and quality.  

A series of current phenomena observed and 

which are of interest for the study of a topic such 

as the one addressed in this paper are: 

- the food consumption has an accelerated growth 

with an obvious focus on hyperconsumption, lack 


