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Abstract 

 

In the general acceptance of the mountain area, it is defined as an area with severe natural constraints, which includes 

over 30% of Romania's territory. Mountain agriculture is mainly carried out in small farms with low production, a fact 

due precisely to socio-economic conditions and geographical limitations. For this reason, the obtained products must 

value their sensory and nutritional particularities, simultaneously with gaining the consumer's trust regarding their 

quality and authenticity. The adoption of the optional "Mountain Product" quality designations is a starting point for 

relaunching and supporting the mountain economy. The aim of this paper is to understand the perception that mountain 

producers have on the products they obtain as well as an understanding if the mention of optional quality is a viable 

opportunity in the attempt to revitalize the mountain economy. 
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The environmental conditions specific to the 

mountain area have led over time to the definition 

of a local culture with a strong specificity. Over 

time, the mountainous area was considered a 

territory with natural and structural disadvantages. 

Currently we can discuss the advantages of 

mountain villages and the extremely important role 

played in our times when we are talking about food 

crisis, health crisis, economic crisis and of course 

security crisis on many levels. 

The major advantage is represented by the 

territorial location of the mountain households, the 

accentuated spread significantly reducing the 

possibilities of infection and spread of diseases. 

Also, the unpolluted air from the mountains, the 

ozone layer and solar radiation, with static bacteria 

or virus effects, are factors of the greatest 

significance, for supporting the fight against and 

mitigating the effects of pandemic aggressions, 

current and for the future (Bratoveanu B. et al, 

2021; Rey R., 2014). 

However, despite these advantages that 

mountain agriculture has, it was noted that the 

number of peasant households is in a continuous 

decrease. According to the provisional data 

published in March 2022 by the National Institute 

of Statistics as a result of the 2020 General 

Agricultural Census, they are at least worrying. 

Thus, between 2010 and 2020, 488,000 

agricultural holdings with an area of less than 1 

hectare disappeared, representing a little over a 

quarter of their total number. 

Each mountain household represents a 

family that works the land, taking care of their 

health, the animals and the nature they work with. 

In the mountain area, most households are 

interdependent. They represent the core of rural 

communities, being essential for keeping rural 

culture alive and offering quality products 

(Mazzocchi C., Sali, G., 2022). 

To support these communities, we need a 

democratic process through which the government 

engages in serious dialogue with associations of 

small producers and farmers. A first step was taken 

by developing the optional quality mention 

"Mountain Product" which can represent the 

starting point for revitalizing and supporting the 

mountain economy. The purpose of this paper is to 

understand the perception that mountain producers 

have towards the optional quality mention 

"Mountain Product" (Bonadonna A. et al, 2002). 

 
MATERIAL AND METHOD 

 
Considering the large number of studies 

regarding the benefits offered by the right to use 
the optional quality mention of the mountain 
product from the consumer's point of view, we 
considered it appropriate to highlight the 
perception of the use of the brand among 
producers as well. Also reviewing the specialized 


