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Abstract 

 

The importance of food attributes and motivational factors in the purchasing decision represents a particularly 

significant aspect in the current context. This theme reflects the growing interest in locally sourced food products and 

their influence on consumer preferences and choices. Studying these aspects is becoming increasingly important to 

better understand consumer buying behaviour and to develop effective marketing and promotion strategies for local 

products. The purpose of this research is to explore the significance of various food attributes and motivational factors 

that influence the purchasing decisions of Romanian consumers regarding local food products. By examining the key 

factors that drive consumers to choose locally sourced products, we can gather valuable information about their 

preferences, attitudes, and behaviours. Through comprehensive research in these areas, we can gain a better 

understanding of the dynamics of the local food market in Romania. This knowledge can be invaluable for food 

producers, marketers, decision-makers, and consumers alike. It can contribute to supporting the growth of the local 

food sector, promoting sustainable and healthy eating habits, and contributing to the overall well-being of consumers 

and the Romanian agricultural industry. Culture, through traditions, consumption habits, values, and norms, 

significantly influences purchasing and food consumption behaviour. A nation's culture refers to behavioural patterns, 

economic and social ideas and activities of individuals and remains stable in the short and medium term while 

changing slowly in the long term. Cultural changes from one generation to another are almost imperceptible. 

Consumption habits are influenced by a nation's cultural norms, which are passed down vertically from one generation 

to the next. Thus, we can appreciate that consumption habits change very slowly over time. Beyond the strong 

traditional nature of buying and food consumption behaviour, the influence of culture in shaping this behaviour varies 

in intensity depending on the age and even the living environment of individuals. In the era where "globalization of 

food" has become a fundamental component of the overall globalization process, a new concept, "locavorism," seeks 

to mitigate the wave of importing food from distant lands and countries. 
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A consumer's decision to buy or not to buy a 

particular food product, especially a local one, is 

the result of a broad process that encompasses all 

the acts preceding and following the moment of 

purchase. It's a thinking process with numerous 

branches and feedback loops that experts have 

attempted to analyse by breaking it down into 

stages (Scheibehenne A. et al, 2007). 

Across the world, more and more people are 

making efforts to eat healthier, and one way they 

do this is by participating in the locavore 

movement. The locavore movement involves 

consuming food that is both produced and sold 

locally. Locavores choose to consume food from 

their own community rather than from other 

regions or nations. Eating locally-sourced food 

offers significant benefits for both the environment 

and the health of the community's residents, which 

are two critical factors for a functional community. 

If a community were to embrace the locavore 

movement, it would improve the economy and 

enhance nutrition and health. 

The concept of "locavore" was founded in 

2005 by Jessica Prentice, a student from San 

Francisco, who, along with a few colleagues, 

decided to consume only food produced locally for 

ecological reasons. They were motivated by the 

fact that food transported long distances generates 

significant pollution that affects the environment. 

This concept formed the basis of the "Locavore 

Movement," defined in the book "Freakonomics" 

(Spiller K., 2012,) as "encouraging people to 

consume locally produced food." A locavore is 

someone who primarily consumes food sourced 

from the area where they live. The concept initially 

defined a radius of 150-160 kilometres, 


