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Behavioral model was developed on social cognitive theory, to explore the key determinants purchase behavior
of 420 students Generation Z in Romania. The research data were collected with direct and online survey, us-
ing the market questionnaire. Young shoppers understand that we are what we eat and our health depends on
the quality of our food. Health is not only a dietary factor, it remains essentially a social, moral factor, based
on a market mechanism that spreads healthier eating habits. They choose to buy products that fall on the direct

farm-to-consumer circuit, farm-to-fork.
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Introduction

Human health is directly influenced by the environment in
which we live and the food we eat. Today, climate change and
environmental degradation are an existential threat to Europe
and the whole world. Europe's future depends on a healthy plan-
et [1]. Current climate and environmental challenges require
an urgent and ambitious response. This study aims to explore
the relationship between organic products purchase intention
in social economy and young consumer motivational factors. It
provides a functional model for organic farms, for farm-to-fork
marketing strategy. The European Green Deal will transform the
EU into a modern, competitive and resource-efficient economy
[2]. We find that access to healthy food can become unfair and
discriminatory if the change in consumption styles to prefer the
intrinsic quality of food at the source cannot be widely adopted
by the world's population [3]. In this regard, the EU has commit-
ted to achieving climate neutrality by 2050. Achieving this goal
will require a transformation of Europe's society and economy,
which will need to be cost-effective, fair and socially balanced.
The European Green Pact was at the same time a lifeline for
the exit from the COVID-19 pandemic [4-5]. It will therefore
be financed with a third of the €1.8 trillion investment from the
NextGeneration EU Recovery Plan, as well as funds from the
EU's seven-year budget. (https://ec.ecuropa.cu/)
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The transition to a sustainable food system can bring social
, health and environmental benefits as well as more equitable
economic advantages only to the extent that human conscious-
ness accepts them (https://ec.europa.eu/info/strategy/priorities)
[6]. The EU plans to transform the way food is produced and
consumed in Europe to reduce the environmental footprint of
food systems and strengthen their resilience in the context of
crises, while ensuring healthy and affordable food for today's
generations and tomorrow's. (https://www.consilium.europa.
eu/) The "Farm to Fork" strategy must create a long-term vi-
sion for the food system until 2050. Such decisions need careful
preparation, a global perspective and policy coherence from the
European Union (https://www.theparliamentmagazine.eu). The
psychographic profile of the ecological consumer develops on
the profile of the classic consumer, acquiring higher valences
[7]. Consumers have a positive attitude and want to behave in
an environmentally friendly manner, but cannot act accordingly
because they do not have sufficient means to do so [8]. It is im-
portant for manufacturers to know how the new consumer will
behave and take steps to respond to their needs and emotions/
attitudes (https://www.meat-milk.ro/). Buyers don't purchase the
product for just one reason. [9]. The choice is almost never ra-
tional but not exclusively emotional. Choice is a sum of rational
and emotional options [10]. Consumers can be analyzed through
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demographic and socio-economic variables, by the amount of
information and knowledge people have about environmental
issues and health problems, using psychographic variables, in-
cluding values, lifestyles, purchasing power, personality charac-
teristics and attitudes [11].

Theoretical and Conceptual Framework

For healthy people, healthy societies and a healthy planet,
sustainable food systems are a central element of the Europe-
an Green Deal, the EU's strategy for sustainable and inclusive
growth. This pact is designed to stimulate the economy, improve
people's health and quality of life, and care for nature [12, 13].
This study provides insights and implications for social, organic
commerce and point out on the determinants of organic prod-
ucts purchase intentions of young consumers, directly from the
farms.The European Farm to Fork Strategy addresses the ques-
tion of the sustainability of the food system by linking young
consumers aspirations, in our case, students, for healthy food
and human health, the replacement of products currently found
in stores with organic products, directly from the farms. This
study provides novel insights into young consumers’ by focus-
ing on consumer responsible consumption of organic products
while also embedding cognitive factors, purchasing power,
consumption habits, health aspects, personality traits.

The European agricultural and food system, supported by the
Common Agricultural Policy, is already a global standard in
terms of safety, security of supply, nutrition and quality. Now it
must also become the world reference in terms of sustainability
[14]. When we talk about the success of a European agricultur-
al and food system, we ask what is the secret of implementing
a strategy to ensure market results [15]. It is hard to imagine
that only a price strategy very well adapted to the needs of cus-
tomers/consumers can be the success factor [16]. How else a
product strategy or a product of the best quality cannot ensure
an immediate and very great success of the agricultural company
involved in a business. Although these farms already exist on
the market with many very good products, they fail to generate
impressive sales, just like there are many farms that have gone
bankrupt despite offering a very good quality product. It is ob-
vious that the farm strategy based on development is more than
the management of the product or its price. As a private life-
style approach of a single individual, direct consumption from
the farm circumscribes green consumption but is far too heavy
a responsibility to bear in environmental policy focused on in-
dividual consumers, who are nevertheless subject to the general
rules of motivations of purchase [17]. Educating buyers to agree
to the consumption of ecological products and implicitly sup-
porting the green economy, the farm-product-consumer system,
becomes a priority for today's society [18]. One of the key ac-
tions within the European Green Pact, starting from May 2020,
is the "Farm to Fork" Strategy, which contributes to the achieve-
ment of the objective of achieving climate neutrality by 2050
[19]. This strategy has in view of the evolution of the current EU
food system towards a sustainable model. Much of marketing is
actually product-oriented in other words, the agricultural farm
focuses mainly on product performance and less on consumer
characteristics. In the extreme situation, a product appears the
best for the price, but it is insignificant in relation to the needs of
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the consumer [20, 21]. The disadvantage of this approach is that
a consumer is unlikely to buy a product they do not need and will
therefore not respond to an uninteresting product or advertise-
ment. As such, an agricultural farm will have to provide the ex-
pected product [22]. This concept involves the idea of a product
portfolio strategy that creates a pole of gravity of potential buy-
ers and generates their purchase motivations. At the same time,
the farm is obliged to a business behavior consistent with the
customers' behavior patterns and to offer a product oriented to
their various expectations [23]. The buyers of the future are the
young people of today. Young people need to be educated to eat
healthily. The development of organic products and, implicitly,
the producers of such products depend on education for healthy
nutrition. Education is the answer to all. Education is the answer
to forming a responsible consumer. Education must be ecologi-
cal, nutritional, social, environmental protection, deeply human
[24, 25].

Methodology and Data Collection

Context

In recent years, consumers are choosing organic products when
shopping, not only because it is a healthier option, but also be-
cause it helps sustain the environment for future generations [26].
They are ready to switch products for environmental reasons and
stop buying products from companies that cause pollution [27].
Companies and other economic institutions are aware of the im-
portance of reflecting these attitudes towards the environment
in the development of their products. Environmental attitudes
have a significant effect on environmental behavior and lead to
an understanding of how consumers feel and what attitudes best
define their behavior in relation to environmental issues [28].
Environmental concerns have grown. Consumers have become
aware of the need to make more responsible purchases and have
sought for institutions to behave in this way as well [29]. Peo-
ple are aware that environmental protection is not only the task
of companies and institutions, but also their responsibility as
consumers. Therefore, when consumers decide to buy certain
products instead of others, they affect the supply of goods so
that green products remain on the market and non-green ones
disappear [30]. Due to the need for businesses to assess the op-
portunities that arise in the green market, interest is now focused
on the characteristics of the consumer profile that best define
environmentally friendly behavior. Such behavior is much more
evident among young people with a high level of education, as
we show through the study done within the Romania, on stu-
dents, on a representative sample. The survey base from the
parent population that presents the research characteristics ishas
approximately over 3000 students and the study include over
400 students, more than 10% of them, in a sample divided into
tranches: bachelor's and master's students, from various facul-
ties. The consumption behavior for organic products is favorable
among young people with a high level of education, as shown by
the study done, on students, on a representative sample.

The study includes more than 400 students, in a sample divid-
ed into tranches: bachelor's and master's students. We have the
structure of the survey base in table 2 Survey base (Table no 1
- Structure of the survey base):
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Table 1: Structure of the Survey Base

Faculties LICENSE MASTER TOTAL
BUDGET TOLL BUDGET TOLL
technical 385 732 93 124 1334
economics 305 167 70 216 758
social 458 131 60 26 675
medical 286 149 31 54 520
Total year 2023- 24 1434 1179 254 420 3287

Assessment method and measurements
We use, combined, two sampling methods:

Method 1: the classic method, taken from economic statistics:
Determining the sample size must take into account the fact that:
A sample has 3 basic characteristics:

1. The precision of the sample is the higher the better the sam-
ple is chosen.

2. If the population on which a survey is conducted would be
homogeneous, then it would be enough to interview only
one person.

3. The larger the sample, the more representative it is.

To simplify the calculation and because the difference in the re-

sult is very small, insignificant, for all populations exceeding

100,000 people, the sample can be calculated using N = 100,000,

and not the exact number.

In the case of numerically small populations, correctly deter-
mined samples are proportionally larger than those needed to
study large populations. For example, for a population of 1000
people, for a margin of error of 5%, the required sample is 278
people (27.8%); in a population of 500 people, for a margin of
error of 5%, the required sample is 218 people (43.6%).
The sample size (n) can be calculated using the formula:

£ xpx
nzigf d
n:tzwxz(lfp) ; whereq=1-p
This is considered the minimum sample size. From this size of
the sample, we can say that it is representative, and as its size
increases, so will its degree of precision. So, it would be correct,
that the calculation formula for the sample size should be written
in the form of an inequality:

n>t2><p><(1—p)
P

in which:

t — represents the coefficient that corresponds to the probability
with which the results are guaranteed (found in the student ta-
bles), i.e. accepted errors ;

p — represents the proportion of the components in the sample
that possess the investigated characteristic and which, usually,
is an unknown. In order for the dispersion to have a maximum
value, it is considered that this proportion has a standard value
equal to 0.5; — represents the accepted error.

For any survey carried out, a survey index (Is) is calculated as a
ratio between the sample size and the actual statistical popula-
tion from which the sample is drawn. For an exhaustive survey
(which can be said to be representative), this index has a value
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of 1/7. If IS<1/7 then the conducted survey is non-exhaustive
(non-representative). In our case, the conduct of a survey-type
research, on a number of 3287 students, at the level of the aca-
demic year 2023-2024, regarding the scientific research actions
in which the students are engaged, carried out at the faculty
level, will be done on a sample whose size will be determined
according to the probability of guaranteeing the result of 95%
(which corresponds to a value of p equal to 0.5), with an accept-

ed error limit = 2%:
(18 ) x05x(1-05) _38416x0.3

= =2.401
0.0 ) 0,0004

people;

This sample has a sampling index 7, = 2% _¢ 730411 =0,14

The accuracy of + 2% is quite high, as it also follows from the
sample size.

The maximum error allowed by the sampling index of 0.14 (ap-
proximately 10%) basically tells us that it is enough to interview
10% of the survey base, i.e. 328, 7 students, by rounding 329.
That is, we cannot reduce the number of people interviewed be-
low the minimum value of 329. If we go by the exact value of
14%, we will have 460 people to interview.

Consequently, the survey carried out according to the classical
method is exhaustive, that is, we can say about it that it is rep-
resentative of the number of students surveyed and has a high
estimation accuracy.

To ease the work of the surveyors and to simplify the calcula-
tions, a final sample (nf) corresponding to the exhaustive survey
can be determined based on the formula:
nx N

n,=——

T n+N
- where N represents the effective total population researched, in
our case the number of students:

= 2401x3287 _ 7892087 _ 1387people;
2401+3287 5688

Although this sample size more than halves the number of inter-
viewees from the core population (students), the interview effort
remains quite high.

Method 2: Using already standardized sample calculators, used
by institutions specialized in polling public opinion (https://
www.calculator.net/sample-size-calculator.html or https://in-
fomass.ro/calculator-eroare-esantion/ - Figure 1 Standardized
sample calculator).

For Romania we chose INFOmass — market research and opin-
ion polls. The standard error is 5%. We go with the maximum
allowed error because the population we refer to (students) is
quite homogeneous in age, motivations and concerns:
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CALCULEAZA MARIMEA ESANTIONULUL

[NFOmass - Caloudator marime esanfon—

Calculator esantion sondaj de
opinie

Marimea esantionului : 34

Probabilitate: @ 95% O 59%
Eroare : _5

Populatie|Universul
cercetarii:

home / math / sample size calculator

Sample Size Calculator

Find Out The Sample Size

constraints.

Confidence Level:®)
Margin of Error-®

° Modify the values and click the Calculate button to use

This calculator computes the minimum number of necessary samples to meet the desired statistical

Population Proportion:®[50 | Use 50% if not sure
Population Size:(® E Leave blank if unlimited population size.

Figure 1: Standardized Sample Calculator

Results Statistics and Specific Differences

In conclusion, we will interview a minimum of 329 students
(10% of the survey base), 344 students (focus students 19-24
years) according to the online calculator, 406 according to the
14% value and a maximum of 1387 students according to the
classic sampling formula. The experience of those who currently

Table 2: Sample Composition

carry out such surveys makes us choose the simplest method at
hand, the online calculator provided by INFOmass, so we will
interview 344 students out of the 3287, drawn from the parent
population. The final sample will have the following composi-
tion (Table 2 Sample composition): from technical 139 students,
from economics 79, social 71 and medical 55.

Faculties LICENSE MASTER TOTAL % Sample
BUDGET TOLL BUDGET TOLL
technical 385 732 93 124 1334 40,5 139
economics 305 167 70 216 758 23 79
social 458 131 60 26 675 20,5 71
medical 286 149 31 54 520 16 55
Total 1434 1179 254 420 3287 100 344

The questionnaire used will be applied online and will contain
the following questions:

1. Faculties

* technical

e economics

e social

e medical

2. Gender

e Male

¢ Feminine

Other (please specify)

Male

Female

Another

168

174 2

3. Which of the following products are you most interested
in?

e organic products, directly from the producing farms
»  classic products

Organic products, directly from the producing farms

Classic products

260

144
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Sale

m bio mclassic »

4. How often do you consume organic products? *  Monthly

e Daily e Occasionally

e Weekly e Never

Daily Weekly Monthly Occasional Never
103 147 62 9
Sale

mdaily
mweekly
m montly
W occasional
M niciodata

For interpretation we can use the Rank Order Method - is the
method in which the subject is asked to consider all possible
alternatives, compare them and order them according to a certain
characteristic. In the purchase decision for an ORGANIC, BIO
product there are 5 rhythmicity alternatives that significantly in-
fluence the buyer (the consumer).

To assess the importance of this rhythmicity, 344 people were
interviewed (the sample considered representative). They were
asked to draw up a ranking in order of rthythmicity of purchasing
organic products:

Rhythmicity Daily Weekly

Monthly Occasional Never

Acquisitions 103 147

23 62 9

To evaluate each rhythm of acquisition, a distinct score is calcu-
lated for each variant, as a weighted average of the respondents'
options for each rank and respectively of the specific score for
the 3 ranks as follows: rank I, daily — 5 points; rank II, weekly —
4 points; rank III, monthly — 3 points, rank IV, occasionally — 2
points, rank V, never — 1 point.

M = (103x5 + 147x4 +23x3 + 62x2 + 9x10)/344 =
(515+588+69+124+9 )/344= 1305/344 = 3,793 The value is
above average, so weekly and monthly purchases take prece-
dence.

5. What influences you more when purchasing organic prod-
ucts?

The determining factor is given by the position relative to the <«  The price
calculation average: 5/2 =2.5 *  Quality
The average M is:
Price Quality
143 201
Acquisitions

m price  ® guality

6. How do you rate prices for organic products?
e Very large
e Larges
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*  Acceptable
*  Small
e The price is not important
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® Verylarge ® Larges

Very large Larges Acceptable Smalls The price is not important
25 94 217 6 2
Likes
63%

Acceptable ®Smalss & The price is not important

Interpretation — we used the Semantic Differential; it is used
when the person being researched is asked to express their opin-
ions about the stimulus under investigation, characterized by
a series of pairs of bipolar attributes, between which a 5-level

scale is inserted in our case, the direction and intensity of the
person's opinion being established based on the level they indi-
cate on the respective scale.

Likes Very large Larges

Acceptable

Smalls The price is not important

Prrice 25 94

217 6 2

In the synthetic assessment of these ratings, an average of them
will be calculated, starting from the grade 5 assigned to very
favorable ratings and so on to the grade 1 assigned to very unfa-
vorable ratings. The interpretation is made according to the level
rated as average, respectively 2.5.

tance value — the value indicates an acceptance of prices as a
level related to the quality of the products.

7. How do you describe the feeling you have after consuming
organic products?

Average ratings for price - Mp: e Satisfied
Mp = (25x5 + 94x4 + 217x3 + 6x2 + 2x1)/344 = + Regret
(125+376+651+12+2)/344 = 1164/344 = 3,3837, high accep- <+ Neutral
Satisfied Regret Neutral
292 4 48

Consumption

~

Satisfied ™ Regret  m Neutru

For interpretation we can use the Rank Order Method again: we

have 3 ranks for the 3 ratings, with an average of 1.5:

Sentiment Satisfied Regret Neutral
appreciation 292 4 48
M = (292x3 +4x2 + 48x1)/344 = 2,709, value above the average *  Yes
of 1.5, so feelings of satisfaction are increased for most buyers. * No
8. Have you ever regretted purchasing an organic product?
Yes Not
34 310
Regret
O
yes ™ not
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9. What is the average amount you spend on organic prod-

ucts weekly?
e 100-300 RON
e 300-500 RON

500-700 RON

e 700-1000 RON
e Over 1000 RON

10. How do you evaluate the influence of the consumption of

organic products on health?
*  negative impact

W 100-300 RON 20-60 EURO
W 300-500 RON 61-100 EURO
500-700 RON 101-140 EURO

I 700-1000 RON 141-200 EURO

M Over 1000 RON 201 EURC

positive impact

*  has no impact

100-300 RON 301-500 RON 500-700 RON 700-1000 RON Peste 1000 RON
20-60 EURO 61-100 EURO 101-140 EURO 141-200 EURO Over 201 EURO
224 82 28 8 2
Acquisitions

negative impact

positive impact

has no impact

4

328

12

impact

m negative impact  m positive impact

has no impact

For interpretation we use the Rank Order Method again: we have

3 ranks for the 3 ratings, with an average of 1.5:

Impact

Negative impact

Positive impact

Has no impact

328

12

Appreciation 4

M = (4x4 + 328x2 + 12x1)/344= (16+656+12)/344 = 684/344 =
1,988, above average value, which shows the net positive impact
of consuming organic products on health.

11. How do you evaluate the influence of the consumption of

organic products on the environment?
*  negative impact

*  positive impact

*  has no impact

Negative impact

Positive impact

Has no impact

8

330

6

impact

has noimpact
2%

positive impact
96%

W negative impact
W positive impact

has no impact

For interpretation we use the Rank Order Method again: we have

3 ranks for the 3 ratings, with an average of 1.5:

Impact Negative impact

Positive impact Has no impact

Appreciation 8

330 6

M = (3x8 +330x2 +6x1) = (24+660+6) = 690/344 = 2,0058, very
high environmental impact value.
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12. How much do you want to consume organic products in
the future?
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*  Very much » Little
e Much *  Notatall
e Moderate
Very much Much Moderate Little Not at all
126 114 98 5 1

Intentions to consume organic products

Hvery much

mmuch
moderat

mlittle

mDeloc

Interpretation — We use the Likert Scale, the method by which a
set of values is created, in our case a sentence that represents a
favorable statement regarding the stimulus that is the object of
the investigation — The desire to purchase organic products in
the future. The sentence was presented to each of the subjects
whose opinions were to be scaled.

The subjects were asked to express their agreement or disagree-

ment with the statement contained in the sentence, giving scores
for: very much (2), a lot (1), moderately (0), a little (-1) and not
at all (-2), the final score being interpreted in relation to the null
value.

The score (S) is calculated by making the algebraic sum of the
numerical values that characterize the opinions regarding the
proposed sentence.

Appreciation

Very much

Much Moderate Little Not at all

Do you want to consume organic products in the
future?

126

114 98 5 1

S = (126x2 +114x1 + 98x0 - 1x5 - 2x2)/344 = (252 + 114 - 5 —
4)/344 = 357/344 = 1,0377.

The score is above unity, well above the zero value, which shows
hope for an increase in the consum.

The Complex Model of Buying Organic Products

Through the lens of social cognitive theoretical framework, we
measured young consumers’ buying rhythm, quality/price ratio,
vulnerability, satisfaction, the relationship between income and
ecological consumption, the impact on health and we modeled
their behavioral change on purchase controlling for organics
products [31]. The factors that determine the consumption of
organic products, directly from farms, are linked to the level of
education, not to the category to which the studies belong. So-
cial Cognitive Theory, applicable for generation Z with higher
education, students, posits that individual behavior is part of an
inseparable triadic structure in which behavior, personal factors
and environmental factors constantly influence each other, recip-
rocally determining each other. Environmental factors are seen
as the factors that are physically external to the person and that
provide opportunities and social support [32].

The cognitive factor, the buyer's education, influences con-
sciousness. Consciousness varies from specifically individual,
oriented towards self-personal space, to specifically social, ori-
ented towards the social space. The buyer's awareness of organic
products is influenced by all the factors taken into account:

*  Specialization

e Gender

o Lifestyle

*  Consumption habits and intensity of consumption
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* Information, nutritional education for the consumption of
organic products

*  Knowledge of the importance of the impact of the consump-
tion of organic products on health

*  Knowledge of the importance of the impact of the consump-
tion of organic products on the environment

e Prioritizing organic consumption over the consumption of
classic products

*  Consumption intensity

*  Purchasing power and ability to pay

e Income level

e Rhythm of consumption

*  Main influencing factors: quality, price

*  Degree of satisfaction

*  Consumption trends for organic products in the future

These factors pass through the young buyer's consciousness
and are transformed from strong, rigid-past-oriented to weak,
adaptable future-oriented. Depending on its characteristics, the
buyer's consciousness shifts from super-ego, values as habits
quadrant I'V to ego, values as interests, quadrant III. We can say
that young buyers already fall into quadrant I, the subconscious,
values as impulses. They tend to perceive values in perspective
as expectations and will move into quadrant II, self, values as
expectations. This model is for young, highly educated buyers,
with a high level of awareness of the impact of consuming or-
ganic products, directly from the farm.

By components of the personality, the purchase of a product
represents a set of stages of a mental journey that takes place
in the consumer's psyche and depends on: identified needs; the
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relevance of the information and the options identified; the se-
lection criteria; formulating a final opinion; and the purchasing
behaviors exhibited [33].

Consciousness is a complex image determined that is the com-
bination by the hippocampus, by using all the information from
the sensory nervous system, of two main components: time, by
comparing current information with older information and with
future projections from the temporal lobe and space through po-
sition sensors [34]. This consciousness holds, on the one hand,
a set of values and, on the other hand, a set of needs which, by
satisfying them, fulfill the individual and his ideal. Satisfying the

oriented)

I. The subconscious

Valuesas impulses

Specifically
individual

Wezk [adaptable future-

ideal involves creation and satisfying needs involves consump-
tion [35]. Consciousness can be strongly individual, self and
subconscious, based on individual values and needs, or strong-
ly group/social, ego and superego, where needs and values are
more relational.

At the same time, consciousness can be strong (ego and self),
which implies integrative values and needs, or it can be a weak
self-consciousness (super-ego and subconscious) with adaptive
values and needs (Figure no. 2. Complex buyer model for organ-
ic products):

1. SELF

Values as expectations

Specifically

[oriented towards CONS(
self-personal
space)

social
[oriented
| towards the

JENCE

" other social
space)

V. super-ego

Wzlues a5 habits

ll. Ego

Vzlueszs interasts

Strong [rigid‘astﬂrie nted)

Figure 2: Complex buyer model for organic products

Discussion

Overview of findings

Knowing and understanding buyer behavior at each stage of the
buying decision process helps the farm develop an appropriate
marketing program consistent with buyer demand. The mar-
keting management of the farm that takes the products directly
to the consumer, as a decision maker, is interested in research-
ing the purchasing decisions of the consumer in great detail, to
know: what does he buy? where? how? how much? When? and
why? The buyer's decision-making process is seen as compris-
ing five stages recognition of the existence of a need, search for
information to satisfy it, evaluation of existing alternatives, de-
cision to buy and purchase behavior and post - purchase. All
these stages are passed through the filter of the consciousness of
the buyer of organic products. As consumers of products coming
directly from farms, values are important in the first stage of the
purchase, called recognition of the existence of a need. In this
stage, a certain life situation or the perception of current reality
related to life values causes the consumer to realize that he has
one or more needs. It is the pattern of perception or the own
pattern of consciousness that determines the form of the need for
such products [36, 37].

So how do these needs arise for the consumption of products di-
rectly from farms? Are buyers/consumers all driven by the same
needs? Is the difference between individuals only given by the
felt intensity of the need? What causes a higher perceived need
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level? All these are questions whose answer can give solutions
for business orientation and improving the offer of farms to con-
sumers/buyers [38]. The emergence of a need is determined by
perception. The perception of a stimulus from the external or
internal reality of the individual means the activation of at least
one of our sensory organs and generates the existence of a per-
ceived need. Reality changes and we perceive these new states,
dimensions of reality [39].

All these elements and the connections between them will devel-
op the complex model of buyer awareness for organic products
in the future. Conscience of this type of consumer will trans-
form, at the market level into demand for organic products. This
demand will lead to the growth and development of strategies
for producing goods and ecological offerings.

These behavior patterns will determine the reaction to certain
defining purchase stimuli. The behavioral model offers the con-
sumer the ways of procuring a product or service, in relation to
predetermined criteria due to previous experiences.

Theoretical Implications and the Complex Model of Buying
a Organic Product

Consciousness, behavior and the personality of the individual,
young consumator, involved in the direct purchase process, from
farm to consumer, is a complex concept composed of several
characteristics, from several different models:

J of Digit Mark E-Com Con Ana 2026



e character, attitudinal-cognitive model; it is based on an
analysis model of the reality perceived through various
sources with the role of creating framework representations
of reality with the role of guiding the choices [40]. Indi-
viduals look for information related to the satisfaction of
their own needs generated by the perception of themselves
and the surrounding reality. This information is selective-
ly appropriated and sorted according to specific attitudes,
processes through which the individual identifies pluses or
minuses of the identified reality, opportunities or risks, that
he must integrate into his own existence governed by his
own values. By means of the motivational model, the sys-
tem of criteria regarding the choice on discriminating yes/
no models is developed.

*  consciousness, the perceptual-value model; it is constituted
by a set of sensations grouped into perceptions using pro-
cesses of identifying one's own person in a reference sys-
tem [41]. The reference system has two coordinates, space
and time. Perception is achieved by projecting into the past,
present or future and at the same time divergently, starting
from oneself, or convergently, starting from the surrounding
environment. The reference systems perceived by each indi-
vidual are based on a sum of benchmarks/values in relation
to which the individual feels satisfied or dissatisfied. In the
case of dissatisfaction, he will feel a series of needs to im-
prove his condition in relation to the perceived reality. The
needs are the same for all individuals, but the way in which
they build their reference system determines the concrete
specifics of the manifestation of these needs: from the phys-
iological level, to the level of self-actualization.

o celiefs, temperamental-affective model; it is based on pro-
cesses of comparison of reality in relation to own values
built through inductive and deductive processes of reality,
which represents the individual's way of critical thinking
[42]. The model of critical thinking determines an affective
model of correlation of the needs of individuals with alter-
native offers to satisfy them.

e opinions, decision-motivational model; proposes the fol-
lowing definition of motivation: motivation is the process
in which people choose between alternative modes of be-
havior in order to achieve their personal goals [43]. The
motivational model or incentive/impulse is the focal point
of the purchase representing the purchase decision. From
this point of view some authors consider that the purchase
decision is either determined by values and attitudes and
their theories focus on incentives or specific causes of moti-
vation calling them satisfaction theories the impulse and de-
cision to buy is determined by certain patterns of behavior
developing theories that focus on behavior called process
theories.

*  behavior, algorithmic-volitional model; it consists of algo-
rithmization processes determined by experience and based
on convictions or beliefs that generate specific behavioral
patterns [44].

Managerial Implications

Perceptual model of consciousness constituted by a number of
own values/expectations regarding reality and which function as
perceptual filters in the purchasing process. This product will
have a spatiotemporal meaning that folds on the perceptual-con-
scious model or not. Depending on the degree of awareness of
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these values/landmarks, they can manifest as ideals/motives,
principles, meanings/expectations, theories, goals/interests,
concepts or habits notions. In relation to these values, the indi-
vidual forms what we call consciousness in the process of pur-
chasing organic products, or, in other words, the way in which
he perceives reality but also himself as an entity in the perceived
universe from the perspective of ecological consumption. In
terms of purchasing behavior for organic products, the buyer's
conscience components are based on complex transformation
processes. The buyer consciousness model can be incorporat-
ed into management system used by farms that bring organic
food directly to the buyer, in a direct farm-to-consumer circuit,
in a farm to fork strategy. A marketing-oriented farm takes into
account the demands of buyer segments and the trends in this
demand. Marketing criteria always take into account purchasing
behavior. Purchasing behavior is based on the buyer's aware-
ness. These rules also apply objectively to the marketing of
companies that produce organically. Marketing is the basis of
efficient management but with a social orientation. Social mar-
keting precedes social management. Management from farm to
fork is social management [45, 46]. The approach is systemic,
with all elements influencing each other. The management of the
organic farm develops direct strategies from farm to consum-
er, from farm to fork, at the market level, incorporating criteria.
Selling is the ultimate goal of a farm. The functional model of
a farm follows the well-known logic: input-transformation-out-
put. Following this logic, the finality of the process is represent-
ed by outputs or the farm's ability to sell direct because stored
production cannot be considered output. It is important for farms
to improve the sale and at the same time adjust the input and
processing stages to the requirements of the buyers.To this end,
farms must consider the sales process in reverse, from the buyer
to the farm decision maker, beginning with market and consum-
er research, and ending with on-farm sales decisions and to how
they are taken [47].

Research Limitation

Personality and education are importants determinant of con-
sumers’ ecological behavior. Young consumers are influenced
by cognitive factors, mainly by their level of education, pur-
chasing power, lifestyle, and consumption habits. This study has
some limitations. Although the sample of students was diverse
throughout the country, the standard sampling method was used.
The findings are applicable Gen Z consumers and can be gener-
alized to the Romanian students’ population to a certain extent.
The findings focus students 19-24 years old and thus may not
capture the whole range of Gen Z consumers and there is still
a long way to go in understanding the link between personali-
ty traits and consumer behavior. In the same vein, personality
traits, resilience and vulnerability also explain consumer behav-
ior. The contribution of the present paper is that it provides in-
sights about the effect of the responsible consumption of organic
products on Gen Z consumers. Given the impact of social on all
human behavior aspects for both consumers and farms, the goal
of this paper was to explore if and how young consumers’ behav-
ior changed for organics products. In the future, in the structure
of food changes are likely to affect consumers to a great extent,
while research should keep on tracking the key determinants of
ecological consumer behavior. All the efforts and searches of dif-
ferent specialists in marketing research and in the study of con-
sumer behavior have generated a mostly sequential treatment of
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consumer behavior and not one as a system in which the human
being is at the center. The Consumer/Buyer is first and oremost a
human being. So, he has a certain psychological profile, a certain
personality and implicitly a certain pattern of thinking that will
determine its specificity, type, form and way of consumption.
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