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CONSUMER BEHAVIOR TOWARD FOOD AND AGRI-FOOD PRODUCTS  

DURING CRISES 

 

Summary  

 

Crisis situations of any kind whether sanitary, military, caused by natural phenomena, or otherwise 

lead to significant changes in people's behavior from multiple perspectives, including that of 

consumers of food and agri-food products. 

As a result of this effect, the following question arises: How do people behave as consumers of 

food and agri-food products during a crisis? 

The outbreak and manifestation of two major crises over the past years (2020 – 2025), the COVID-

19 pandemic and the military conflict in Ukraine, provided the context for obtaining answers to 

the above question. 

The effects of both critical events on the food and agri-food product market were significant, 

generating major imbalances both globally and in Romania. 

The method used to obtain answers to the question above was an in-depth investigation of the 

impact of the COVID-19 pandemic and the military conflict in Ukraine through quantitative and 

qualitative research. 

The quantitative research realised, namely two surveys and desk studies, analyzed the behavior of 

Romanian agri-food consumers during the lockdown caused by the COVID-19 pandemic, the 

behavior of Romanian organic food consumers in the context of the war in Ukraine, and certain 

effects generated by the COVID-19 pandemic at international and regional levels or triggered by 

the war in Ukraine. 

The qualitative research, a focus group, observed how the COVID-19 pandemic and the military 

conflict in Ukraine influenced the behavior of agricultural producers in Romania. 

The results obtained from this scientific endeavor contribute to a better understanding of consumer 

behavior regarding food and agri-food products. 

Moreover, the findings offer new perspectives that deepen the subject by providing useful 

information to consumers, producers, authorities, and researchers in economic fields such as 

marketing, who are interested in the evolution of consumer behavior toward food and agri-food 

products in times of crisis. 



Keywords: consumer, behavior, crisis, product, food product, agri-food product 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



TABLE OF CONTENTS 

 

Introduction.......................................................................................................................... 1 

 

CHAPTER 1 - BASIC CONCEPTS ON FOOD AND AGRI-FOOD PRODUCTS AND 

AGRICULTURAL MARKETING ..................................................................................... 6 

     1.1. General notions about marketing ................................................................................ 6 

     1.2. Agriculture and food and agri-food products ............................................................... 8 

     1.3. Basic concepts related to agricultural marketing ....................................................... 12 

 

CHAPTER 2 - THE MARKET IN THE AGRICULTURAL FIELD.............................. 18 

     2.1. Agricultural market and food market – main characteristics ...................................... 18 

     2.2. Common agricultural policies and the organisation of agricultural  

            and food markets..... ................................................................................................. 21 

     2.3. General considerations related to the agricultural market and the food  

            market in Romania ................................................................................................... 24 

 

CHAPTER 3 – CONSUMER TERMS AND CONSUMER BEHAVIOR ....................... 30 

     3.1. The importance of studying consumer behavior and defining the term 

            "consumer" ............................................................................................................... 30 

     3.2. Consumer behavior by generation ............................................................................. 33 

     3.3. Consumer behavior according to attitude and perception towards risk....................... 39 

 

CHAPTER 4 - CRISIS SITUATIONS .............................................................................. 42 

     4.1. Defining the term "crisis" and its effects ................................................................... 42 

     4.2. Aspects of health and military crises ......................................................................... 45 

     4.3. History of the COVID-19 pandemic ......................................................................... 49 

     4.4. The war in Ukraine ................................................................................................... 59 

 

 



CHAPTER 5 - COVID-19 PANDEMIC AND CONSUMER BEHAVIOR OF FOOD AND 

AGRI-FOOD PRODUCTS ................................................................................................ 64 

     5.1. Food consumption and global food and agri-food market dynamics  

            reflected in data ........................................................................................................ 64 

     5.2. Food consumption and the dynamics of the food and agri-food market in Romania 

            reflected in data ........................................................................................................ 73 

     5.3. Research on the influence of some indicators on the consumption of fresh food  

            products in the period 2016-2021 in Romania, Bulgaria and Hungary ....................... 75 

 

CHAPTER 6 - QUALITATIVE RESEARCH ON HOW THE COVID-19 PANDEMIC 

AND THE MILITARY CONFLICT IN UKRAINE HAVE CHANGED THE BEHAVIOR 

OF AGRICULTURAL PRODUCERS .............................................................................. 84 

     6.1. Study context ............................................................................................................ 84 

     6.2. The purpose and objectives of qualitative research on how the COVID-19 pandemic 

            and the military conflict in Ukraine have changed the behavior of  

            agricultural producers ............................................................................................... 84 

     6.3. Qualitative research methodology ............................................................................. 85 

     6.4. Analysis and interpretation of results ........................................................................ 89 

     6.5. Conclusions and limitations of the research .............................................................. 91 

 

CHAPTER 7 - QUANTITATIVE RESEARCH RELATED TO THE BEHAVIOR OF 

CONSUMERS OF AGRI-FOOD PRODUCTS IN ROMANIA DURING THE COVID-19 

PANDEMIC ....................................................................................................................... 92 

     7.1. The purpose, objectives and hypotheses of quantitative research focused on the  

            behavior of consumers of agri-food products in Romania during the  

            COVID-19 pandemic ................................................................................................ 92 

     7.2. Quantitative research methodology used to analyze the behavior of Romanian  

            agri-food consumers during the COVID-19 pandemic .............................................. 93 

     7.3. Univariate analysis and interpretation of quantitative research results on the  

            consumer behavior of agri-food products in Romania during the  

            COVID-19 pandemic ................................................................................................ 96 



     7.4. Correspondence Analysis........................................................................................ 111 

     7.5. Conclusions of quantitative research on consumer behavior of agri-food  

            products in Romania during the COVID-19 pandemic ............................................ 115 

 

CHAPTER 8 - EMPIRICAL RESEARCH ON THE EFFECTS OF THE WAR IN 

UKRAINE ........................................................................................................................ 118 

     8.1. Empirical study on the economic effects of the war in Ukraine on the food and  

            non-alcoholic beverage price index and the energy price index in the  

            European Union compared to South Korea ............................................................. 119 

     8.2. Consumption of organic food products in Romania in the context of the  

            military crisis in Ukraine - quantitative research ..................................................... 123 

            8.2.1. The purpose, objectives and hypotheses of the quantitative  

                      research - Consumption of organic food products in Romania in the context  

                      of the military crisis in Ukraine.. ................................................................... 123 

            8.2.2. Quantitative research methodology on the consumption of organic food  

                      products in Romania in the context of the military crisis in Ukraine .............. 125 

            8.2.3. Univariate analysis and interpretation of quantitative research results –  

                      Consumption of organic food products in Romania in the context of the  

                      military crisis in Ukraine ............................................................................... 128 

            8.2.4. The conclusions of the quantitative research related to the consumption  

                      of organic food products in Romania in the context of the military  

                      crisis in Ukraine ............................................................................................ 142 

 

FINAL CONCLUSIONS ................................................................................................. 145 

PERSONAL CONTRIBUTION ...................................................................................... 147 

FUTURE RESEARCH DIRECTIONS ........................................................................... 149 

BIBLIOGRAPHICAL RESOURCES ............................................................................. 151 

ANNEXES ........................................................................................................................ 172 

ANNEX 1: Selection Questionnaire - Focus Group ........................................................ 172 

ANNEX 2: Conversation Guide - Focus Group .............................................................. 174 

ANNEX 3: Questionnaire - Consumer Behavior of Agri-Food Products in Romania  



during the COVID-19 Pandemic ..................................................................................... 176 

ANNEX 4: Questionnaire - Consumption of Organic Food Products in Romania  

in the Context of the Military Crisis in Ukraine.......................................................................182 

 


