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Abstract

The present paper aims to analyze the determining factors that influence consumers’ 
purchasing decisions in the case of chicken meat products, given their importance 
in daily nutrition and the dynamics of the agri-food market in Romania. The 
study starts from the identification of the main dimensions that affect purchasing 
behavior, such as price, perceived quality, food safety, brand, product origin, 
health aspects, and social or marketing influences. Based on quantitative research 
conducted through questionnaire, the perceptions and preferences of Romanian 
consumers are evaluated, aiming to highlight the current consumption trends and 
the major factors that influence the choice of mentioned product.
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Introduction

We have chosen the topic “An Analysis of the Factors Influencing the Purchase 
Decision in the Case of Chicken Meat”, as we consider it a relevant and timely 
subject within the agri-food sector. Food safety and consumer preferences 
represent essential aspects in the purchasing process of food products, and this 
research provides us with the opportunity to gain a deeper and more comprehensive 
understanding of these issues.

Through the completion of this study, we aim to identify and analyze the main 
economic, social, and psychological factors that influence consumers’ purchasing 
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decisions regarding chicken meat, as well as to explore how these factors are 
reflected in the current market context. This topic aligns with previous Romanian 
research examining socio-economic and behavioral determinants of decision-
making (Sacală et al., 2021).

Legislation and Regulations Applicable to Poultry Meat Safety

In Romania, food safety is regulated by the National Sanitary Veterinary and Food 
Safety Authority (ANSVSA), which implements and enforces both European 
and national legislation. The main legal framework includes EC Regulation No. 
178/2002, which establishes the general principles of food law, such as traceability 
and the responsibility of operators, EC Regulation No. 852/2004 on food hygiene, 
and EC Regulation No. 853/2004, which sets specific standards for products of 
animal origin, including poultry meat. These are complemented by Law No. 
150/2004 on food safety and Emergency Ordinance No. 43/2007, which detail 
national control, inspection procedures, and institutional responsibilities. Together, 
these regulations ensure hygiene, traceability, and quality control throughout the 
food chain, helping to prevent contamination and guarantee consumer safety 
(ANSVSA, 2025).

Ensuring institutional transparency and compliance also supports broader 
sustainable development goals, in line with the perspective of Pătărlăgeanu et 
al. (2020), who emphasized that governance integrity is essential to achieving 
economic and social sustainability.

Trends in chicken meat consumption in Romania

Chicken meat is one of the most widely consumed sources of animal protein in 
Romania, with demand steadily increasing over the past decade and consumer 
preferences becoming more diverse. This growth is driven by economic, nutritional, 
and social factors. Recent research across the European meat sector confirms that 
consumer demand and price behavior are strongly influenced by income levels and 
input costs, such as feed and energy (Dinu et al., 2025).

Modern consumers prioritize not just affordability but also food safety, traceability, 
absence of additives, and certified origin, often selecting products labeled as “raised 
without antibiotics,” “Romanian product,” “chilled,” or “organic certified.”Profile 
of the Romanian Consumer and Their Preferences. (Transavia.ro, 2025). Similar 
trends emphasizing value-added and product differentiation are observed in other 
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agri-food sectors, where processing activities at the farm level have proven to 
enhance economic sustainability and competitiveness (Jeločnik et al., 2020).

Competitive analysis and marketing strategies used in the industry

The chicken meat market in Romania is competitive and dynamic, characterized 
by the presence of strong national players as well as local or regional companies 
that have strengthened their position through niche strategies, a focus on quality, 
or proximity. Analyzing competition in this sector is essential for understanding 
the market context in which consumers make decisions and for identifying the 
strategies companies use to differentiate themselves.

Among the most well-known chicken meat producers in Romania are Transavia, 
Agricola Bacău, Fragedo (part of the Cris-Tim group), Cocorico, and Puiul de 
Bărăgan. These brands differentiate themselves through positioning, packaging 
methods, distribution channels, and, most importantly, the messages communicated 
in their marketing campaigns.Transavia promotes the concept of healthy food 
“from farm to fork,” emphasizing full control over the production process. Agricola 
Bacău focuses on tradition, innovation, and value-added processed products, while 
Cocorico has stood out by promoting antibiotic-free products, becoming a pioneer 
in this segment (Kotler et al., 2017).

Research results and conclusions 
Interpretation of responses and statistical analysis

Chart 1. Answers for the question: What is your sex?
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Distribution of respondents shows 58% men, 33% women, and 9% who chose 
not to answer. This proportion indicates greater male involvement in food-related 
decisions, reflecting shift from traditional roles. For companies, this suggests need 
to adapt marketing messages to also appeal to male consumers.

Chart 2. Answers for the question: Place of residence

This balance is essential for a competing company seeking to expand its distribution, 
as it shows that interest in chicken meat is widespread and not limited to a single 
type of environment.

Chart 3. Answers for the question: What is your level of education?

This means that most respondents can understand concepts such as “antibiotic-
free,” “controlled origin,” “food safety,” or “traceability.” For poultry companies, 
this represents an opportunity: they can communicate more sophisticated messages, 
highlight certifications or nutritional benefits, without fearing that the audience 
will not understand. 
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Net monthly income directly affects purchasing behavior. Most respondents (63%) 
have incomes above 4,500 RON, allowing them to choose higher-priced, higher-
quality products. This indicates the presence of a consumer segment willing to 
pay for organic meat, quality packaging, traceability, and premium branding, 
suggesting a mature market capable of supporting premium segments. 

Acest nivel înalt de consum arată clar că puiul este un aliment de bază, ceea ce 
justifică investițiile în inovație, branding și diversificare.

Chart 4. Answer for the question: Monthly income

Chart 5. Answers for the question: How often do you eat chicken meat
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Chart 6. Answers for the question: What type of chicken meat do you eat more 
often? You can choose more options

The analysis shows that the most popular types of chicken meat are wings (59.6%), 
followed by breast (52.5%) and thighs (35.4%), while organs are much less 
consumed (19.2%). These preferences highlight a clear trend among Romanian 
consumers toward modern, easy-to-prepare products that are associated with 
good taste or health benefits. Wings are valued for their versatility and social 
appeal, breast for its nutritional value and ease of cooking, and thighs for their 
rich flavor. In contrast, the low consumption of organs indicates a shift in eating 
habits from traditional products toward more convenient and commercially 
attractive alternatives.

Chart 7. Answers for the question: What brand do you prefer?
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Chart 8. Answers for the question: What criteria are most important to you when 
choosing chicken meat?

Chart 9. Answers for the question: Would you be willing to pay more for chicken 
meat that is certified organic or “antibiotic-free”? 

The selection criteria for the product are highly relevant. Detailed labeling, origin, 
and freshness are essential for most respondents. Only 8% consider price as the 
main criterion, which means that companies do not necessarily need to compete on 
low prices but rather on added value. For analysis, these responses provide a solid 
foundation for marketing and positioning recommendations. 

For a company looking to differentiate itself, this segment represents an ideal 
opportunity 48% of respondents say they are willing to pay more for certified 
chicken, indicating a concrete demand for premium products. For a company 
looking to differentiate itself, this segment represents an ideal opportunity.
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Conclusions

The analysis of the responses collected through the consumer questionnaire 
confirms that the chicken meat market in Romania is mature, with frequent 
and sustained consumption, reflecting the essential role this product plays in 
everyday diets. The high consumption frequency, reported as daily or 2–3 
times per week, shows that chicken is not merely an occasional product but 
a constant component of the diet. This reality provides a solid perspective on 
demand and justifies companies’ interest in investing in this sector. For firms 
already active or looking to enter the market, such regular consumption implies 
the need to diversify products, maintain quality, and continuously adapt to 
consumer preferences.

Another significant aspect highlighted by the research is the importance of labeling. 
Most respondents stated that the product label influences their purchasing decision, 
demonstrating that it is not merely decorative but an active factor in product selection. 
Labels thus serve as a communication channel between producer and consumer, 
which is why they must contain clear, relevant, and credible information. Mentions 
such as “antibiotic-free” or “organic” are frequently noticed by respondents, 
and a significant portion actively follows them. This indicates that the market is 
increasingly receptive to messages related to health, quality, and sustainability. For 
a company seeking to differentiate itself, emphasizing certifications and product 
authenticity can become a clear competitive advantage.

One element with potential for market development is consumers’ willingness to 
pay more for certified products, whether organic or antibiotic-free. Nearly half 
of respondents are ready to invest in products perceived as healthier or cleaner, 
providing a clear direction for the poultry industry’s evolution. This is not merely 
a trend but a deeper shift in dietary behavior. However, there is a gap between 
intention and actual behavior, meaning companies need to support their positioning 
through consumer education, demonstrating product value, and justifying price 
differences with visible quality.
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