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Abstract 

 
Agri-food markets are among the major pillars relevant for selling agri-food products. However, food industry and 

hospitality are among the major stakeholders in the food – chain economy. The connectivity between producers, 

sellers and consumers such as customers of agri-food markets, retailers, food industry and hospitality are relevant 

for assessing the future implementation of a feasible strategy regarding the rural sustainable development including 

the conservation of genetic resources for food and agriculture. Sibiu county is awarded for 2019 as a European 

Region of Gastronomy and therefore a major attention should be paid to city agri-food markets that should be 

oriented to local products selling. Sellers are among the relevant stakeholders to provide valuable information 

regarding the food-chain. The scope of this article is to assess the sellers from the largest agri-food market of Sibiu 

city: “Cibin” market. Based on this analysis, native products from Sibiu are replaced with similar products from 

different counties or from import to a share up to 5% even during the harvesting season. However, there is optimism 

in developing the preservation conditions for more perishable agri-food products that may further improve the 

selling of local products and as a consequence the maintenance of local resources. Thus, by developing preservation 

conditions for agri-food products will fuel the appropriate conservation measures implementation of plant genetic 

resources for food and agriculture in a most cost-efficient way. 
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INTRODUCTION  
 

Once Sibiu city, from Romania, was awarded 

with the title Sibiu European Region of 

Gastronomy for 2019 it is relevant to evaluate 

the success of the entire agri-food chain 

functioning for culinary tourism [16]. The 

culinary tourism starts in local communities 

that are providing unique local taste and 

applies the sustainable development principles 

for their future [14]. However, the circular 

economy should function in these areas 

throughout the involvement of stakeholders 

interested in the quality of local agri-food 

products. Among these, customers of agri-

food markets from large cities or the 

hospitality industry, food processing industry 

are of interest to be attracted to add economic 

value to the food chain [10]. Such analysis is 

not very often in Romania, but the current 

award raise attention among the local and 

county stakeholders regarding the success of 

circular economy in Sibiu city and county [1; 

17]. Thus, aside local producers an important 

subject for analysis are the agri-food markets 

from cities [8]. In this case, sellers and 

customers are among the major stakeholders 

that can be accessed to provide the best 

information is needed to substantiate the best 

developing strategies for rural development. 

The scope of this article is to analyse sellers 

from three agri-food markets of Sibiu city 

regarding the success in selling local products. 

Gaps and needs identification in this regard is 

essential to connect them with future 

strategies for rural development in a bottom-

up approach for ensuring the conservation and 

sustainable use of agro-biodiversity in rural 

areas.  
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MATERIALS AND METHODS  
 
Survey method. 120 respondents as sellers, 

randomly selected in the Cibin market of 

Sibiu have been questioned for some agri-

food products such as: vegetables, fruits, 

cheeses and raw materials for food (i.e. wheat 

flour).  

Only native origin vegetables (i.e. basil, 

beans, cabbage, dill, garlic, onion, parsley, 

potato, parsley, tarragon and thyme) and fruits 

(i.e. apple fruits and plum fruits) were the 

subject of the survey. These questionnaires 

were fully accepted by respondents and 

applied during September 2017 and 2018. 

Places of investigations. Agri-food market 

Cibin that is placed at the foot of the old city 

on the left bank of Cibin river [Fig. 1]. It is 

open all year around and it is famous for 

vegetables, fruits and cheeses. Also, there is 

possible to buy bread, meat and other 

merchandises [17].  

Data analysis Provided data during the 

survey have been statistically analysed. 

 

 
Fig. 2 The Cibin market is the oldest and most 

important agri-food market in Sibiu City.  

Source: Modified map after www.google.com/maps.  

 
RESULTS AND DISCUSSIONS 
 
The origin of food products. In “Cibin” 

market, 43% of sellers, are placing on the 

market products that are native from Sibiu 

County, that is less than half of the entire 

traded merchandise. However, it can be 

considered that it is a good result for further 

developing the circular economy. The rest of 

agri-food products have different origins 

either are originating from neighbouring or 

remote counties either from import. We 

investigated only potential native agri-food 

products already mentioned above. Based on 

the sellers’ statements, they are selling 

products originating from 11 counties in 

Sibiu. Moreover, 12% of sellers themselves 

are originating from the neighbouring Vâlcea 

County and 26% are from the more remote 

county of Olt. In this regard, the financial 

benefits of agri-food markets of Sibiu also 

attracted sellers from other counties. 

However, it is relevant to underline that 5% of 

the merchandise place on the market is 

imported, even the investigated products 

should be native in September, the harvesting 

season (Fig. 2). We consider that such a share 

represents a threat for local rural economy 

[20]. This is also due to customers behaviour 

that is fuelling imported products infusion on 

the markets. However, this is negatively 

impacting the rural development activities in 

the county and region and it is a major threat 

for maintaining native products such as 

landraces and local breed in agri-food 

business. A major role in this will have the 

customer’s information, awareness and 

education. Also, it is relevant to support local 

public policies development that should 

further support local micro-economy [11]. 

The diversity of products origin in the Cibin 

agri-food market supports the idea of the 

consumer interested in the appearance of 

commodity (i.e. colour, shape, cleanness), and 

the price (i.e. lowest price), no matter where 

they come from. On one hand, the share of 

less than 50% of the products marketed in 

Sibiu County shows that, although there exists 

potential at the county level to support 

circular economy. However, based on sellers’ 

opinion it is necessary to support the Sibiu’s 

producers to integrate them into the 

commercial market by implementing those 

financial mechanisms of equitable distribution 

of benefits [5].  

Such a functional mechanism can remove or 

slow-down the infusions of imported products 

at least during the harvesting season of native 

agri-food products. It can be considered that it 

is a real success the Saturday’s Markets of 
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“Huet” and “Transilvania” where only local 

producers from Sibiu county and 

neighbouring counties are accepted to 

participate, by raising the awareness of the 

value of local agri-food products. 

 

 
Fig. 2. The place of origin for agri-food products in 

Cibin market. It can be seen that 43% of the agri-food 

products are from Sibiu county and 5% are of import 

origin from the gross market. The rest are of eleven 

county origins.  

Source: Original data. 

 

The opening of these markets belongs to the 

vision of the mayor of Sibiu, that started with 

2007, when Sibiu was awarded with the title 

of European Capital of Culture [13]. This can 

be considered already as a good practice for 

educating city’s consumers regarding values 

and quality of local products, local taste and 

the benefits of supporting local economy [4]. 
Best-sold local agri-food products in Sibiu. 
According to sellers, among all types of 

products, certain vegetables and fruits are the 

best-sold and have been the subject for further 

developing questionnaires for consumers 

upon a former unpublished study realized in 

2016 and 2017 (i.e. potatoes, tomatoes, 

cabbage, peppers, eggplants, herbs) (Fig. 3). 

Usually, unperishable vegetables and fruits 

are the best sold. One inconvenience is the 

lack of cooling storage places in case of 

perishable vegetables and fruits, that even 

they are produced in the region however, they 

cannot compete with those that are imported. 
Sellers opinion regarding the future of 
original products from Sibiu county. The 

long-standing experience of sellers is essential 

to make considerations about the real 

projection and development of any market 

strategy in this area. That is why we consider 

the answers of sellers in “Cibin” agri-food 

market to be relevant [6].  

 
Fig. 3. The best agri-food products sold in Cibin 

market. Tomatoes, cabbage, potatoes, pepper and 

cucumbers are among the best sold vegetables.  

Source: Image generated at: 

https://www.jasondavies.com/wordcloud/.  

Original data. 

 

A share of 49% of respondents believe that it 

would be possible to increase trading which 

would support further the implementation of 

the Programme supporting the award 

European Region of Gastronomy for 2019 

(Fig. 4).  

 

 
Fig. 4. 49% of sellers considered that there is still a 

potential for increasing sales into the Cibin market.  

Source: Original data. 

 

They are taking into consideration their 

personal experience related to improvements’ 

history of agri-food markets during the past 

https://www.jasondavies.com/wordcloud/
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ten years. However, they are not very 

optimistic due to the imports and the lack of 

storage-houses for vegetables, mainly highly 

perishable in the region. Based on their 

opinion the life-time of vegetables from Sibiu 

county or neighbouring counties is shorter 

because of the lack of interest of developers to 

invest in agri-food business of local origin, a 

situation similar with others reported already 

[12]. Among the major stakeholders have 

been mentioned county’s and local authorities 

that have no interest or financial support to 

develop equitable incentive measures that 

might attract investors in this business. 

All respondents claimed that storage 

conditions for vegetables should be improved 

and especially selling conditions during 

summer and winter seasons. They complained 

about the lack of storage conditions during the 

nights and weekends as well as the lack of 

protection against the canicular or frosty and 

windy days inside the agri-food markets. 

Based on their opinion also customers are not 

visiting the markets during these days.  

 

 
Fig. 5. The most frequently mentioned products not 

very well sold in the Cibin market during the season are 

cauliflower and potatoes from Sibiu county. Image 

from: ttps://www.jasondavies.com/wordcloud/.  

Source: Original data. 

 
The hardest agri-food products for selling. 
Consumers’ education on agri-food products 

can also be analysed from the perspective of 

sellers by linking consumers' data to agri-food 

product categories [19]. In other words, 

according to the sellers, more perishable 

products are much economic loss are. These 

products require particular preservation 

conditions, and this is the reason why 

customers are avoiding buying them even if 

they are part of the Bio category. Thus, 

cauliflower is preferred to be bought from 

large retailers (i.e. import for different 

countries) to the detriment of agri-food 

markets where a suitable climate conditions 

cannot be provided to prevent browning. This 

situation was already signalled by other 

authors in other countries [7]. In addition, 

responses become relevant if they associate 

with the origin of the sellers (e.g. the leek is 

marketed by southern producers from Vâlcea, 

Olt) the general appearance of vegetables and 

fruits (i.e. cauliflower and quince) as well as 

the competition (i.e. potatoes sold from other 

counties or even from other countries such as 

Turkey during early spring time). Leeks are 

not very well sold into the agri-food market 

according to the sellers and wilting is the 

major threat for sellers (Fig. 5).  

Cheese selling for all year around. To 

ensure the sustainable selling of agri-food 

products during one year duration it is 

relevant to consider the potential success of 

primary food products on the market [3]. Such 

an approach will further support the 

continuous use of traditional genetic resources 

inside agro-ecosystems as well as will 

maintain the traditional knowledge related to 

the genetic resources for use, processing and 

selling. In Sibiu it was recognized the brand 

“Sibiu’s cheese” due to the traditional 

knowledge related to the seeps breed as well 

as cheese production under specific conditions 

[1]. Therefore, cheese can be considered as a 

valuable food resource regarding its use and 

selling all over the year.  

 

Fig. 6. Sellers opinion on the potential selling of 

cheeses all year. 82% of the sellers considered that it is 

possible to develop the market for selling cheeses al 

around year.  

Source: Original data. 
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On the other hand, sellers may have a positive 

impact in changing consumer perceptions and 

may provide a fairly realistic picture of their 

philosophy generally for trade. 
Thus, cheeses could be marketed constantly 

throughout the year at higher levels in the 

opinion of 82% of cheese sellers (Fig. 6). 

However, there are gaps according to the 

sellers that are originating from the need to 

improve selling conditions into the market’ 

places.  

The vision of sellers related to the future of 
agri-food market in Sibiu. Perhaps the most 

difficult question is about the opinion of 

sellers regarding the future of agri-food 

market in Sibiu city. Almost all of them have 

a long-standing family experience in 

marketing agricultural products. Despite all 

difficulties (i.e. the lack of storage-houses, the 

lack of shelters during the canicular, heavy 

raining or frosty days) over half of the 

respondents were optimistic (Fig. 7). They 

took into account the continuous improvement 

of the conditions in “Cibin” agri-food market 

as well as the development of “Tranilvania” 

and “Huet” market’s places. Also, the recent 

branding of local food staff contributed to the 

increase of their visibility as well as their own 

income.  

 
Fig. 7. More than 53% of the sellers considered the 

potential increase for cheeses sales into the market.  

Source: Original data. 

 
Data regarding sellers. 58% of the sellers are 

content with their job and 55% are optimistic 

for the general increasing of agri-food 

products selling in “Cibin” market. 54% of 

respondents were women. Regarding their 

age: 30% of respondents were between 30 and 

45 years old and 34% between 46-55 years 

old. Regarding their social status, 70% of 

respondents were married, 13% divorced, 

10% unmarried % and 7% widows. 

 
CONCLUSIONS 
 

Agri-food markets are among the major food-

supply in Sibiu city in the same manner like in 

other cases [15]. The sellers are mostly selling 

unperishable fruits and vegetables, a similar 

situation with the Netherlands and United 

Kingdoms [18]. On contrary perishable fruits 

and vegetables are of import origin due to the 

lack of refrigeration conditions and additional 

high costs [2]. Thus, under these 

circumstances, local agri-food products of 

Sibiu county origin are replaced by those of 

import. The selling conditions are claimed 

that need to be improved if local products 

should be supported for their entering the city 

agri-food markets. Based on the above 

conclusions we consider that by supporting 

the selling conditions in agri-food markets, 

local products will fully enter the food chain 

for Sibiu county and may further support local 

producers from rural areas in a similar way 

like in other cases [9]. Only closing the loop 

in the circular economy of rural areas will be 

possible to think of a real cost-efficient 

strategy for further supporting the 

conservation and sustainable use of genetic 

resources for food and agriculture and the 

ensuring of food security for the future [1]. 
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