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Marketing research on the food market mainly aim at identifying the 
specificity of products and phenomena characterizing this market. 
The marketing research activity on the distribution process of 
agroalimentary products in Timisoara aimed at identifying the main 
supply sources, as well as the modern types of commerce used for 
purchasing agroalimentary products. 
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Lately the market of agro-food products has been characterized both 
nationally and internationally by a boost of food products quantitatively 
associated with changes among the shares of different types of products. 
This boost has generated, along with the emergence of new products, a 
complete renewal of traditional food, with a highly increased nutritive 
performance. This has determined deep conceptual and criteria mutations in 
the fields of variety, quality, distribution, and trading of agroalimentary 
products. 

Marketing research on the food market mainly aim at identifying the 
specificity of products and phenomena characterizing this market. 

The process of marketing research must take place concomitantly, 
which is statically and dynamically, because of the continuous changes 
occurring in the demand and supply of agroalimentary products. 

The marketing research activity on the distribution process of 
agroalimentary products in Timisoara aimed at identifying the main supply 
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sources, as well as the modern types of commerce used for purchasing 
agroalimentary products. 

The whole research process took place as a market survey 
concerning the main types of commerce activating in Timisoara in June 
2007. The agroalimentary product that we focused on was milk. The reason 
for choosing this product was the fact that it is an essential product in 
people’s daily nourishment, and therefore its purchase is based on specific 
criteria. The most important criteria are: the display of milk on the store 
shelf, the package, validity, producer, distributor and price. 

The choice of Timisoara for our survey was due to the fact that it has 
a wide spreading of modern types of commerce. 

Table no. 1. 
Geographical spreading of the modern types of commerce in Timis county, 

at 30 June 2007 
The name of the modern types of commerce 

City  
Metro Real Billa Selgros Kaufland Profi Etti 

Nova 
Tim 

Alcom Plus 

Lugoj - - - - - 1 - - - 1 

Periam - - - - - - - - - - 

Sânnicolau 
Mare 

- - - - - - - - - - 

Timişoara 2 1 2 1 2 4 4 5 7 - 

Timiş 
county 

2 1 2 1 2 5 4 5 7 1 

Source: *** „Market” Review, no. 33, july 2007 

 
Thus, table no. 1 shows that out of the total number of modern types 

of commerce in Timis County, namely 30, 93.33% are activating in 
Timisoara. 

Table no. 2 reveal the fact that, out of 734 people under research, 
711 buy milk, which is 96.9%, and only 23 people do not buy this product. 
As for the main supply source for milk, supermarkets hold a large share 
(42.8%), followed by grocery stores (19.6%), the market and other supply 
sources for this product hold 19.5%, while the last position is taken by 
proximity stores (only 15%). 

As for the main supply source for the analyzed product (milk) of the 
respondents, the questionnaire revealed the following: 
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Table no. 2. 
Main source of milk supply for the population under reserach in Timisoara 

 Frequency Percent Valid Percent * Cumulative percent 

proximity stores 110 15,0 15,5 15,5 

market 90 12,3 12,7 28,1 

grocery stores 144 19,6 20,3 48,4 

supermarket 314 42,8 44,2 92,5 

other supply sources 53 7,2 7,5 100,0 

Valid 

Total 711 96,9 100,0 - 

Missing 23 3,1 - - 

Total 734 100,0 - - 

* the valid percentages are the ones of those who answered this question after the 
elimination of non-responses. 

 
When comparing the main supply source for milk to the 

respondents’ sex, the following responses were observed: 
Table no. 3. 

Main source of milk supply considering the respondants’ sex 
SEX 

 
male female 

Total 

proximity stores 51 59 110 

market 45 45 90 

grocery stores 61 83 144 

supermarket 176 138 314 

Main source of 
milk supply 

other supply sources 25 28 53 

Total 358 353 711 

 
Very striking was the fact that, even if we didn’t necessarily look for 

interviewing an approximately equal number of males and females, we 
ended up interviewing 358 men and 353 women. The conclusion that can be 
drawn from table no. 3 is that 176 of the male respondents prefer the 
supermarket as their main supply source for milk, followed by the grocery 
store, the last position being taken by other supply sources. As for the 
female respondents, 138 persons prefer, just like the male respondents, the 
supermarket as their main supply source for milk, followed by the grocery 
store and again thirdly by other sources. An interesting outcome is the fact 
that an equal number of male and female respondents, namely 45, indicated 
the market as their main supply source for milk. 
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As for the modern types of commerce preferred for purchasing milk, 
the respondents have indicated the following: 

Table no. 4. 
Main modern types of commerce where the respondants make 

supplies 
 Frequency Percent Valid percent * Cumulative percent 

0 358 48,8 48,8 48,8 

97 (don’t buy) 23 3,1 3,1 51,9 

billa 163 22,2 22,2 74,1 

etti 11 1,5 1,5 75,6 

kaufland 28 3,8 3,8 79,4 

metro 6 0,8 0,8 80,2 

profi 3 0,4 0,4 80,5 

real 124 16,9 16,9 97,5 

selgros 9 1,2 1,2 98,8 

traiano 9 1,2 1,2 100,0 

Valid 

Total 734 100,0 100,0  

* the valid percentages are the ones of those who answered this question after the 
elimination of non-responses. 
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Figure no. 1. Main modern types of commerce where the respondants make 

supplies 

 
The conclusion to be drawn is the fact that almost half the people 

under research (48.09%) make milk supplies from modern types of 
commerce (hypermarket, supermarket, cash&carry and discount stores), the 
rest of 51.91% preferring other types of milk supply sources 
(agroalimentary market, proximity store, grocery store). Out of the 48.09% 
buying milk from these modern types of commerce: 

§ 35.13% make supplies from hypermarkets; 
§ 48.73% from supermarkets; 
§ 11.90% from discount stores; 
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§ 4.24% form cash&carry stores. 
We could therefore state that the supermarket is the modern type of 

commerce that most people in Timisoara access for milk supplies. 
Table no. 5. 

 Other sources of milk supply besides the modern ones  

 Frequency Percent Valid percent * Cumulative percent 

0 656 89,4 89,4 89,4 

97 (don’t buy) 23 3,1 3,1 92,5 

private person 55 7,5 7,5 100,0 
Valid 

Total 734 100,0 100,0  

* the valid percentages are the ones of those who answered this question after the 
elimination of non-responses. 

 
People that make milk supplies from private persons are only 3.13%, 

while 89.37% prefer modern types of commerce and the other traditional 
types of commerce. The rest of 7.5% of interviewees claim not to buy this 
product at all. 

As for the milk brands purchased by the respondents, statistics are 
the following: 

Table no. 6. 
Purchased brand of milk 

 Frequency Percent Valid percent * Cumulative percent 

97 (don’t buy) 23 3,1 3,1 3,1 

99  4 0,5 0,5 3,7 

belcar 3 0,4 0,4 4,1 

brenac 1 0,1 0,1 4,2 

covalact 1 0,1 0,1 4,4 

danone 28 3,8 3,8 8,2 

dorna 77 10,5 10,5 18,7 

fulga 37 5,0 5,0 23,7 

helvetica 2 0,3 0,3 24,0 

milli 261 35,6 35,6 59,5 

napolact 19 2,6 2,6 62,1 

oke 73 9,9 9,9 72,1 

parmalat 4 0,5 0,5 72,6 

private person 55 7,5 7,5 80,1 

pecica 1 0,1 0,1 80,2 

simultan 19 2,6 2,6 82,8 

violin 2 0,3 0,3 83,1 

Valid 

zuzu 124 16,9 16,9 100,0 

Total 734 100,0 100,0  
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* the valid percentages are the ones of those who answered this question after the 

elimination of non-responses. 
 
Out of the total population under research, namely 734 persons, only 

3.13% don’t buy milk, while the rest of 96.87% purchase this product from 
modern types of commerce, as well as from traditional ones. Thus, 707 
consumers were able to name the milk brand they usually purchase, and the 
preference order is the following: 

§ The brand Milli is purchased by 36.92% of consumers; 
§ The brand Dorna by 10.89%; 
§ The brand Oke by 10.33%, etc. 

These responses reveal the fact that the population of Timisoara is 
beginning to turn more and more to purchasing milk from modern types of 
commerce, letting go of tradition. We could also state that people prefer to 
purchase Romanian milk brands (Milli, Zuzu, Dorna, Oke, etc.) due to the 
fact that consumers tend to show more reliance on local products. As for the 
purchase and consumption of milk from private persons, only 7.78% of 
buyers prefer this option. 

The distribution of agro-food products, especially milk, is 
characterized by the fact that modern types of commerce have undertaken 
more and more of the retailing activity to the prejudice of traditional types 
of commerce (market, private persons, grocery stores etc.). 
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