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The products resulted from cereal grinding are destined to human consume, 
being base elements for all consumer categories and also materials for 
different industrial sectors. The harmlessness of these products is extremely 
important for the securing and maintaining the health of the human 
organism. Any producer that wishes the growth of the market quota of the 
products that he makes must establish a firm policy to secure consume safety 
so that his products will not affect the consumer’s health and will be 
appreciated and implicitly will be requested on the market.  In this way the 
managerial team of the milling and bakery unit must elaborate a safety policy 
for aliments that needs to have the following: -To respect the rules of the 
good practice guide for the safety of products resulted from cereal grinding 
(GHP, GMP) and to apply HACCP plans; - To project and implement a 
management system of aliment safety based on the HACCP method. On the 
grocery products market – flour, corn flour, and semolina – will remain in 
competition only the ones who will invest in the production capacities, and so 
the great players will remain. Influenced by the buying and consume 
behaviour, the market of grocery products – flour, corn flour and semolina – 
is on an ascendant trend, demonstrated by the presence on this category of 
producers that act on a national level and also of those present only at a 
regional level. Dominated in a proportion of 70% of the principal five – six 
big players, the Romanian market of grocery products, steps forward by a 
strong competitive character. At a geographical region level there are 
numerous small local players, producers or packers that enjoy a good 
notoriety in their coverage area. The last years show a volume drop of the 
flour category and a growth of the corn flour request, semolina being a 
complementary secondary product. 
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INTRODUCTION 
 

 The products resulted from wheat grinding are destined for bread 
making, bakery specialties, pastry products and other alimentary products, 
and also for home consume. For the elaboration of the policy regarding 
aliment safety in all products that are made in society we must analyze 
objectively: 

- The profile of activity and to whom the made products are addressed 
- What is the role and the position of society in the agro-alimentary 

chain 
- What are the products’ characteristics 
- What are the legal obligations regarding aliment safety for the group 

or groups of fabricated products 
- What are the imposed standards that need to be taken as reference  
- What were the problems of aliment safety securing from the history 

of society 
- How do we plan the projection and implementation of the HACCP 

management system 
- What will be the necessary budget given for the reaching of the 

planed objective through the adopted policy 
The safety policy of the aliment is translated in general through 

measurable objectives. The declared and implicit (expected) necessities of 
clients and consumers must permanently be in the attention of society and 
must be secured through: 

- The compliance of specifications 
- The lack of doubt regarding the functional proprieties, respectively 

the nutritive value 
- Price and the report price / quality 
- The quality constant during the viability term and from one lot to 

another  
- Term delivery 
- Creativity in the sense of improvement, development and renewing 

of some products (1) 
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MATERIAL AND METHOD 
 

 According to the estimations of “players” on this segment of 
activity, at the year that just finished, the local market of pre-packed flour is 
of approximately 70000 tons in volume and approximately 140 million 
RON in value, the corn flour reaching approximately 50000 tons in volume 
and 145 million RON in value. 
 In what concerns the evolution of this segment, there were no 
recordings of notable growths in the last years, but in contrary the flour 
consume registered a drop, the main cause being the modification of 
Romanian consumer lifestyle and the opting for products already prepared 
for consume. We could also remark some movements in what concerns the 
weight of urban / rural consume. So in the urban environment, we saw a 
consume reduction of these products. In exchange, in the rural environment, 
consume grew and this determined the constant maintenance of the market 
at a national level. The existence on the market of grocery products of a 
large number of producers – small firms, that activate at a national level and 
societies that activate at a regional level – has as consequence the 
appearance of a competitive climate between societies, the battle taking 
place especially at the price level, even though in the present time there is a 
competition focused on the price level, for the future it appears the 
consumer tendency towards the acquisition of superior quality products. 
 In what concerns the flour category there are no quality differences, 
only characteristics that qualify the product for different destinations (type 
000 for confectionery and pastry, type 550 for pizza, type 650 for bread and 
biscuits, type 1350 for special products etc.). Fro the total of grocery 
products, flour has the first place in what concerns volumes, even though in 
the last period we see a drop of flour consume per head because of the 
presence on the market of a great diversity of finished products. According 
to a study of audit retail made by the research agency Nielsen, in the first 
half of the year 2008, the volume flour sales reached 31888.8 thousand kg, 
with a value of 67069.33 thousand RON. In a classification regarding 
segmentation after type, the 000 flour registered in the first half of the year 
2008 a quota of 75.5% from the total of volume sales and 77.9% from the 
value sales. 
 The corn flour category is segmented after at least two criteria. The 
first one refers to the grinding process, and the second at the brand used as 
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market promotion / distribution vehicle. Also here we have milling producer 
brands from the profile market and retailer brands that in a proportion of 
90% are first price brands (the cheapest product from the market). On the 
corn flour category the first position was occupied by the extra corn flour 
with 60.2% from the volume sales and 61.5% from the value ones. Overall 
this segment registered sales in value of 20891 thousand kg and 56351.4 
thousand RON. Grocery products are part of the category of products that 
are sold so good in the modern retail and in the traditional one. According to 
Nielsen’s research, on the corn flour segment, in the first half of the year 
2008, the alimentary stores registered a quota of 62.4% from the volume 
sales and 66.3% of the value ones. On the flour category the same cores 
format gathered a quota of 54.5% from the volume sales and 58.4% from 
the value ones (1). 
 

RESULTS AND DISCUSSIONS 
 
  

 The appearance in the last 12 years on the Romanian market of 
grand retailers and especially of hypermarkets with large sale surface, 
influenced the buying behaviour, more and more people targeting the 
modern form of weekend shopping, because of the various product offer and 
the accessible prices, but remaining faithful to the daily traditional 
shopping; the grocery products registering considerable volumes on both 
sale channels. The innovations brought by the companies that activate on 
this segment have the factors that influence the buying decision, an example 
being the quality of the packed product. Although in these categories the 
package is not part of the principal criteria of product choosing, the securing 
of visibility in the shelf is given by the differentiating degree of the package 
through colour, design, graphic concept in general. The product packages 
are designed to be coherent as the entire communication policy of the brand 
and with the values to which this communication platform is built. The 
keeping of the graphic concept for brands is in concordance with the solidity 
of these values and with their recognition and differentiation in the 
consumer mind. Besides the press layouts, in the majority of cases, the 
player on this segment make an appeal to the promotion at the sale point 
starting with the education of the consumer, placing the products in 
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supplementary positions to the ones on the shelf and cross-promotions with 
complementary own products. 
 In most situations the message the producers want to send concerns 
two aspects – the one of the innovative packages adapted to changing 
market and the one of the consume habits: reduced time in the kitchen, the 
necessity of a longer viability term. Always in the centre of preoccupations 
of the firms is the final client, which they wish to make faithful to their own 
brands. The package and quality of the packed product have a very 
important role in the influencing of the buying decision. Shelf visibility, 
attractiveness and accuracy / modernity of the design of a package create the 
safety and trust halo of the consumer in the product. Regarding the future of 
this category the producers estimate a small drop of the flour consume, the 
main cause being the modification of lifestyle of the consumers, that implies 
a smaller period of time allocated for food preparation and orientation on 
the acquisitioning of finished products. 
 

CONCLUSIONS 
 

 Consumer behaviour lately evolved very much, its impact in the 
alimentary industry influencing very much the sale of products and also 
their assortments. We can see the fact that the products from a certain 
assortment are diversified as we speak all this to satisfy costumers. The 
following premises will help us better understand what we mentioned 
above: 

- The keeping of consume habits, respectively the preparation of 
homemade sweets determine a growth of the analyzed market 
segment. Also, the large consume of corn flour has its explanation in 
the history and specific of the national dishes in which the polenta 
has a very important spot. 

- The adhesion of Romania to the European Union meant the aligning 
of autochthon products to the European hygiene and quality 
standards. In the future there will be left in the game only the 
producers that invest in modernization and the ones that will be 
strong and flexible enough to face the changes. 
So we can say that the market from the alimentary industry is pushed 

by the following: 
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- The development of modern retail, together with the new costumer 
tendencies and preoccupations for a healthy alimentation, 
contributes to the growth of corn flour, flour and semolina sales. 

- The corn flour category is growing because the finished products 
that use this ingredient (polenta, pasta, corn oil etc.) are healthier and 
easily digestible for consumers. 

- The promotion campaigns made by the producing firms modernized 
and made more dynamic the market. So, the changes that happened 
at the structure of the category level in what concerns the share 
urban – rural is due to the constant quality of top brands and of 
promotional campaigns. 
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