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Abstract: Romania is a major European wine country, providing a great 
historical past and rich cultural traditions, most of them directly related 
to this drink, considered, rightly, divine liquor. Today the country is going 
through a period of profound changes, building a future in consonance 
with the European Union and aspires to become a valued member of the 
world wine community as a producer of high quality wines appreciated. 
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INTRODUCTION 
 

Wine market is a mature market affected strongly favorable or unfavorable 
developments caused by food habits and buying behavior of consumers. Even if the 
dominant markets (European and North American) seem rather stable, decreasing trends 
have a constant demand and a change in consumer preferences to the detriment of quality 
table wine. Traditional countries producing and consuming wine, ordinary wine 
consumption diminishes rapidly, while slowly growing quality wine consumption. 

Although wine is marketed internationally, there is no international market for 
wine in terms of current international market. This is because the consuming countries are 
both producing and ensuring the supply of 100%. 

 

MATERIAL AND METHOD 
 

Wine market consists of several segments. Most important segment of the 
wine is stabilized, which can be divided into several groups: the poor average quality wines 
and quality wines subjected to strict regulations and specifications. 

Wine market in general but in particular the European one is characterized by 
structural surpluses. Wine production exceeds consumption potential of any amounts for 
national and international markets. 

 
RESULTS AND DISCUTIONS 
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After 1990, the Romanian viticulture has been a decrease in areas planted with 

noble living, increasing areas with HPD, disruption of production sector wine propagating 
material, and a reduction in the use of space capabilities to use processing, conditioning and 
bottling of wine. 

 

Agricultural area, by use in 2008 
Agricultural area (mii ha) Composition (%)  

total Majority 
ownership 

total Majority 
ownership 

Total 14702,3 13979,6 100,0 100,0 
Vineyards and nurseries 214,5 206,9 1,5 1,5 

Source: Statistical Yearbook of Romania, 2009 

 
In terms of the form of proprietary, there have been important 

changes in the structure of vineyard property in application of laws. If at the 
end of 1989, 278,000 ha of the total vineyard area, 87,000 hectares were in state ownership, 
154,000 hectares were in agricultural cooperatives, and 37,000 ha in the private sector, in 
2008 the private sector becomes the majority holding 206 900 hectares of vineyard area of 
the country, namely 96.4% 

Wine is characterized by extreme fragmentation of producing and marketing 
especially in European countries largest producer (France, Italy, Spain). Another feature is 
the wine market as a major share holding companies coperatiste. Wine is part of a wider 
market, the alcoholic beverages, which includes beer and spirits. These groups use large 
European markets, but also the North American market as a provider of products and final 
products fortified. 

A process of external growth is limited within the European Union and most of 
these operations take place between companies in the same country. In this context, the 
French wine industry certainly is the most engaged in the process recording eight merger. 

 

Bearing surface of vineyards and grape production 
Area (mii ha) Grape production 

(mii tone) 
Average 

production (kg/ha) 
Specificare 

total Majority 
ownership 

total Majority 
ownership

total Majority 
ownership 

Live bearing 233,3 215,6 1078,0 1005,9 4591 4634 
Live bearing grafts 115,8 98,1 546,8 474,8 4711 4825 

 
2003  

Live hybrid bearing 117,5 117,5 531,2 531,1 4473 4475 
Live bearing 205,4 199,4 1230,4 1203,8 5991 6037 
Live bearing grafts 131,3 125,8 866,6 843,7 6599 6706 

 
2004 

Live hybrid bearing 74,1 73,6 363,8 360,1 4912 4894 
 Live bearing 190,6 185,0 505,8 494,6 2603 2621 
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Live bearing grafts 98,6 93,0 231,0 219,8 2344 2363 2005 
Live hybrid bearing 92,0 92,0 265,1 265,1 2880 2882 
Live bearing 190,5 185,9 912,4 897,9 4689 4728 
Live bearing grafts 96,7 92,1 502,1 487,8 5192 5294 

 
2006 

Live hybrid bearing 93,8 93,8 391,4 391,3 4171 4172 
Live bearing 187,6 185,4 873,2 864,0 4654 4661 
Live bearing grafts 92,3 90,1 511,3 502,1 5537 5573 

 
2007 

Live hybrid bearing 95,3 95,3 361,9 361,8 3798 3798 
Live bearing 194,9 185,9 1010,0 984,4 5181 5297 
Live bearing grafts 100,8 91,9 603,0 577,6 5978 6286 

 
2008 

Live hybrid bearing 94,1 94,0 407,0 406,8 4327 4330 
Source: Statistical Yearbook of Romania, 2009 
 
International regulations in the field of wine separated into two categories: table 

wines and wines with appellation of origin witchshows certain qualitative characteristics 
determined a priori. Natural factors of cultivation, soil and climate combined with the 
techniques used during cultivation and processing contribute to wine quality characteristics 
of wine. 

A special feature of the marketing of wine is that few other products are 
experiencing price disparity compared with that in the field of wine. Generally price 
disparities are important in every way: the production regions, between the red and white 
wines, wine, etc. between classes. In conclusion it is very difficult to do an overall 
assessment of price differences existing in the sector Fri May especially if we consider that 
some "quality wines" can reach spectacular price levels, while certain table wines can often 
not find a market despite the relatively low price. Quality is a primary criterion in wine 
marketing policy. Separation of wine "table wine" and "quality wine" indicating consumers 
express different departments often divergent trends in the evolution of consumption. Table 
wine consumption continues a trend represented traditional rural life, while the wine market 
developments as expressing a break from traditional trends. So while table wine continues 
to be drinking everyday low-income classes, "peasant wine" and "worker wine, quality 
wine is becoming more elite wine, wine festival, wine leisure. Rules that determine the 
demand for two types of wine is different. While revenue growth of wine lead to a 
reduction in consumption of table wine and quality wine share growth, a decline in income 
does not lead to a reduction of substitution rather quality wine at the table. 
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Volume sales

24,30%

46,50%

14,00%

7,50%
0,90% 6,80%

semi-sweet

sweet

liqueur

unspecified

dry

semi-dry
 

Source: Oficiul National al Viei şi Vinului (ONVV) 

 

Value sales

40,30%

9,20%

18,80%

25,80%

2,40%3,40%

semi-sweet

sweet

liqueur

unspecified

dry

semi-dry
 

Source: Oficiul National al Viei şi Vinului (ONVV) 

Wine sales have declined in Romania, both in volume and value because of 
declining consumer purchasing power, high duty and reduce the production of grapes. 
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These cases were added and powerful offensive of beer and spirits, which have boosted 
domestic consumption through multiple promotional campaigns. 

 
Most wines purchased 

18%

11%

10%

8,50%
6,50%

6,20%

3,50%

3,20%

3%

1%

29%

Feteasca Regala

Feteasca Alba

Riesling italian

Merlot

Aligote

Feteasca Neagra

Cabernet sauvignon

Muscat Ottonel

Sauvignon Blanc

Pinot Gris

Altele
 

                   Source: Oficiul National al Viei şi Vinului (ONVV) 

Important for its own wine production and for domestic 
consumption has increased in recent years, feature great number of 
subsistence farms, property fragmentation, decline in real incomes as the 
slow pace of implementation of reform in agriculture and economic reform 
in general. 
 

The main channels through which producers make their wine volumes 
Nr. crt Channel Percentage 

1 Supermarket/hipermarket 22,9 
2 Large food stores 10,1 
3 Small grocery stores 35,7 
4 Kiosk 5,0 
5 General Stores 8,1 
6 HoReCa 18,2 

Source: Oficiul National al Viei şi Vinului (ONVV) 

 
Wine makers realized almost 23% of modern retail networks, a 

percentage that remains constant in recent years. 
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On the other hand, sales by restaurants were only 18% during 
August 2008-July 2009, and prospects for growth in this segment, where the 
developed markets are the biggest turnover, are removed, say 
manufacturers. 

The Romanian wine (we refer to the quiet, sparkling / sparkling 
exempted from the present article) is segmented, so that manufacturers, as 
well as product portfolio. Overall number of producers is relatively high, 
there is a strong specialization of them.  

For now there is a noticeable discrepancy in terms of wine 
consumption between the Romanian and the EU, say specialists. Tradition is 
what determines the differences between the Romanian and consumer habits 
in Europe. 

 
Annual average consumption of main foods and beverages, per capita 
 U.M. 2003 2004 2005 2006 2007 2008 
Wine and wine 
products 

litri 23,1 30,0 16,4 21,1 23,4 24,6 

Source: Statistical Yearbook of Romania, 2009 

Annual wine consumption per capita could increase up to 37 liters 
in 2014, up 66 per cent of current consumption, of 22.3 liters per capita, 
reaching the level of Spain. European countries top the consumption is 
about 40 liters per capita. 

Wine market products experiencing price disparity compared with 
that in the vineyard. In general, price disparities are important in all 
respects: 

- production regions; 
- between red and white wines; 
- between those classified as quality wine; 
 

Consumer price indices 
 2000 2001 2002 2003 2004 2005 2006 2007 2008 

Wine and 
wine 
products 

134,2 120,5 120,5 124,2 111,8 106,1 104,42 102,76 102,53 

Source: Statistical Yearbook of Romania, 2009 
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Romania as a member of the European Union follows the vine and 
wine sector: 

- strengthening wine heritage; 
- promotion of priority in the new plantations Romanian varieties 

for quality wines competitive on the European level Feteasca white Feteasca 
royal Romanian Tamaioasa, fat, black Feteasca, Babeasca black Cadarca, 
and Busuioaca Francusa Bohotin; 

- increase the share of red wine compared with whites to 40%; 
- increase the share of quality wines with controlled appellation of 

origin and geographical indication by 40% of total wine production. 
Finally the wine distribution system reproduces the same pattern 

all over the world, namely, it is highly fragmented with a large number of 
retailers spread all over the country. Finds in recent years a movement 
consisting of discrete evolution amounts distributed through wholesale sales 
channels (hotels, restaurants) to retail distribution channels for domestic 
consumer (supermarket chains). This type of distribution allows improving 
product competitiveness advantage in terms of prices and consumption 
patterns of modern and buying behavior. 

 
 
 

CONCLUSION 
 
Wine market approaches require specific because not regulated by 

governmental policies based on instruments and mechanisms of action 
characteristic of other markets, but has benefited from general agricultural 
policy measures, such as financial and credit policies, duties and 
intervention Stocks wine and distillation. 

It is difficult to do an overall assessment of price differences 
existing in the wine, especially if we consider "quality wines", can reach 
spectacular price levels, while certain types of table wine, can often find a 
market despite the relatively low price. 
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