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Abstract: In a highly competitive market such as wine, implementing 

quality strategies is necessary to succeed. Consumers are increasingly 
knowledgeable and demanding. The paper aims at identifying the primary 
quality strategies used in the wine market in Romania and at determining 
the opinions, attitudes, and perceptions of consumers regarding it. For this 
purpose, an exploratory analysis combined with quantitative market 
research was carried out. 
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1. Introduction 

 
Quality is before most priorities within an organization, and its improvement is the 

objective that every institution must pursue. The attention of any organization must be 
directed toward customer satisfaction. All purchasing decisions are based on price and 
quality. If the price is generally known, each consumer perceives the quality differently. 
This fact has led many successful companies to broaden their perspective from “product 
quality” 

 to "total customer satisfaction." This means that in order to define quality, it is 
necessary to establish and express, in simple terms, the needs, requirements, 
expectations, perceptions, and satisfaction of consumers (Cosmescu, 2008). Quality and 
sustainability strategies are prioritized in the company's diagnosis and its strategic 
approach (Neacsu, 2020, HG. 512, 2016). 

With a history of nearly 7,000 years, wine has evolved along with consumer preferences 
and winemaking techniques, thus emerging a wine civilization. The wine is used for 
consumption. Of all the drinks in the world, wines have the quality of being best 
associated with food, being itself a culinary product. It appears as an adjunct to 
gastronomy that cannot be missed from any table that wants to be a pleasant moment 
(Epuran, et al., 2018). 

The European Union is the largest producer of wine in the world. Between 2016 and 
2020, its average annual production was 165 million hectoliters. In 2020, it accounted for 
45% of wine-growing regions, 64% of production, and 48% of consumption. The wine 
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sector is the largest agri-food sector in the EU in terms of exports (7.6 % of the agri-food 
value exported in 2020) (CE, 2023). 

The paper aims at identifying the primary quality strategies used in Romania's wine 
market and at determining consumers' opinions, attitudes, and perceptions regarding 
them and the wine market. For this purpose, an exploratory analysis combined with 
quantitative market research was carried out. 

 
2. Analysis of the quality strategies used on the wine market in Romania 
 

The demands of consumers towards the quality of wines have continuously increased. 
However, this fact has been associated with improving this quality using better and better 
oenological practices. There is a significant difference between the quality of wine 
produced by applying modern technology under directed and controlled conditions and 
that of wine obtained by rudimentary methods, between the elegant and chiseled wine 
obtained in the first case and the often unbalanced and defective wine obtained in the 
second. 

The quality of the wines is directly based on the quality of the grapes provided by the 
cultivated varieties and the conditions of the harvest year. Naturally, the quality of the 
harvest varies greatly depending on the year, oscillating between “poor” and 
“exceptional” (Charters and Pettigrew, 2007). An important measure that the wine 
grower has is the time of picking. Picking earlier or later, depending on the product to be 
obtained and the prospects of the ripening process of the grapes, a particular regulation 
of quality can be achieved on a specific fan that can sometimes be quite wide. 

As a result of their great variety, wines have been the subject of numerous scientific 
research in the field and, consequently, of some complete classifications.  

In the Romanian wine market, implementing quality strategies is a priority and 
necessary for market survival. 

The strategy of domination through quality involves maintaining a market or market 
segment that requires a high volume of sales and a high level of efficiency and entails 
implementing a set of measures (Mehran and Mehran, 2013). This strategy has also been 
adopted by Recaș Wineries, who have invested in understanding and meeting the 
requirements set by users and customers and adapting distribution channels to market 
specifics. 

The strategy of implementing the latest technologies has been successfully adopted by 
Recaș Wineries, which have purchased harvesting equipment (for example, a grape 
harvesting combine does the work of 200 people and can harvest up to 10 hectares in a 
single night), an auto-fermentation installation entirely made of stainless steel, following 
EU standards, which allows the technologists at Recaș to establish an optimal 
fermentation temperature, as well as large-capacity tanks for storing the finished product. 

This strategy was also implemented by Ceptura Wineries, which adopted the newest 
and most innovative technologies in the winemaking process, an almost entirely 
automated process (ONVPV, 2023): 

 Destemming and sorting the grapes to use the healthiest berries in the winemaking 
process; 
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 Fermentation of the must at low temperatures to preserve the primary aromas, and  
stainless steel fermentation tanks with a double jacket to control the temperature 
during the fermentation process. For the wines matured in barrels, the most famous 
French specialists are used, considered the best in the world. 

 Ultra-modern bottling line with high processing capacity using the cold bottling 
system to preserve the natural and unique qualities of the wine. 

The differentiation strategy through quality is based on the knowledge of the forms of 
manifestation and the level of realization of the quality characteristics of the products or 

services (Chong, et al., 2020). The company Zarea S.A., having a wide range of products, 
uses this strategy, offering the opportunity to capitalize on the potential of research and 
development and different technologies, through which new markets are conquered and 
superior quality classes are offered concerning the competition. 

The strategy focused on different quality levels is used by Ceptura Wineries to meet 
the expectations of an increasingly sophisticated consumer audience with advanced 
preferences who prefer new and unique experiences. The wine-consuming public has 
become a dynamic audience that gets bored quickly and prefers new experiences. 
Ceptura Winery, through its products positioned on quality steps, covers a complete 
range in terms of customer preferences, as follows: 

 The first range of products intended for the retail network is composed of Cervus 
Cepturum products; 

 The following range is represented by Astrum Cervi products intended primarily for 
consumption for events; 

 The Dominum Cervi range is designed, together with the Cervus Magnus Monte range 
of the HORECA sector and online; only occasionally it can be found in the retail 
network; 

 Premium products, Black and White Ceptura are intended for specialty stores, 
generally addressed to connoisseurs. 

 
3. Material and Methods 
 

The purpose of the quantitative research is to determine consumers' opinions, 
attitudes, and perceptions regarding the wine market in Romania and the quality 
strategies used in this field. 

The objectives intended to achieve the purpose of the research are: 
O1 – Identification of respondents' opinions regarding the wine market in Romania; 
O2 – Identifying the criteria underlying the selection of a wine; 
O3 – Determining the respondents' opinions and attitudes towards the quality 

strategies implemented in the wine market in Romania. 
The aim was to obtain as many completed questionnaires as possible. The study was 

conducted on a sample of 518 people, structured as follows: 52% women (270 people) 
and 48% men (248 people), of which 62% are from urban areas and 38% are from rural 
areas. 

https://www.jksqm.org/articles/search_result.php?term=author&f_name=Hye%20Ran&l_name=Chong
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The sizeable geographical dispersion of the researched population led to the application 
of the questionnaire through the Computer Assisted Web Interviewing (CAWI) technique. 
The questionnaire was completed using the Google Forms application. The questionnaire 
included 26 questions, of which 19 were aimed at collecting information on the analyzed 
subject, and the final 7 questions were aimed at characterizing the respondents. The 
period in which this study was carried out is May 2023 - June 2023. After collecting the 
information using the questionnaire, statistical data was processed using the IBM SPSS 
system. 

 
4. Results and Discussion 
 

The most important results of the quantitative research are structured around the three 
specific objectives pursued. 

O1 – Identifying the opinions of respondents regarding the Romanian wine market 
To begin with, the research aimed to identify the alcoholic beverages preferred by the 

respondents. Wine came in first place (38.8%), followed closely by beer (28%), then 
distilled beverages (20.8%), and others (12.4%). 

Another aspect intended to be identified was the frequency of wine consumption by 
the respondents (Figure 1). Most respondents (30.3%) drink wine 1-2 times a week, 
usually on weekends. 19.7% of respondents drink wine occasionally, a few times a year at 
events and holidays; 28.6% of respondents drink wine a few times a month; 15.3% of 
respondents drink wine once a day, usually at dinner or lunch; and 6.1% of respondents 
drink wine multiple times a day. 

 

 
Fig. 1. The frequency with which respondents consume wine 

Source: Own research of the author 

 
The majority of respondents (32.4%) prefer to drink wine in the company of friends, 

29.15% of respondents in the company of family and relatives, 10.4% alone, and 28.05% 
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of respondents it does not matter the company and the people with whom to consume 
the wine, the moment being the most important. 

O2 – Identifying the criteria underlying the selection of a wine 
The survey showed that the main criteria by which the respondents choose wine are 

the type of wine according to the category of accumulated sugars, the winery, and the 
grape variety. 

Thus, according to the answers received, the most appreciated by the respondents is 
demi-dry wine (40.15%), followed by dry (25.68%), semi-sweet (24.71%), and 
sweet/liquors (9.46%). 

When the respondents were asked about their preferred grape varieties for wine, their 
answers varied, greatly influenced by their origin and the advertising promoted in those 
areas. The most famous grape varieties for wine production are Cabernet Sauvignon, 
Merlot, Chardonnay, Grasa de Cotnari, Feteasca Regală, Pinot Noir, and Busuioaca de 
Bohotin. 

O3 – Determining the opinions and attitudes of the respondents towards the quality 
strategies implemented in the wine market in Romania 

From the respondents' point of view, the main characteristics that define the quality of 
a wine are color (19.7%), bouquet/aroma (24.1%), body/viscosity (19.1%), taste (20.1%), 
alcoholic strength (8.9%) and residual sugar (8.1%). 

The most applied quality strategies in the Romanian wine industry are the strategy of 
dominance through quality, the strategy of certification, the strategy of implementing the 
latest technologies, the strategy focused on different quality levels, and the strategy of 
differentiation through quality. The research showed that for the respondents, the most 
important strategies are the strategy of certification and the strategy focused on different 
quality levels. Thus, for the respondents, the Controlled Designation of Origin (DOC) and 
Geographical Indication (GI) are essential, which certify the originality of the wine from a 
particular region, locality, or specific place and whose quality or characteristics are 
essentially or exclusively due to the geographical environment, including natural and 
human factors and whose production, processing and preparation take place in the 
defined geographical area. 

 
5. Conclusions 
 

The Romanian wine market is in a continuous process of both development and 
modernization. The transition is being made from the traditional consumption of non-
certified wine, produced on farms or in small wineries, to the consumption of certified 
wine, produced with modern technologies, which offers a guarantee of superior quality. 
Also, the Romanian consumer becomes an educated, sophisticated, demanding, curious 
consumer with expectations when purchasing a bottle of wine. 

Investments in modern equipment and technologies, the quality policies adopted by the 
significant Romanian producers and correct marketing campaigns can direct consumers' 
choices toward certified wines of superior quality. 

The efforts of all wine producers in Romania are focused on reversing the principle of 
"price before quality," a fact that emerges from the adopted quality strategies, 
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personalized marketing campaigns, wine tastings organized in targeted environments to 
educate the consumer and from the significant investments they do in the Romanian wine 
industry. 
 
Acknowledgements 

 
The author would like to acknowledge that this paper has been written with the support 

of documentation material and feedback from fellow teachers and students during the 
Erasmus+ teaching mobility at the Public Administration Academy of the Republic of 
Armenia, Yerevan, October 2022, and the University of Mauritius, Reduit, February 2023. 

I mention that some of the data presented in this article are inaccurate. They are 
estimates and come from the exploratory research conducted by the author. 
 
References 
 
Charters, S., Pettigrew, S., 2007. The dimensions of wine quality. Food Quality and 

Preference, Volume 18, Issue 7, pp. 997-1007. 
Chong, H.R., Bae, K. H., Lee, M.K., Kwon, H.M., Hong, S.H., 2020. Quality Strategy for 

Building a Smart Factory in the Fourth Industrial Revolution.  J Korean Soc Qual Manag. 
2020;48 (1), pp. 87-105.   

Cosmescu, I., 2008. Calitatea serviciilor în contextul exigențelor internaționale; Note de 
curs, Universitatea „Lucian Blaga” din Sibiu, Facultatea de Științe Economice. 

Epuran, G., Brătucu, G., Bărbulescu, O., Neacşu, N. A., Madar, A., 2018. Food safety and 
sustainability – an exploratory approach at the level of the Romanian wine production 
companies. Revista Amfiteatru Economic, 20(47), pp. 151-167. 

European Commission, 2023. Agriculture and rural development. The wine sector. [online] 
Available: <https://agriculture.ec.europa.eu/farming/crop-productions-and-plant-
based-products/wine_ro> [Accessed 4 September 2023]. 

H.G. no. 512/2016. Normelor metodologice de aplicare a Legii viei şi vinului în sistemul 
organizării comune a pieţei vitivinicole nr. 164/2015 [online] Available: 
<https://legislatie.just.ro/Public/DetaliiDocument/180594> [Accessed 10 September 
2023]. 

Mehran, E., Mehran, S., 2013. Quality management and performance: An annotated 
review. International Journal of Production Research, 51(18), pp. 5625-5643. 

Neacşu N.A., 2020. “Quality - a Factor for Increasing the Competitiveness on the 
Romanian”. Bulletin of the Transilvania University of Braşov,  Series V: Economic 
Sciences, Vol. 14 (63) No.2 , pp. 109-116. 

ONVPV (The National Office of the Vine and Wine Products), 2023. Cramele din România. 
[online] Available: <https://www.onvpv.ro/ro/content/cramele-din-romania> 
[Accessed 5 September 2023] 

 

 

https://www.jksqm.org/articles/search_result.php?term=author&f_name=Hye%20Ran&l_name=Chong
https://www.jksqm.org/articles/search_result.php?term=author&f_name=Kyoung%20Han&l_name=Bae
https://www.jksqm.org/articles/search_result.php?term=author&f_name=Min%20Koo&l_name=Lee
https://www.jksqm.org/articles/search_result.php?term=author&f_name=Hyuck%20Moo&l_name=Kwon
https://www.jksqm.org/articles/search_result.php?term=author&f_name=Sung%20Hoon&l_name=Hong
https://agriculture.ec.europa.eu/farming/crop-productions-and-plant-based-products/wine_ro
https://agriculture.ec.europa.eu/farming/crop-productions-and-plant-based-products/wine_ro
https://legislatie.just.ro/Public/DetaliiDocumentAfis/169280
https://legislatie.just.ro/Public/DetaliiDocumentAfis/169280
https://www.onvpv.ro/ro/content/cramele-din-romania

