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Dezvoltarea intensiva inregistratd de pie-
tele globale, corelata cu cerintele consumatoru-
lui modern, a dus la formarea unei noi abordari,
mult mai complexe, referitoare la sectorul
alimenzar si principalii sai determinanti.

Teoriile vechi de piata cu privire la meca-
nismul comercial au cdzut in desuetudine. Con-
sumatorul nu mai este unul neavizat, ci, din con-
tra, unul foarte activ, ale carui cerinte trebuie
luate in seama de catre producadtor i incluse in
schemele tehnologice de producere. Epoca ,,ca-
veat emptor” se transforma in epoca , caveat
vendor”.

Astfel, provocarea, lansatd de consumator
catre producator, este una simplistd, si anume:
asigurarea §i garantarea calitatii produselor.
Insd, acest deziderat nu constituie un scop in
sine, ci este parte a trinomului: mediul ambiant,
mediul economic §i cel societal.

Actualmente, produsul agroalimentar tre-
buie sa garanteze nu doar siguranta pentru con-
sumatori, dar si sa aiba o amprenta ecologica
cdt mai redusd, sa satisfaca asteptarile produca-
torului §i sa contribuie la dezvoltarea social-
umand.

Cercetarea data si-a propus sa examineze
directiva ce trebuie sa fie sustinuta de catre
producatori si vanzatori in asigurarea calitatii
produselor agroalimentare, prin punerea in
practica a wunor metode standardizate de
productie §i prin informarea corectd, completa i
comprehensibild a consumatorilor.
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Intensive development, recorded by global
markets and correlated with modern consumer’s
demands, has led to the formation of a new, more
complex approach, related to the food sector and
to its main determinants.

Old theories about the mechanism of mar-
ket trading came into disuse. The consumer is no
longer unsuspecting, he is rather very active, and
whose requirements must be taken into account by
the manufacturer and by technological schemes of
production. The age of ““caveat emptor” turns into
the era of ““caveat vendor”.

So, the challenge launched by the consumer
to the manufacturer, is a simplistic one, namely:
ensuring and guaranteeing product quality.
But this goal is not a goal in itself; it is part of
a trinomial term: the natural environment, the
economic environment and the social -human
environment.

Today, an agro-alimentary product must
guarantee not only safety of consumption but it
also must have an ecological footprint as reduced
as possible; it must meet producer’s expectations
and contribute to social and human development.

This research aims to emphasize the direc-
tive that must be supported by manufacturers and
sellers in order to ensure quality agro-alimentary
products through the implementation of stan-
dardized production methods and through the
correct, complete and comprehensible consumer’s
informing.
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Identificandu-se porzitia actuald a mana-
gementului calitatii alimentelor din sugestiile
segmentului cercetat, se propune un design al
»bunului agroalimentar™, perfect adaptabil la
cerintele consumatorului, la provocarile mediu-
lui ambiant, la asteptarile producatorilor si la
dezvoltarea sustenabila a societatii.

Cuvinte-cheie: designul alimentului, sigu-
rantd alimentarda, managementul calitatii, dez-
voltare durabila, cetdtenie corporativd, compor-
tamentul consumatorului modern.

JEL: L15, L66, Q13, M11.

Introducere

Datoritd mobilitatii moldovenilor, care se
afla peste hotarele tarii, a influentei mediilor
sociale, consumatorii autohtoni au devenit mai
individualisti, mai implicati, mai independenti si
mai informati. Aceastd modificare de compor-
tament se reflectd si in cazul achizitiilor de bu-
nuri agroalimentare. Cumparéatorul a devenit mai
responsabil fatd de alegerea alimentelor, deoarece
de aceste actiuni depinde sanatatea sa si a fa-
miliei sale, starea mediului ambiant, pastrarea
florei si faunei existente, reducerea emisiilor de
noxe in atmosfera. Totusi, cu toate eforturile de-
puse, acesta nu reuseste sd urmareasca trasabi-
litatea produselor, iar, in unele cazuri, chiar van-
zatorul este cel care 1l dezorienteaza, furnizandu-i
informatii false despre originea produsului.

Perspicacitatea consumatorului rezida si in
faptul ca, 1n ultimul deceniu, siguranta industriei
alimentare a fost afectatd de o serie de crize:
encefalopatia spongiforma la bovine, prezenta
dioxinei Tn hrana puilor de giina, febra aftoasa,
infectiile cu Shiga toxina E. coli a carnii de vita,
laptele de vaca si produsele lactate nepasteu-
rizate, sucul de mere nepasteurizat, depistarea
antibioticelor in mierea de albine si-n carnea de
pui, utilizarea organismelor modificate genetic,
utilizarea pe larg a emulgatorilor.

Daca, in Uniunea Europeana, abilitatea de
a urmari orice produs alimentar, pe parcursul
intregii filiere, este garantatda de Regulamentul
CE nr.178/2002, corectitudinea si obligativitatea

Identifying the current position of the
management of food quality from the suggestions
of the researched segment a design of ““an agro-
alimentary good” was proposed, that is perfectly
adaptable to the requirements of consumer, to the
environmental challenges, to the expectations of
producers and to the sustainable development of
the society.

Key words: food design, food safety, quality
management, sustainable development, corporate
citizenship, modern consumer behaviour.

JEL: L15, L66, Q13, M11.

Introduction

Due to the mobility of people across nation-
nal borders and to the influence of the social
media, local consumers have become more indi-
vidualistic, more involved, more independent and
better informed. This change in behaviour also
influences agro-alimentary goods purchases. The
buyer has become more responsible while
choosing food products because his health and his
family’s health, the state of the environment, the
preservation of existing flora and fauna, and the
reduction of emissions depend on these actions.
However, despite of all his efforts, he fails to
track the products’ way, and in some cases, the
seller is the one who confuses the buyer provi-
ding him with false information about the origin
of the product.

The consumer’s perspicacity also derives
from the fact that, in the past decade, the security
of food industry has been affected by a series of
crises: bovine spongiform encephalopathy, dioxin
in feed for chickens, foot and mouth disease,
infections with Shiga toxin E. coli in beef, unpas-
teurized milk and milk products, unpasteurized
apple juice, detected antibiotics in bee honey and
in chicken, the use of genetically modified orga-
nisms, extensive use of emulsifiers.

If in the European Union, the ability to
track any food product during the entire chain is
guaranteed by the EC Regulation N0.178/2002,
the correctness and mandatory nutrition infor-
mation on the label is guaranteed by Regulation
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informatiilor nutritionale mentionate pe eticheta
este garantati de Regulamentul (EU) nr.
1169/2011, productia ecologicd si etichetarea
produselor ecologice garantate de Regulamentul
(CE) nr.834/2007, atunci unele alimente, ce
poartda sigla ,,Euro-frunza”, pot provoca deze-
chilibre nutritionale si pune in pericol sdnatatea
consumatorului. Cu toate ca existd o multime de
regulamente, care reprezintd garantii ale calitatii
produselor agroalimentare, totusi, consumatorii
apeleazd la tehnici mai lejere de evaluare a
calitatii, si anume: 12% dintre consumatori con-
sidera pretul un indicator al calitatii, pentru 41%
dintre consumatori — designul produsului este
parametrul fundamental Tn luarea deciziei de
cumparare, 14% au Incredere in denumirea
marcii/brandului de tard, in informatiile de pe
etichete si 33% dintre consumatori apreciaza
calitatea dupd notorictatea comerciantului [2].
Astfel, se poate conchide cd asumarea garantiei
pentru siguranta alimentara revine producatorului,
comerciantului si eticii, conduitei profesionale n
timpul activitatii acestora. Consumatorul modern
se declard un protector al mediului (Suedia —100%
din populatie, Malta — 99%, Romania — 91%) [5],
[6], cu un consum echilibrat de produse agro-
alimentare, un individ informat si cu principii
Tnalte morale, dar datoritd conjuncturii economice
instabile, nesiguranta unui loc de munca, presiunii
stresului la locul de munca, insuficientei timpului
liber,
parametrii calitatii si sd opteze pentru produse
conventionale, si nu ecologice, naturale.

Metode aplicate. Pornind de la faptul ca
producatorii si comerciantii din filiera agroali-
mentara urmaresc sa atingd sigurantd, legalitatea

fac ca acesta sia nu estimeze corect

productiei si consecventd si acceptabilitate din
partea consumatorului, scopul nostru a fost de a
determina impactul activitatii operatorilor filierei
asupra comportamentului consumatorului si rolul
analizei psiho-senzoriale in luarea deciziei de
cumpdrare a acestuia, precum si determinarea
tipologiei consumatorului modern autohton.

Tn acest scop, s-a realizat o ancheta, care s-
a desfasurat in perioada 15-26 octombrie 2016,
prin distribuirea si colectarea personald a ches-
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(EU) no. 1169/2011, organic production and la-
belling of organic products is covered by Regu-
lation (EC) Nr.834/2007, therefore, some foods
bearing the logo “Euro-leaf” can cause nutritional
imbalances and endanger the health of the
consumer. Although there are a lot of regulations
that constitute a quality guarantee of agro-
alimentary products, yet, consumers engage more
relaxed techniques for quality assessment,
namely: 12% of consumers consider the price to
be a quality indicator, for 41% of consumers the
design of the product is a fundamental parameter
in the purchase decision 14% pay attention to the
brand name / brand of the country and to the
information on labels and 33% of consumers
appreciate the quality after the trader’s reputation
[2]. Thus, we may conclude that the assumption of
food safety guarantee belongs to the manufacturer
and the trader, and to the professional ethics of
their activities. The modern consumer is declared
the protector of the environment (Sweden — 100%
of the population, Malta — 99%, Romania — 91%)
[5], [6], with a balanced consumption of food
products, an informed individual with high moral
principles, but economic circumstances, job
volatility, pressure at work, insufficient free time
make him estimate incorrectly the quality para-
meters and choose conventional products and not
organic, natural ones.

Applied methods. Starting from the fact
that producers and traders from the agro-ali-
mentary sector strive to achieve safety, legality,
consistency and acceptability of their production
for consumers, our goal was to establish the
impact of operators’ activities on consumer’s
behaviour and to determine the role the psycho-
sensory analysis in making a purchase decision;
we also search to determine the typology of the
modern local consumer.

So, an investigation was conducted having
this objective. It was held during October 15-26,
2016 by distributing and collecting personal
guestionnaires. The respondents were people aged
between 18 and 35, on grounds of increased
interest in mobility, current progress, fashion.
There was used a questionnaire consisting of 30
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tionarelor. Respondentii au fost persoane cu
varsta cuprinsa intre 18 si 35 de ani, pe criteriul :
unui interes crescut fatd de ceea ce inseamné;
mobilitate, progres actual, moda. A fost folosit un -
chestionar constituit din 30 de intrebari, dintre

care 12 — deschise, aplicat unui esantion de con-

raioanele tarii. Pentru interpretarea rezultatelor s-
au folosit: diferentiala semantica, metoda
ordondrii rangurilor, metoda cu suma constanta,

marimile relative de structura si coordonare, indi- :
catorii imprastierii pentru variabilele cantitative -
si media calculatd din limita de interval prin :
- area and 38,89% from urban area. Taking into
> account the specificity of the investigated group,

metoda de moment.
Rezultate si discutii. Din totalul de 72 de
persoane chestionate, 38,89% au fost femei si

mediul rural si 38,89% — din mediul urban. Por-

prin metoda de moment, venitul mediu lunar al -
* question “Sort by marks from 10 to 1 (in decree-
Pentru determinarea tipologiei consumato- -

intervievatilor a constituit 2780,93 lei.

rului modern autohton, intervievatii au raspuns la :

intrebarea ,,Ordonati cu note de la 10 la 1 (in 1,39%.

12

descrestere) prioritatile Dvs.

1,39%.

- for

Raéspunsurile sunt -
elucidate in figura 1. Rata non-raspunsurilor -

questions, of which 12 questions were open. A
convenience sample consisting of 72 respondents
from all regions of the country was achieved. In
order to interpret the results there were used:
semantic differential, the method of rank ordering,

> the method with constant amount, relative sizes of
venienta format din 72 de respondenti din toate -

structure and coordination, dispersion indicators

quantitative variables and the average
: calculated from the interval limit by the method
- of moment.

Results and discussions. Of the 72 people
surveyed, 38,89% were women and 61,11% were
men, distributed as follows: 61,11% from rural

Eusing the average calculated from the limit of
61,11% — barbati, distribuiti astfel: 61,11% — din
- monthly income of the respondents constituted
nind de la specificul grupului investigat, folosind : MDL 2780.93.

media calculati din limita de intervale neegale -

unequal intervals by the method of moment, the
In order to determine the local modern
consumer’s typology, respondents answered the

sing order) your priorities!” The responses are
outlined in figure 1. The non-response rate is of

Economisirea timpului / Time saving

Plata utilitatilor / Utilities payment

Gasirea si pastrarea unui loc de munca / Finding. .
Investitii in imobile / Investments in real estate
Grija fata de mediul ambiant / Care for the..
Investitii in educatie / Investments in education
Economisirea veniturilor familiei/ Family income. .

Grija fata de propria sanatate si sanatatea familiei /..

Figura 1. Ierarhia priorititilor consumatorilor chestionati /
Figure 1. The hierarchy of the questioned consumers’ priorities
Sursa: elaborata de autor/Source: elaborated by author
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Daca e sa analizam rezultatele expuse in
diagrama de mai sus, observam ci grija fata de
propria sanatate si sanatatea familiei este cea mai
influenta prioritate, ceea ce ar insemna c¢a, atunci,
cand consumatorul ia decizia de cumpdrare a
produselor agroalimentare el trebuie sa evalueze
foarte bine toti indicatorii calitatii.

Evaluarea inaltd a ,grijii fata de propria
sanatate si sanatatea familiei”, ,,investitiile in
educatie”, ,,grija fatd de mediul ambiant” denota
faptul cd consumatorul e predispus spre dez-
voltarea sustenabila. Desi gasirea §i pdstrarea
unui loc de munca se claseaza pe locul II, totusi,
economisirea veniturilor se plaseazd pe ultimul
loc, ceea ce presupune faptul cd majoritatea
veniturilor consumatorilor se transforma in plati
pentru chirii, taxe de studii si plati pentru utilitati.

,»Qrija fatd de propria sanatate si sanatatea
familiei” implica faptul ca, de fiecare data, con-
sumatorul si analizeze si sa evalueze parametrii
calitatii produselor agroalimentare, ceea ce pre-
supune un oarecare timp petrecut la raft. Astfel,
subiectii chestionati au fost rugati sa raspunda la
urmitoarea intrebare ,In cate minute faceti
cumparaturile?”. Folosind media aritmeticd pon-
deratd, s-a constatat cd barbatii cheltuiesc, in
medie, 45 de minute si 15 secunde pentru cum-
pararea produselor agroalimentare, iar femeile 58
de minute si 56 de secunde. Acest indiciu devan-
seaza teoria ,,soldatului si artistei” sau ,,vanatoru-
lui si gospodinei”, potrivit carora barbatii abor-
deaza cumpardturile ca pe o misiune ce trebuie
indeplinita cat mai repede. Ei localizeaza produ-
sul, platesc si parasesc incinta si, daca se poate,
fard niciun contact cu personalul magazinului, in
timp ce femeia analizeazd oferta, pretful, e mai
atenta la detalii si chiar socializeaza. Totusi, acest
timp este insuficient pentru o analizd detaliatd a
parametrilor calitativi.

Luarea deciziei de cumpdrare a unui pro-
dus agroalimentar depinde de 4 categorii de
factori: inocuitatea, valoarea nutritiva (compo-
zitia chimicd, microbiologicd si valoarea ener-
geticd), caracteristicile senzoriale (aspectul exte-
rior, textura, limpiditate, aspectul interior, cu-
loare, aroma/miros/buchet, gust, suculentd, influ-
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The analysis of the data from the above
chart notes that care for own health and for the
health of the family is the most influential
priority, which means that when consumer deci-
des to purchase food products he should carefully
assess all quality indicators.

High rating of “care for own health and for
family health”, “investments in education”, “care
for the environment” shows that consumers lean
towards the sustainable development. “Finding
and keeping a job” ranks the second, “saving
income” ranks the last, which shows that most
consumers’ incomes are paid for rent, school fees
and utility payments.

“Caring for own health and for family
health” implies the consumer to analyse and
evaluate quality parameters of food products,
which requires some time spent at the shelves.
Thus, the interviewed were asked to answer the
following question “How long does it take you to
do your shopping?” Using a weighted arithmetic
average, it was found out that men spend on
average 45 minutes and 15 seconds to buy food
products, and women spend 58 minutes and 56
seconds. This fact supports the theory of “soldier
and artist” or of “hunter and housewife”, accor-
ding to which men consider shopping as a mission
to be accomplished quickly. They locate product,
pay for it and leave the premises and, if possible,
without any contact with the store staff, while the
women examine the offer, the price, they are
attentive to details and even socialize. However,
this time is insufficient for a detailed analysis of
qualitative parameters.

Making the decision to purchase a food-
stuff depends on four categories of factors: inno-
cuousness, nutritional value (chemical com-
position, microbiological composition and energy
value), sensory characteristics (appearance,
texture, clarity, interior layout, colour, aroma /
scent / flavour, taste, juiciness, touch and sound
influence) and comfort (packaging, processing
level and shelf life). In order to determine which
of these categories have the largest impact on the
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enta tactilului si a sonorului) si confortul (amba-
lajul, nivelul de procesare si viata la raft). Pentru
a determina care din aceste categorii au impactul
cel mai mare asupra luarii deciziei de cumparare,
subiectii cercetati au raspuns la intrebarea:
»Atunci, cand achizitionati un produs agroali-
mentar, de ce tineti cont in primul rand?”

INESS AND ADMINISTRATION

purchase decision, the surveyed subjects res-
ponded to the question: “When purchasing a
foodstuff, what do you take into account first?”

Sa fie neambalat / It should be unpacked
Sa fie mare/frumos / It should be big/nice
Sa nu contind E-uri / It shouldn’t contain emulsifiers
Sa fie ieftin / It should be inexpensive
Sa miroase bine / It should smell good
Sa fie de marca / It should be branded
Sa nu aiba leziuni mecanice / It should have no mechanical damage
Sa nu fie expirat/ It should not be expired
Sa fie natural / It should be natural

Sa fie proaspat / It should be fresh

1,39%

12,5%

19,44%

19,44%

26,39%

30,56%
37,5%

45,39%

59,72%

,06%
100

20

40 60 80

Figura 2. Estimarea organole
Figure 2. The organoleptic

ptica a calitatii alimentelor /
estimation of food quality

Sursa: elaborata de autor/Source: elaborated by author

Este specific faptul ca aproape fiecare
consumator atrage atentia la prospetimea alimen-
tului, dar, practic, unul din doi consumatori se
uita la termenul de valabilitate, ceea ce denota ca
cumparatorii apreciaza prospetimea alimentului
si dupa alti parametri, in special, cei estetici:
culoare, textura, limpiditate etc.

1/4 dintre consumatori se bazeaza pe miros
— ca garant al calitatii si fiecare al treilea res-
pondent se bazeazd pe notorietatea producato-
rului si/sau comerciantului.

Desi, pe baza aprecierii psiho-senzoriale,
se iau decizii de cumpdrare a alimentelor,
evaluarea calitatii alimentelor nu poate fi pe
deplin estimata de cumparator, chiar dacd acesta
va citi continutul etichetei, va lua un produs de
marca, cu aspect placut etc.

Valoarea sanogenicd a alimentului poate fi

determinatd doar in laborator si tine de morali-

It can be noted that almost every consumer
pays attention to the freshness of the food product,
but almost one in two consumers looks at the
validity term, which shows that the consumers
appreciate the freshness of the food product
by other parameters too, especially by those
aesthetical: colour, texture, clarity etc.

One quarter of consumers rely on smell as
a guarantee of quality and every third consumer
rely on the reputation of the manufacturer and/or
dealer.

Although purchasing decisions are made
on the basis of the psycho-sensory evaluation of
food products, assessing food quality cannot be
fully estimated by the buyer, even if he reads the
content of the label, takes a branded product that
looks good etc.

The sanogenic value the food product can
be determined only in the laboratory and depends

Revista / Journal ,,ECONOMICA” nr.4 (98) 2016
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tatea si etica profesionald a producatorului, ca
acesta, in goana dupd profit, sa nu dauneze
sanatatii si vietii consumatorului si sa nu-l1 minta.

Pentru a determina preferinta consumato-
rului modern pentru alimentele obisnuite sau
sanogenice si factorii care determind un ase-
menea comportament, subiectii chestionati au
raspuns la doua intrebari: ,,Enumerati produsele
alimentare ce alcatuiesc cosul Dvs. de consum!”
si ,,Enumerati produsele agroalimentare pe care
ati dori sa le cumparati, dar sunt foarte scumpe!”

Din figura 3, se poate constata ca 69,44%
dintre respondenti consuma, preponderent, fructe
si 66,66% — legume, circa 59,72% dintre con-
sumatori — cartofi si paine (produse bogate in
amidon), peste — 45,83%, lapte si produse lactate
— 48,61%; unul din 5 consumatori — branza de
vaci si oud si, de asemenea, 20,82% din respon-
denti consuma carne de vita, pui §i porc.

on the morality and professional ethics of the
manufacturer, so as, in the rush for profit, not to
harm the health and life of the consumer and not
to lie.

In order to determine the modern consu-
mer's propensity to ordinary food products or to
healthy ones and to establish the factors that
determine such a behaviour, the questioned sub-
jects answered two questions: “List the foods that
make up your consumer basket” and “List
the food products that you would like to buy, but
they are very expensive!”

From figure 3, it appears that 69,44% of res-
pondents consume fruits and 66,66% — vegetables,
about 59,72% of consumers consume potato and
bread (starch-rich products); fish — 45,83%, milk
and milk products — 48,61% of respondents; one
in five consumers consume eggs and cheese and
20,82% of consumers eat meat (beef, chicken,
pork).

Carne de vitd / Beef

Carne de pui / Chicken

Carne de porc / Pork

Paste fainoase / Pasta

Branza de vaci / Cow Cheese

Oua / Eggs

Cereale / Cereals

Morcov, ceapa / Carrot, onion

Mere / Apples

Peste / Fish

Castraveti, varzd / Cucumbers, cabbage
Lapte si produse lactate / Milk and diary products
Rosii / Tomatoes

Péaine / Bred

Cartofi / Potatoes

Ardei, ciuperci etc./ Pepper, mushrooms etc.

Struguri, banane, prune / Grapes, bananas, plums

5,55 %
6,94 %

8,33 %
16,67 %
18,05 %

22,22%

3%

6,11 %

38,89 %

45,83 %
47,22 %
48,61 %
55

[=

J

33,3

,56 %

6,94 %

59,72 %

66,66 %
69,449

20

40 60 80

Figura 3. Ponderea ih consum a alimentelor cu impact pozitiv asupra sanatatii /
Figure 3. The consumption share of food products with a positive impact on health
Sursa: elaborata de autor/Source: elaborated by author

Un atare comportament inclinat spre pro-
duse vegetale si foarte putin spre cele de origine
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Such behaviour oriented to vegetal pro-
ducts and not to the animal ones emerges from the
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animaliera reiese din insuficienta veniturilor, mai
degrabad, decat din valoarea sanogenica a bunu-
rilor fitotehnice.

Din figura 4, se poate constata ca, in cosul
de consum, intrd si produse cu un impact negativ
asupra sanatatii consumatorului, si anume, unul
din doi consumatori procura salam, 1/3 din con-
Sumatori cumpara delicatese si 20,83% — zahar.

insufficiency of income rather than from the
sanogenic value of vegetal products.

From figure 4, it appears that in list the foods
that make up their consumer basket are the food
products with negative impact on health, and
one in two of respondents consume sausage,
1/3 of consumers consume delicacies and 20,83%
—sugar.

Sare / Salt

Maioneza / Mayonnaise

Béuturi carbogazoase / Carbonated drinks
Sméantana / Sour cream

Delicatese / delicacies

Cascaval / Cheese

Zahar / Sugar

Salam / Sausage

31,95%

19,44%

20,83%

51,39%

0

10 20 30 40 50 60

Figura 4. Ponderea in consum a alimentelor cu impact negativ asupra sanatatii/
Figure 4. The consumption share of food products with negative impact on health
Sursa: elaborata de autor/Source: elaborated by author

Orientarea consumatorului, spre produsele
cu impact negativ asupra sanatatii, se face pur
congtient: ,,Care, dupa parerea Dvs., sunt ali-
mente periculoase, dar, rareori, totusi, le consu-
mati?” — astfel, 40,27% dintre subiectii cercetati
au mentionat pesmetii si chipsurile (care contin
prea multd sare, E 621), fiecare al treilea consu-
mator a inscris mezelurile si bauturile carboga-
zoase si 8,33% au mentionat maioneza. La intre-
barea ,,De ce le consumati?”, raspunsurile au
fost: ,,Sunt gustoase!”. Putem conchide ca focali-
zarea consumatorului pe astfel de produse este
dirijata si sustinutd de producatori prin interme-
diul procesului tehnologic prin folosirea aditi-
vilor si conservantilor, care intensifica gustul si
mirosul, fapt ce contribuie si la achizitionarea lor.

Acest fapt este confirmat si de raspunsurile
la intrebarea ,,Care sunt produsele pe care le-ati
consuma zilnic cu placere?”. Raspunsurile sunt
elucidate n figura 5.

Consumer’s orientation towards products
with a negative impact on health is purely cons-
cious: “What, in your opinion, are dangerous food
products, and yet you consume them, rarely?” —
Thus 40,27% of the surveyed subjects mentioned
crackers and chips (which contain too much salt,
E621), every third consumer mentioned sau-
sage and carbonated drinks, 8,33% mentioned
mayonnaise. When asked “Why do you consume
them?” the responses were: “They are tasty!” We
can conclude that the consumers are focused on
such foodstuffs being directed and supported by
the producers by means of the technological
process, by using additives and preservatives
which intensify the taste and smell contributing to
their purchase.

This fact is confirmed by the answers to
the question “What products would you con-
sume daily with pleasure?” The responses are
outlined in figure 5.
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Cagscaval / Cheese
Peste / Fish
Delicatese / delicacies
Paine / Bred

Lapte si produse lactate / Milk and diary..
Carne (porc, vita etc.) / Meat (pork, beef etc.)
Legume / Vegetables

Mezeluri / Sausage

Fructe, inclusiv exotice / Fruit including..

13,98%

13,89%

22,22%
22,22%
26,39%
26,39%
33,33%
36,11%
81,94%

20 40 60 80 100

Figura 5. Potentialele produse preferate de catre consumatorii chestionati/
Figure 5. Potential products preferred by the surveyed consumers
Sursa: elaborata de autor/Source: elaborated by author

Din figura 5, reiese ca aproape fiecare
consumator si-ar dori fructe, fiecare al 4-lea
consumator — carne si doar unul din 5 consu-
matori si-ar dori paine.

In ceea ce priveste produsele agroalimen-
tare, pe care clientul ar dori sa le cumpere, dar
sunt foarte scumpe, acestea sunt: produsele cu
impact negativ asupra sanatatii: salamul — cu 0
pondere de 31,94%, cascavalul — 23,61%, delica-
tesele — 30,55% si produsele cu impact pozitiv
asupra sanatatii: fructele exotice (91,66%), cavia-
rul (31,94%), somonul (13,89), pestele (crap,
caras etc.) — 18,89% si carnea de porc —12,5%.
Astfel, se specifica faptul ca, odata cu cresterea
veniturilor, subiectii chestionati vor inclina spre
bunurile superioare in detrimentul bunurilor nor-
male, fie pentru a-si inlatura frustrarile anterioare
cu privire la calitatile bunului respectiv, fie pen-
tru a-si etala comportamentul snobist sau imitativ
al oamenilor cu venituri mari si foarte mari.

Tipologia produselor agroalimentare, dupa
impactul asupra sanatatii consumatorului, este
evaziva, deoarece s-a luat in calcul doar valoarea
entropica a alimentelor, astfel, incat alimentele
procesate au o entropie mai micd, intrucat, prin
acest proces tehnologic se pierd elementele
esentiale ale bunului fatd de starea lui neproce-
sata (Vitam
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Figure 5 shows that almost every con-
sumer would want fruit, every 4th consumer
would want meat and only one in five consumers
would like bread.

As for the food products that the customer
would like to buy, but they are very expensive,
these are: products with negative health impact:
sausage with a share of 31,94%, cheese — 23,61%
delicacies — 30,55% and products with positive
health impact: exotic fruits (91,66%), caviar
(31,94%), salmon (13,89), fish (carp, etc.) -
18,89% and pork — 12,5%. Thus, it can be seen
that with increasing incomes, the questioned
subjects will choose superior products to the
detriment of normal products, either to remove
their earlier frustrations on the qualities of
products or to display their snobbish or imitative
behaviour of people with high and very high
income.

The typology of agro-alimentary products
according to their health impact on the consumer
is elusive, because we took into account only the
entropic value of products as processed products
have a lower entropy because through this
technological process the essential elements of the
product are lost compared to its unprocessed state
(The vitamin C is water soluble, it is easily lost
when fruit and vegetables are kept in water and
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ina C este hidrosolubila, ea se pierde usor,
daca fructele sau legumele sunt tinute in apa si se
pierde total, daca fructele sau legumele se fierb).
Incadrarea fructelor si legumelor la alimentele cu
impact pozitiv asupra sanatatii, este posibila,
numai dacd este demonstratd inofensivitatea lor.
Tn acest scop, consumatorilor respondenti li s-a
pus intrebarea: ,,Ce va deranjeaza cel mai mult la
produsele agricole?”. Raspunsurile sunt elucidate
n figura 6.

totally lost if the fruit or vegetable is cooked).
Framing fruit and vegetables to products with
positive health impact is possible only if their
harmlessness is proved. For this purpose the
surveyed consumers were asked: “What bothers
you most about agricultural products?”. The
responses are outlined in figure 6.

Nu au standarde/ They do not have standards 6 2,78 %
Sunt supradimensionate / They are oversized
Sunt ambalate / They are packed

Au culori aprinse / They have bright colours
Sunt scumpe / They are expensive

Sunt vatamate / They are damaged

Sunt murdare / They are dirty

Sunt alterate / They are altered

Sunt poluate / They are polluted

|

|_ 9,72%
|_ 9,72%
(I 30,55 %

— 44,44%
— 44,44 %
:_ 48,61 %
_6,94 %

43,05 %

0 10

20 30 40 50 60

Figura 6. Ponderea caracteristicilor ce favorizeazi respingerea produselor agricole/
Figure 6. The share of the features that favor there jection of agricultural products
Sursa: elaborata de autor/Source: elaborated by author

Din figura 6, se observa cd mai mult de 2
dintre consumatori au dubii asupra calitdtii micro-
biologice a produsului, chiar daca aceasta nu se
poate stabili organoleptic, consumatorii se ghidea-
za de anumite stereotipuri (e prea mare, are coaja
intactd, nici urma de daundtor, ceea ce nu poate fi
n realitate, daca nu se folosesc substante chimice
— rationament dedus din cercetarea subiectilor).

Unul din doi consumatori este deranjat de
plasarea la raft a produselor alterate, murdare si
vatamate. Circa 2 din consumatori considera ca
produsele agrare sunt scumpe, in special, cele
autohtone (lkg de mere aproape ca echivaleaza
cu 1 kg de banane — rationament expus de cétre
subiectii cercetati). Tactica supermarketurilor de
a comercializa produsele agricole in vrafuri, fara
a fi expuse procesului de curdtare (inlaturarea

From figure 6, it is observed that more
than half of the consumers doubt the micro-
biological quality, even if it is hard to be deter-
mined organoleptically, the consumers are guided
by certain stereotypes (the product is too big, has
intact peel, no trace of pests, that happens if che-
micals are used — this is the reasoning deducted
from the research of the subjects).

One of two consumers is bothered by
placing altered, dirty and damaged products on
the shelves. About half of the consumers think
that agricultural products are expensive, particu-
larly domestic ones (1kg of apples almost equals
1kg of bananas — the reasoning displayed by the
investigated subjects). The supermarkets’ policy
to sell agricultural products in piles without being
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taranei de pe cartofi, morcovi, ridichi), inca mai
poate pozitiona marfa ca fiind ecologica/naturala,
procurata direct de la tara.

Incd o metodd de protejare a consumato-
rului fatd de calitatea dubioasd a produselor
agrare fitotehnice (legumele si fructele) e ca le
prefera pe cele de sezon (79,17% dintre respon-
denti) in detrimentul celor de extrasezon (19,44%)
si al trufandalelor (1,39%). Respingerea trufan-
dalei e cauzatd de faptul cé producdtorii folosesc,
uneori, substante chimice, care stimuleaza coace-
rea si maturitatea, deci,acestea devin nocive si,
mai apoi, ca sunt prea scumpe. Respingerea legu-
melor si fructelor comercializate in perioada extra-
sezon creeazd consumatorului ideea cd, pe langa
toate substantele periculoase pe care le contin, se
mai adaugd si sulfitii, substante antifungice etc.
Unele din aceste idei pot fi chiar mituri, iar sulfitii
devin inofensivi, daca produsele sunt lasate la aer
inainte de a fi consumate, totusi, aceste mituri
influenteaza comportamentul consumatorului.

Alte tactici care contribuie la scaderea
atractivitatii produselor alimentare sunt: ingelarea
la cantar, ambalajele supradimensionate, prefu-
rile-momeald, tacticile slow-shopping, originea
produsului.

in scopul depistarii locatiilor, care se ,,in-
vrednicesc” de tacticile ne-etice: ingelarea la cantar,
preturi exagerate, produse nocive, — respondentilor
li s-a cerut sa raspunda la intrebarea ,,De unde
achizitionati produse agroalimentare?”. Cele mai
frecventate locatiuni mentionate sunt pietele in
aer liber, pentru care au optat 81,94% dintre
subiectii cercetati, apoi reteaua de supermarketuri
— 58,33%, magazinele specializate — 36,11%, direct
de la producator (inclusiv de la tara) — 50%, targuri
si expozitii — 13,89% si online — 5,55%.

Pietele publice sunt preferate de catre
persoanele care cumpard legume, fructe, carne,
branza de vaci si de oi. Reteaua de supermarke-
turi este preferatd pentru cumpdrarea salamuri-
lor, cascavalurilor, laptelui si produselor lactate
(inclusiv cele pentru copii). Producatorul direct
este In lista preferintelor cumpératorului care
preferd sa achizitioneze carne in cantitdti mari
(masa vie sacrificata, sorici, slanind), branza de
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exposed to the cleaning process (liquidation of
dust from potatoes, carrots, and radish) can still
is positioned as peasant, which means ecologi-
cal/natural.

Another way to protect the consumer
against the dubious quality of agricultural vegetal
products (vegetables and fruits) is that they prefer
seasonal products (79.17% of respondents) to the
detriment of the extra seasonal ones (19.44%) and
early vegetables (1.39%). The rejection of early
vegetables is caused by the fact that manu-
facturers use chemicals rushing ripening and ma-
turity, so it is harmful and, then, it's too expensive.
The rejection of vegetables and fruits sold during
low season creates the idea that, in addition to all
the hazardous substances, they also contain sul-
phites, antifungal substances are added etc. Some
of these ideas may be just myths, and sulphites are
harmless, if the products are left to air before
being consumed, yet these myths influence the
consumer’s behaviour.

Other tactics that contribute to the low
attractiveness of foodstuffs are: deception when
weighing, oversized packaging, bait prices, slow-
shopping tactics, free samples in commercial
areas, origin of the product.

In order to target the locations that use
unethical tactics: deception when weighing, too
high prices, harmful products, respondents were
asked to answer the question “Where do you
purchase food products?” the most visited place
is the outdoor market that was chosen by 81,94%,
next comes the network of supermarkets —
58,33%, specialized shops — 36,11%, directly
from the manufacturer (including from the farms)
— 50%, fairs and expositions — 13,89%, on line
purchases — 5,55%.

The market is preferred to buy vegetables,
fruits, meat and cheese from cows and sheep. The
network of supermarkets is preferred to purchase
sausage, cheese, milk and milk products (inclu-
ding those for children). Direct manufacturer is
preferable when purchasing meat in large quan-
tities (sacrificed live weight, rind, bacon), sheep
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oi, oud de giina si prepelitd, ulei de floarea-
soarelui, seminte, leguminoase (bob, linte, fasole,
mazdre etc.), miere de albine etc. Magazinele
specializate sunt preferate pentru cei care doresc
in cantitati mici de carne, produse alimentare
importate (ulei de masline, ulei de struguri, in
etc., orez, cafea, ciocolatd, miere, struguri etc.).
Piata online este preferatd pentru procurarea
produselor agroalimentare exclusive: magiun de
prune (de Topoloveni), dar, de fapt, este folosita
si ca piata offline, adicd consumatorul se infor-
meaza despre locatia unde ar putea gasi produsul
si, apoi, piata online se transforma fie in magazin
specializat, fie 1n targ, fie chiar si se ia contact
direct cu producatorul de la tara.

Tn scopul de a stabili designul produsului
agroalimentar, care ar satisface consumatorul
modern autohton, acesta a fost rugat si acorde
note de la 1 (absolut neimportant) la 10 (foarte
important) urmatoarelor caracteristici ale pro-
duselor agroalimentare. Raspunsurile sunt eluci-
date in figura 7.

cheese, chicken and quail eggs, sunflower oil,
seeds, berries, honey. Specialized stores are pre-
ferred when purchasing meat (in small quantities),
imported food (olive oil, grape seed oil, flax oil,
rice oil etc., coffee, chocolate, honey, grapes, etc.)
Online market is preferred for exclusive food
products: plum marmalade (from Topoloveni),
but, in fact, it is used as an offline market, i.e. the
consumer looks for the place where he can find
the product and then the online market turns either
into a specialized shop or into a fair or even
directly from the manufacturer from the country.

In order to establish the design of the agro-
alimentary product that would satisfy the modern
consumer, he was asked to rate from 1 (absolutely
unimportant) to 10 (very important) the following
characteristics of food products. The responses
are shown in figure 7.

Sa aiba termenul de valabilitate cat mai mare / They should have the
validity period as long as possible

Sa fie semiprocesat / They shuld be semi — processed

Sa nu necesite conditii stricte de pastrare / They shouldn’t require
strict storage conditions

Sa se pregateasca usor / They should be cooked easily
Sa aiba pret redus / They should have reduced price

Sa fie de marca / They should be branded

Sa fie colorat conform speciei/soiului / They should be coloured
according to the species/type

Sa nu foloseasca copii in cdmpul muncii / Children should not be
employed in the field of work

Sd aiba utilitate mare / They should have great utility

Sa aibd ambalaj reciclabil / They should have recyclable packaging

Sa se gaseasca usor pe piatd / They should be found easily on the
market

Sa fie gustos / They should be tasty

Sa nu dauneze mediului inconjurator / They shouldn’t harm the
environment

Sa fie natural/bio / They should be natural/ bio

Figura 7. Elementele definitorii ale atractivitatii produselor agroalimentare /
Figure 7. The defining elements of agro-alimentary products’ attractiveness
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Sursa: elaborata de autor/Source:elaborated by author

Putem conchide cd consumatorul modern
are un comportament de tranzitie (sau de con-
versie) de la bunuri obisnuite provenite din agri-
cultura intensiva, cu obiceiuri culinare rudi-
mentare, cu stilul utilitar-instinctiv si senzual-
traditionalist spre unul cerebral-estetic, cu obi-
ceiuri culinare sandtoase si orientat spre dez-
voltare durabila.

Totusi, sunt unele aspecte, care au fost pe
deplin exploatate de agricultura intensiva, de pro-
cesul tehnologic, care i-au creat consumatorului
obignuinte de consum si care sunt folosite de
catre acesta ca parametri in evaluarea calitatii
tuturor produselor. Astfel, produsele consumate
in copildrie au devenit, pentru cumparatori, un
etalon al gustului. Caracteristica ,,sa fie gustos”
este mai mult specificd procesului tehnologic.
Deci, consumatorul necesitd si in continuare o
intensificare a gustului, insa aceasta este posibila,
uneori, doar prin folosirea E-621 — posibil can-
cerigen. Produsele naturale, biologice au o bogata
valoare nutritivd si sunt inofensive pentru sana-
tate, insa, sunt perdante la capitolul calitate est-
etica (dimensiuni, culoare).

Altd caracteristica, specificd agriculturii
intensive, este ,,sa se pregidteascd usor”’. Desi
ofera consumatorului avantaje ce tin de econo-
misirea timpului, produsele astfel consumate sunt
hibrizi, care, deseori, nu asigurd pe deplin nece-
sitatile nutritive ale individului.

O alta trasaturd a consumatorului, raportata
la dinamismul vietii sale, ¢ cd acesta are foarte
multe responsabilitati si nu mai doreste sa si le
asume §i pe cele privitoare la conditiile stricte de
pastrare ale alimentelor. Satisfacerea acestui
capriciu stimuleaza producatorii sd foloseasca cat
mai multi conservanti, care sa asigure pastrarea
calitatii organoleptice si in conditii extreme.

Sintetizand rezultatele din figurile 7 si 8,
noul design al alimentului este un hibrid format
din elemente ale dezvoltarii durabile, dar si din
elemente legate de procesul tehnologic.
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We can conclude that the modern consumer
has behaviour of transition (or conversion) from
usual goods from intensive farming, with rudi-
mentary food habits, with utility-instinctive and
sensual-traditionalist style to the aesthetic style
with healthy eating habits and oriented to the
sustainable development.

However, there are some issues that have
been fully exploited by intensive agriculture, by
the technological process, which have created in
the consumer certain consumption habits that are
used by him as parameters in assessing the quality
of all products.

Thus, the products consumed in childhood
have become a standard of taste. The feature “it
should be tasty” is more specific for technological
process. So, the consumer requires further
intensification of taste, but this is possible through
the use of E-621 — a possible carcinogen. Natural
products have a rich biological nutritional value
and are harmless to health, but they are losing in
aesthetic quality (size, colour).

Another characteristic of intensive agri-
culture is “easy to prepare”. Although it offers the
consumer benefits related to timesaving, products
consumed in such a way are hybrids, which often
do not provide full nutritional needs of the
consumers.

Another feature related to the dynamism of
the consumer's life, is that he has many res-
ponsibilities and no longer wishes to comply with
the strict conditions related to food storage. The
desire to satisfy this whim stimulates the pro-
ducers to use more preservatives, which preserve
the organoleptic quality even in extreme con-
ditions.

Summing up the results in figures 7 and 8,
the new design of the food product is a hybrid
composed of the elements of the sustainable
development, but also of the items related to the
technological process.
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Cetatean corporativ / Corporate citizen:

* Sa consolideze societatea / The society needs
to consolidate;

* Excluderea copiilor din cdmpul muncii /
The exclusion of children from the work field;

* Concilierea vietii profesionale cu cele personale
/The reconciliation of professional
and personal life.

Prietenos cu mediul/ Environmentally friendly:

* Emisii reduse de CO, pe toata filiera /
Low CO2 emissions along the entire chain;

*Consum moderat de apa / Moderate water
consumption;

* S3 nu epuizeze solul /It shouldn’t wear out
the soil;

*Ambalaj reciclabil / Recyclable packaging.

Alimentul/Food product

Confortabil si avantajos / Comfortable
and advantageous:

* S3 se gaseasca usor / It should be found easily;

* S3 se pregateasca usor / It should be cooked
easily;

* Sa nu necesite conditii stricte de pastrare / It
shouldn’t require strict storage conditions;

* Utilitate maxima / Maximum utility.

Sanogenic / Sanogenic:

* Valoare nutritiva mare / Great nutritional value;

* S3 fie inofensiv /Harmless;
* S3 fie gustos / Tasty;

* Sa aiba calitate estetica/ Aesthetic quality.

Figura 8. Designul produsului agroalimentar elucidat de preferintele consumatorului modern /
Figure 8. The design of the agri-alimentary product elucidated
by the modern consumer’s preferences
Sursa: elaborata de autor / Source: elaborated by author

Pentru ca un aliment sa fie atractiv pentru
consumatorul modern, e necesar ca producatorii
sd aleagd acele instrumente de management, care
le-ar permite sa inteleagd mai bine, sa dezvolte,
sd imbunitateascd aspectele ce tin de calitate,
inofensivitatea produsului in consum si de ceta-
tenia corporativd a bunului respectiv. Potrivit
autorilor Overbosch si Blanchard [1], in industria
alimentara, cel mai mare aport il constituie
urmatoarele initiative: GFSI — Initiativa Globala
pentru siguranta alimentard; HACCP — Analiza
Riscurilor si a Punctelor Critice de Control; ISO
22000 — Managementul sigurantei alimentului;
ISO 9001 - Sisteme de management al calitatii; 6
Sigma — metodologie axatd pe calitate; GOST;
SA 8000, inelul lui Mobius etc.

Concluzii
Mizarea calitatii psiho-senzoriale a alimentelor,
producitorii si toti operatorii din cadrul filierei
agroalimentare trebuie sa dezvolte metode inova-
tive ale calitatii alimentare, luand in considerare

In order to make a food product attractive to
the modern consumer the food producers should
choose those management tools that would allow
them to better understand, develop, improve qua-
lity issues, safety of the product and the corporate
citizenship of the product.

According to the authors Overbosch and
Blanchard [1], in the food industry, the greatest
contribution is made by the following initiatives:
GFSI — Global Food Safety Initiative; HACCP -
Hazard Analysis and Critical Control Points; ISO
22000 — Food Safety Management; 1SO 9001 —
Quality Management Systems; 6 Sigma — metho-
dology focusing on quality; GOST; SA 8000,
Mobius ring etc.

Conclusions

In order to maintain competitiveness and to
optimize the psycho-sensory quality of food
products the manufacturers and all actors in the
food chain must develop innovative methods of
food quality taking into consideration the modern
decisive factors (income dimensions, leisure cri-
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factorii decisivi actuali (dimensiunile veniturilor,
criza timpului liber, nivelul somajului) si dorin-
tele/cerintele consumatorilor. Or, consumatorul
modern este unul dinamic, cu un comportament
cerebral-estetic, dar si un cetitean corporativ. in
consecinta, se impune ca si produsul si aiba
urmatorul design: sd fie sanogenic, prietenos cu
mediul ambiant, confortabil si avantajos, si un
cetdtean corporativ.

Acest nou design al produselor agroali-
mentare va genera valoare adaugata pentru pro-
duciator, prin avantaje economico-financiare, iar
pentru consumatori va genera beneficii sociale,
precum: calitate nutritivd mare, conservarea $i pro-
tejarea mediului ambiant si consolidarea societatii.

sis, unemployment rate) and the wishes / demands
of the consumers. However, the modern consumer
is dynamic, with an aesthetic brain-behaviour, but
he is also a corporate citizen. Therefore the pro-
duct should have the following design: it should
be healthy, environmentally friendly, comfortable
and convenient, and a corporate citizen.

This new design of food products will gene-
rate added value for the manufacturer through the
economic and financial benefits, and for the
consumers it will bring social benefits (high nutri-
tional quality, conservation and environmental
protection and consolidation of the society).
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