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Abstract: Our present study wishes to introduce the market situation of pasta 
manufacturing industry based on secondary sources. Pasta industry subsector, belonging to 
bakery and pastry sector, is considered to be one of the basic food products in food 
industry. 
The analysis takes a lookout on the world, on Europe and Hungary, besides we search for 
the resource of long-term competitiveness. It is a major problem that the actors of the 
concentrated pasta industry can get into an asymmetrical bargaining position in the strong 
competition according to their power. Another problem is that the private label products of 
domestic retail companies have an adverse impact on domestic pasta manufacturing. 
We explore the present situation as well as domestic and international judgement of pasta 
industry by means of Porter’s Five Forces model. We map the structure of pasta 
manufacturing industry sector; beside the supply and demand conditions, our study also 
covers the characteristics of rivalry within the industry and inter-company relations. 
It can be clearly seen from the analysis that those sustainably competitive companies who 
are able to renew themselves continuously in the pasta market or try to establish another 
type of need and consumer culture with a range of special products. 
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1 Introduction 
Our study wishes to draw a picture about the competitiveness and market situation 
ő ̋ood industry based on secondary sources. The de̋inition ő pasta industry 
subsector beloňiň to bakery and pasta sector is de̋inied by  KSH (TźAOR 
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number) and the directive No. βľŘő ő the Huňarian Żood Book1. Accordiň to 
this de̋initionĽ the examined productĽ i.e. pasta production within the “Bakery and 
Pastry” received  classi̋ication 107γ. This de̋inition includes dry pasta as well. 
The chapter ő Dry Pasta ő the Huňarian Żood Book also ̌roups dry pastas and 
provides the products with di̋̋erent compositions with identi̋ication number. 
Accordiň to nutrient contentĽ it distiňuishes pastas: with ě̌sĽ durumĽ homeľ
madeĽ and pasta made ̋rom other ̌rist; accordiň to method ő preparationĽ it 
distuiňuishes pastas: made by machineĽ by hand; accordiň to shape: ̋ibrousĽ 
small and debris pastas. It ̋ixes the usable materialsĽ the process ő productionĽ 
quality requirementsĽ and the markiň order on the packǎiň. β We are interested 
in how concentrated the pasta market is and how symmetrical the actors’s 
bařainiň position isĽ and how the products ő domestic retail networks impacts 
domestic pasta manűacturers. We map the situation ő competitiveness ő pasta 
industry by means ő Porter’s diamond model. OrǐinallyĽ the model ő Michael ź. 
Porter was introduced as an instrument ̋or creatiň the company’s stratěyγ. The 
theory and the practice proved that not only at company levelŐĽ but also it is 
suitable ̋or the analysis ő an industry sector. 
  

 

Żǐure 1. 
Porter’s diamond model ő competitiveness 

Source: Based on PorterĽ János Vařa  (β01Ő) p16Ő. 

                                                           
1  KSH TźAOR. www.teaorszamok.hu 
β  Mǎyar Élelmiszerkönyv. www.om̌k.hu/Mekv/β/βŘő.html 
γ  MorterĽ M. ź. (1řřγ) Versenyképessé̌. Akadémia Kiadó Budapest.  
Ő  Lehota Józse̋ (β00γ) A ̌abonaszektor piacelemzése. Ǎroin̋orm Kiadó. Budapest.  
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2 The structure and financial competition of pasta 
industry sector  
The produced quantitiy on the worlds’ pasta market was 1γĽő million tons in β01βĽ 
ő which the ̌reat majority was produced by the determinative actors. The źU 
was ranked ̋irstĽ the second is North America and the third is South America. This 
data chaňedĽ accordiň to the estimation in β016Ľ Middle and South America 
took over the leadĽ shortly be̋ore the źuropean Union. 

 

Żǐure β 
The world’s pasta production (β006ľβ01ő) 

Source: http://www.pastaľuna̋pa.oř/iňstatisticsβ.htm 
 

Between the countriesĽ βő percent ő the world’s pasta emission was ̌iven by 
Italy. This quantity makes up 6 percent ő the Italian ̋ood industry. BesidesĽ the 
USA with 1Őľ1ő percentĽ Brasil with řľ10 percentĽ Russia with 7ľŘ percent 
contributes to the world’s pasta production. Huňary is in the βőth on list ő Ő7 
countries.ő  
Consideriň pasta consumption per capitaĽ Italy is in the ̋irst place in the world 
with β6/ǩ/per capita per year in β01βĽ the inhabitants ő Venezuela are in the 
second place with the quantity ő 1γĽβ ǩ /persons/year. In the third and ̋ourth 
place are Tunisia (11Ľř/ǩ /person/year) and żreece (10Ľ6 ǩ /person/year). 
Huňary is in the 1őth place with the consumption ő 7Ľő ǩ pastas. (International 
Pasta OřanisationĽ β01γ. cites Katalin SzékelyhídiĽ β016. p1ŐŘ.) 

                                                           
ő  Katalin SzékelyhídiĽ β016. p1Ő7 

http://www.pasta-unafpa.org/ingstatistics2.htm
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Table 1. 
Manűacturiň ő the world’s pasta products (Tons) 

Source: http://www.pastaľuna̋pa.oř/iňstatisticsβ.htm 
 

 

Żǐure γ. 
The manűacturiň ő the quantity ő pasta in the źuropean (β006ľβ01ő) 

Source: http://www.pastaľuna̋pa.oř/iňstatisticsβ.htm  

http://www.pasta-unafpa.org/ingstatistics2.htm
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źxaminiň dry pasta manűacturersĽ it can be said that in the rankiňs Barilla 
Holdiň is the ̋irstĽ which is the market leader in the United States and in źurope 
equally. The second actor is the Spanish źbro ŻoodsĽ who is present in βő 
countries with its  őĽő percent share. The third in the rankiňs is the De Cecco 
̋irmĽ who is in the market with its βĽβ percent share with its traditional and health 
conscious products. Barilla  reached the hǐhest turnover in pasta production in 
β016 (γřγĽ7 million euro)Ľ ̋ollowed by Ronzoni brandĽ its turnover was 7γĽ6 
million euro in β01γ. (StatistaĽ β01γ. cites Katalin SzékelyhídiĽ β016. 1ő0. p.) 
 

 

Żǐure Ő. 
The composition ő pasta market in the źuropean Union 
Source: http://www.pastaľuna̋pa.oř/iňstatisticsβ.htm 

Another important trend in the pasta market is the rise ő commercial brands. Till 
the 1ř70 years industrial brands ő manűacturers have dominated the consumer 
market. With the concentration ő retailers networkĽ retailers’ brands entered the 
marketĽ which was ő a lower quality at the běinniň. The third and ̋ourth 
̌eneration howeverĽ due to hǐher quality assurance system are similar to 
manűacturer’s brands since responsinility ̋or ̋ood sa̋ety has increased. 
Commercial brands moved around 70 percent in the UKĽ in Spain and żermany 
around Ő0 percent in β011.  (Żrozen Żood źuropeĽ β01β.) This trend can be 
observed in the USĽ since the turnover ő retail brands exceeded Barilla’s turnover 
as well. The brand sale ő the ̋irst ten companies was around Ő0 percent in β01γ 
in the źuropean UnionĽ commercial brands are not ̋ar behind it  (γγ%). Lookiň 
at the same in β01γ in źastern źurope we can see that  the share ő the ̋irst ten 
companies was around Ő0 percent as well. This was γγ percent in β010. The ratio 
ő pastas the with commercial brands is around 10 percent in the whole pasta 
market. Huňary is di̋̋erent. In other countriesĽ market is characterized by small 
pasta manűacturers  concentrariň on the local market. (źuromonitorĽ β01Ő. idézi 
Székelyhidi KatalinĽ β016. 1ő1. p.)  

http://www.pasta-unafpa.org/ingstatistics2.htm
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In Hungary’s pasta market żyermelyi is the market leader with its sales ő 
nearly β0 billion HUŻ in β01Ő. Its share is γγ percent in the market. (Trade 
Mǎazin).  All part ő the product line are carried out by the company itsel̋Ľ ̋rom 
wheat seed productionĽ throǔhout millsĽ to pasta manűacturiň. Another 
important actor is Mary Ker Pasta K̋tĽ in β01Ő its net sales were γĽ1 billion HUŻ. 
The ratio ő microľentrepreneurs in pasta manűacturiň was 7βĽβ percent. The 
ratio ő small businesses is βγĽ Ř percent. The laře and mediumľsized 
companies’s ratio is 6 percent. HoweverĽ laře companies ̌ave 6γĽő percent ő the 
sector’s turnover. 

 

Żǐure ő. 
Development ő revenue and outcome ő pasta industry between β00γ and β01γĽ on the price ő β01γ 

Source: AKI calculationĽ based on corporate database ő NAV 

3 The elements of Porter’s model 

3.1 The demand conditions of industry players   
“The sa̋ety ő ̋ood supply in developed and moderatetly developed countries has 
increased sǐni̋icantlyĽ the selection ő ̋ood has expandedĽ the technolǒy ő 
industrial ̋ood processiň has spread and the impact ő ̋ashion and li̋estyle ő 
consumer behavior has chaňed. Compared to the two previous decadesĽ the 
emotional viewpoint ő consumer decisions became sǐni̋icant.” 6 About the 
development ő the standards and structure ő consumer expendituresĽ it can be 
seen thatĽ in β010 the averǎe ő the total consumption ő the poulation per capita 
on comparative price was γĽβ percent less than in the previous year. Żurther 
decline ő household consumption – thoǔh 1Ľ1 percent less than the previous 
year’s – happened despite ő the ̋act that the real wǎes – despite hǐher in̋lation 

                                                           
6  Józse̋ Lehota (β001) Marketiňkutatás az ǎrářazdasá̌ban. MezĘ̌azdasá̌i Kiadó. 

βř. p. 
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– increased due to the personal income tax chaňes introduced in β010. HoweverĽ 
private consumption was held back by the reduction in the number ő employeesĽ 
by the increase in loan repayment burden on the populationĽ and by the increase ő 
liviň expenses. The ̌rowth ő domestic retail sales has slowed down in β016 
compared to the same period ő the previous yearĽ but still remaines dynamic 
(ŐĽγ%)Ľ this has been explained by the rapid expansion ő purchasiň power. Real 
earniňs in the ̋irst quarter rose by 7.Ő% percent. This can boost the consumption 
compared to previous yearĽ with a rate ő around γĽő percent next year. Consumer 
prices barely rose in the ̋irst quarter ő β016Ľ (0Ľγ%)Ľ but it is the tenth hǐhest in 
the źuropean UnionĽ compared to the same period ő the previous year.7  

3.2 Factor conditions 
Raw material production is determined by the situation and availability ő natural 
resources in the country. The availability ő water resources throǔhout the whole 
country allows ̋or an increased yield and e̋̋iciency in ǎricultural production. 
Natural conditions in Huňary are ̋avourable ̋or ̌eothermal eneřy production 
and utilization. Huňary has a quite diverse territory consideriň precipitation and 
temperatureĽ because it lies on the borderline ő three di̋̋erent climatic zones 
(oceanicĽ continental and Mediterranean). Annual precipitation in Huňary raňes 
between ő00 and 7ő0 mmŘ. Huňarian soils have ̋avourable conditions ̋or 
ǎricultural production which is suitable ̋or wheat production.  There is also a 
massive and skilled labour ̋orce employed in the ǎricultural sector with 
quali̋ications acquired ̋rom a wide raňe ő universitiesĽ trainiň schools and 
vocational trainiň institutions. Scienti̋ic knowľhow is also available locallyĽ 
ő̋ered by internationally recǒnized university experts and research institutes. 
The ǎricultural sector employs more than β00Ľ000 ̋ullľtime workers. The averǎe 
wǎe level ̋or ǎricultural workers has not chaňed (risen) sǐni̋icantly duriň 
the past decade.ř (Tradehouse) 

3.3 Company strategy and structers 
Pasta production beloňs to concentrated classes. In β01γĽ 1ő1 companies were 
reported in the classĽ the turnover ő the ̋irst ̋ive companies was 70 percent. In 
this same yearĽ the turnover ő the ̋irst ten companies was Ř0Ľř percent in β01γ.  
As ̋or the structure accordiň to sizeĽ the ratio ő laře and mediumľsized 
                                                           
7  Lassuló növekedés ľ ̌yorsuló ̋ǒyasztás. żKI żazdasá̌kutató Zrt. γ0.0ő.β016. 

Downloaded: β0.0β.β017 
Ř  http://www.iib.oř.tr/̋iles/downloads/PǎeŻiles/%7Bβe̋aeŐŘőľřa7̋ľŐ17̋ľa7ccľ

őa6ŘaŘad1řdő%7D/Żiles/źKγ_TheHuňarianǍriculturalAndŻoodIndustryLandscap
e.pd̋ 

ř  Tradehouse: Huňarian ǎriculture: The potential ő tradition and innovation 
http://www.tradehouse.hu/uploads/documentľ
storǎe/̋iles/Huňarian%β0Ǎriculture_dǐital.pd̋ 
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enterprises was just Ő percent in β01γĽ but the revenue ő these companies made 
up 70 percent ő the sectors’s revenue. In contrast with thisĽ microľenterprises 
̌ave ŐĽő percent ő the sector’s revenue and employed 11Ľř percent ő employees. 
Mediumľsized companies are in the most di̋̋icult situation. Products ő small 
companies ľ concentratiň on the local market – are especially boǔht by local 
shops. They would not even be able to serve bǐ̌er markets. While laře 
enterprises are able to ̌et into the shelves ő laře chain stores by their production 
capacity. Pasta can be boǔht in all types ő shopsĽ but accordiň to di̋̋erent 
surveysĽ nearly hal̋ ő Huňarian customers buy pasta in shops ̌reater than Ő00 
square metersĽ which most ő them are hiper and supermarkets. Small and 
mediumľsized companies thus can specialize in niche markets tařetiň a speci̋ic 
̌roup ő population with pasta specialities (biomarketĽ ricepastaĽ pearl pastaĽ 
crouton). As ̋or customer needsĽ two trends can be separated: namelyĽ there is a 
̌rowiň trend ̋or cheap imported productsĽ on the other handĽ premium pasta 
̌ains ̌round –  hǐh quality and hǐhľpriced pastas. ŻurthermoreĽ it is a ̌lobal 
trend that healthy li̋estyle is ̌ettiň more and more popular – as well as – healthy 
eatiňĽ and biopasta has occurred in the market (SzabóĽ β006). 

3.4 Relating and supporting industries 
Crop production – as the ̋irst stǎe ő  product line – can play an important role in 
the activities ő pasta manűacturers. Crop production in Huňary is very diverse: 
cereal ̌rains (wheatĽ ryeĽ barleyĽ oatsĽ maize) are in the leadiň positions with 
averǎe production yields hǐher than the źuropean midľraňe— even without 
irrǐation. The amount ő excellent quality wheat traditionally produced in 
Huňary exceeded Ő.ő million tons in the past years. Crop production sa̋ety is 
supported by the hǐhest technical standards and plant breediň technolǒiesĽ 
while quality is ensured by controlled seeds and plant protection authorities. The 
next stǎe is milliň. In β01γĽ ő7 companies produced ̌rain productsĽ amoň them 
βő produced wheat ̋lour. In β01γĽ mills produced a total ő ř10 thousand tons ő 
wheat. ź̌̌Ľ another main component ő pastaĽ comes ̋rom poultry ̋arms: Animal 
̋armiň accounts ̋or approximately Ő0% ő all ǎricultural activities ő Huňary.  

3.5 Government regulations 
Huňary’s ǎriľsupported position is especially ̋avourable within the źuropean 
UnionĽ there̋oreĽ basic interest is that within the resources ő Common 
Ǎricultural Policy (CAP) Huňary’s share should not reduce a̋ter β0β0. 
Huňary’s share in the total CAP buďet is γĽβ percentĽ which is proportionally 
hǐher than the weǐht ő the Huňarian ǎriculture in the źuropean UnionĽ thus 
̋or Huňary it would be a better situation i̋ the present subsidy ratesĽ 
constructions would not chaňe. In β017Ľ nearly Ő00 billion euros and around 100 
billion HUŻ national subsidy arrives at the Huňarian ǎricultureĽ thereby 
contributiň to the stabilization ő ̋armers' incomeĽ which is similarly helped by 
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the availability ő a̋̋ordable credit ̋acilities. The ̌overnment pays ̌reat attention 
to the support ő the hǐhľquality raw materialsĽ moreoverĽ the ministry identi̋ied 
as an important endeavor the way ő the product ̋rom producer to customer. A 
remuneration system ̋or quality products has been rolled out by the ̌overnment. 
The ̌oal is the accession to the quality system ő the źuropean Union.The 
domestic quality system that wishes to support the product manűacturerĽ was 
built on this. Policy makers expect ̋rom the system ő trademarks and indicators 
that it is a ̌uarantee ̋or qualityĽ it ̌ives lěal protection to manűacterers and 
increases consumers trust. Thereby the added value ő the product is increasiň 
which increses the opportunity ő market sale. The last ̌overnment will in ̋ood 
industry is the sustainable rural development.10 Industry rěulation also  discusses 
cra̋ts pasta products. By the streňtheniň ő consumer awareness there is a 
̌rowiň social demand towards hǐh quality ̋oods such as pasta products. To 
keep this in mind ľ subject to the Huňarian consumer habits and expectations – 
the ̌overnment renewed Bakery and Con̋ectionery products pǎes ő Huňarian 
Żood Codex. The continuously updated rules ̌uarantee thatĽ by abidiň the 
standard and appropriate expertiseĽ hǐhľquality products can be made. 

3.6 Chance 
There can be several type ő risks in ̋ood industry that manűacturers have to ̋ace: 
Natural risk: Żactors such as droǔhtĽ ̋loods and rainy harvest periods can 
in̋luence raw material production. Supply chain risk: Compared to other 
industriesĽ the ̋ood sector is particularly reliant on its suppliers. Żood health sa̋ety 
risks: One ő the bǐ̌est risks associated with the ̋ood industry is health. Products 
need to be stored at certain temperaturesĽ expiration dates need to be monitoredĽ 
crossľcontamination needs to addressed and the list ̌oes on.  In ̋ood processiňĽ a 
hazard is a biolǒicalĽ chemicalĽ alleřenic or physical substance that has the 
potential to harm. It may also be a condition (e.̌. hǐh humidity) that could cause 
harm. Risk manǎement is very important in ̋ood industry – as well as in pasta 
industry. źrrors can result in more than just productivity problemsĽ consumer 
health can be put at jeopardy. 

 

Conclusions 
In our study we examined the situation and competitiveness ő pasta 
manűacturiň industry by means ő Porter’s model. It could be seen ̋rom the 
analysis that pasta market is concentrated. źnteriň the pasta market is not easy as 
there are several barriers that can make it di̋̋icult ̋or new competitors to set up a 
businessĽ such as the existiň price levelĽ sǐni̋icant capital investment is required 
                                                           
10  Pallóné Dr. Kisérdi Imola (β010) źurópai Unió és a hazai prǒramok a hǎyományos és 

tájjellěű élelmiszerek piacán. In.: Marketiň a hǎyományos és tájjellěű élelmiszerek piacán. 
ő1. p. 
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to start a businessĽ wellľknown brand names and the access to distribution 
channels. Small companies ̋ace intense rivalry in the industry especially ̋rom 
laře competitors. Product di̋̋erentation allows business to compete in areas other 
than priceĽ such as tasteĽ colourĽ consistencyĽ etc. Ő̋eriň innovatiň products 
may help establish a business. Manűacturers which sell pasta with added 
attributes are di̋̋erentiatiň their products and can earn prőit. 
An important trend in the pasta market is the rise ő commercial brands. In some 
cases the turnover ő retail brands may exceed the market leader’s brand turnover 
in pasta market. We can conclude ̋rom the analysis that those sustainably 
competitive companies who are able to renew themselves continuously in the 
pasta market or try to establish another type ő needs and consumer culture with a 
raňe ő special products. 
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