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c. Abstract: 

In the strategy of market differentiation, own brands are an important factor that helps retailers to 

strengthen their customer relationships.  

The research purpose is to provide policy solutions to improve its own brand for food products. 

Retailers use different strategies for the development of private brands. The starting point in 

developing marketing strategies is studying the market, preferences and perceptions of 

consumers and the reputation of private brands among consumers. Some brands have a known 

perception as cheap and low quality. In this case, the retailer aims to change the perception of 

weak long-term quality and to convert into a standard quality products at a constant quality 

control parameters periodically.  

The thesis is divided into five chapters, preceded by an introduction and completed with 

conclusions and proposals. 

In Chapter 1 "MANAGEMENT OF FOOD PRODUCTS DIFFERENTIATION ", we analyzed 

the brand concept, its functions, their typology. Brand is a sum of attributes, benefits and 

services to consumers (Kotler, 1999). A brand certified value, quality and satisfaction purchased 

product. Brand is "a distinct sign affixed to an object, a product, an animal etc. to distinguish it 

from others to recognize it." Since definition, it highlights the role of brands, which is to 



differentiate the product from other similar businesses. Brands fulfill several functions: 

practicality, warranty, customization, playful, specificity, promoting distinctive. These functions 

are presented in detail in Chapter 1. 

The marks are classified according to several criteria, for example, as their shape may be 

trademarks acronyms: mark commonly pronounced as a word; logotypes: graphic representation 

marks; brand signature: serves as an umbrella, covering both the product and the company that 

provides products; icons: drawings that express an idea or a word; seals. 

In the end of Chapter 1, several approaches are highlighted on the brand within SMEs. We 

believe that they should focus on creating a certain image among consumers. Among the features 

that organizations need to engage with small and medium brands they use it would be 

appropriate to highlight the seriousness to build confidence in the firm and a high degree of 

customization of the offer. 

In the chapter 2, “ANALYSIS OF THE RETAIL AND USE OWN BRANDS AT WORLD 

AND EUROPEAN LEVEL AND IN ROMANIA”, we analyzed the concept, typology and 

distribution functions of food products. Distribution includes all activities that realize their 

transition from economic generators to final consumers or users. It performs several functions: 

redundancy of information, creating demand, macroeconomic, and transportation, the 

composition of homogeneous lots, grading, storage and packaging, fractionation, matching and 

information at the microeconomic level. As typology, distribution is of two kinds: wholesale and 

retail. 

Major retailers that operate in the retail trade in Romania, according to area stores are (Nielsen, 

2015, p.17) hypermarkets: Kaufland, Auchan, Carrefour, Cora, Real; cash and carry: Metro and 

Selgros; supermarkets: Mega Image, including Shop and Go, Profi, Carrefour Market and 

Carrefour Express, Billa; discount stores: Lidl and Penny. 

The economic performance of the commercial network is estimated using a matrix in which the 

positions retailers varies depending on the type of stores: hypermarkets are classified as leaders 

supermarkets in category market niches and markets undeveloped discounters in occasional 

category stores and cash and carry stores operating in undeveloped markets. 

To get an overview of the use of own brands is analyzed in detail the situation of their use 

worldwide. It distinguishes two types of own brands, according to the market that launches them: 

mature markets in Europe, North America, Australia, and emerging markets in Asia, Latin 



America, Middle East, Africa. Highlight are the main factors that determined the development of 

own brands in mature markets: innovation, entering new channels, expanding the format "hard-

discount" etc., factors other than those in emerging markets, which own brand development 

depends on modernizing trade retail availability and retailers to invest in changing consumer 

perceptions regarding low quality and distrust of private labels. 

Studies (Nielsen, 2015) shows that private label preferred by consumers is K-classic. At the same 

time, Carrefour is on an upward trend recognition by consumers and, together with Lidl, Auchan, 

Proxi, Cora, Carrefour Discount 365 and consolidated their positions in 2014 compared to 2013. 

Policy own brand retailers operating in Romania differs so: Cora focuses on commodities, Lidl 

opens a new perspective on private labels, most imported products mainstream and premium 

portfolio with brands independent level category, way global brands, such as Carrefour and 

Metro. Currently, most packaging food products are similar, especially in form, but also in terms 

of the creative concept. 

In Chapter 3, “ANALYSIS OF THE CONSUMER PERCEPTION FOR OWN BRANDS“, we 

conducted a market survey, a questionnaire-based survey, consisting objective research to 

identify the level of consumer confidence in their brands and the perception of quality. Research 

question is: What are consumer perceptions regarding private labels? The sample size is 292 

people, with a confidence level of 95% and a 5.7% error range. The dependent variables are: 

buying products private label, type of private brands purchased the reputation of private labels, 

reasons to purchase private labels, reasons for non-purchase of private labels, consumer 

perception of private labels and solutions to increase consumer confidence in products marketed 

under brand names private. The independent variables are: gender, age, income and occupation. 

The investigation was noted that private label consumer profile is male, aged between 45 and 64 

years old, middle-income employee education. The study also showed that occupation and age 

are variables that best divides the market into consumers and nonconsumatori own-brand 

products. The main reason people buy own-brand products is their low price compared to the 

price of branded products manufacturer. The results show that buyers often purchase brand 

products Pilos, other than their own branded products, although other studies (Nielsen, 2015) 

shows that K-preferred brand is classic. 

Chapter 4, “THE IMPACT ON OWN BRANDS ON FOOD INDUSTRY AND LOCAL 

PRODUCERS“, highlights the advantages of private labels to manufacturers as suppliers of 



private label products for supermarkets, stressing that not only benefits retailers using their own 

trademarks, but also manufacturers. 

It examines the economic activity of a company that manufactures private label products for 

retailers in Romania. Measuring the economic efficiency of entrepreneur activity before and after 

entering into production of private labels, there is an increase in economic performance. 

Increased profitability was achieved at the expense of faster growth in profit compared to 

spending growth. Human and technical resources were used efficiently because labor 

productivity increased in the past three years, from 191 260 lei / person in 2012 to 211 980 in 

2014, and the production capacity is used at a level of over 80% indicating optimal use of 

equipment. Financial indicators show satisfactory levels of solvency and liquidity, near optimum. 

In Chapter 5, “FORECASTS TO DEVELOP OWN BRANDS IN THE FOOD RETAIL“, we 

developed scenarios for private brands at worldwide and national level. We appreciate that own 

brands will grow with the increase in food consumption, modernizing retail sector in developing 

countries, increasing consumer confidence in brands and retailers. Consumption may increase 

with the growing population, therefore analyze supply and demand as key elements of the 

population and the agricultural and food-population ratios. Short-term consumption does not 

vary greatly, food demand is less elastic with respect to its influence factors, but in the long run, 

in the last 50 years, consumption of agricultural products increased by 2.8 times from cereals and 

2.1 times to 4 times the milk and fruit, vegetables and meat. Consumption grew not only 

intensive but also extensively due to increasing world population. The population was raised by 

2.31 times from 1961 to present. The pace of the fastest population growth is recorded on 

continents: Africa, South America and Asia. According to estimates, the world population will 

continue to grow so that in 2050 it will exceed 9 billion people. 

Increased consumption of agricultural products creates space for their trade marks. Their 

development differs depending on the type of market: mature or emerging. We believe that, in 

mature markets, private labels will be successful if they manage to innovate products and to 

differentiate the brands manufacturer to meet the needs of customers at the same level, but with a 

slightly lower price. Its own brands, we believe that there are high chances of developing 

premium segment, with top quality products and higher prices. Emerging markets private label 

products have a high development potential, as the modernization and consolidation of retail. 



Development of private labels in Romania followed the global trend of sales growth and 

portfolio diversification. The product policy strategies Romanian retailers assortment focuses on 

diversification and choice. Another strategy used in the product policy is to strengthen private 

labels. 

The promotion policy, we recommend the use of cross promotions with established national 

brands. Pair with established brands is to own brands, recognition confidence, both consumers 

and producers. 

We recommend that strategy to develop own brands launch products similar prescription with a 

brand devoted to a particular category, the market can withstand a maximum of two to three 

years after that to rely on product innovation, to recipe or package. Instead, a product known as a 

brand has a longer life because of brand awareness 

In the future, we believe that private labels will continue rising in retail and food manufacturers 

will have to focus its efforts and resources to adapt to this new trend. Evolution of the price 

categories will shape depending on requirements they will consumers continue to permanently 

improve the quality of products available under their own brand is one of the essential conditions 

for wide sales performance. 
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Sep 2015 – today Commercial Director – Metro Cash & Carry   Kiev, Ukraine 

 

 Member of Management Board 

 Develop & drive execution of long term commercial strategy 

 Responsible for creating a culture of empowerment, ownership, creativity and 
high level execution within local organization 
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Dec 2014–Sep 2015 Deputy Offer Management Director – Metro Cash & Carry   Kiev, Ukraine 

 

 Full P&L responsibility on sales and income 

 Develop & drive execution of long term commercial strategy 

 Leading change: new organization and business model in SCM, Strategic stores 
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Sep 2013–Dec 2014  Head of Dry Food Department – Metro Cash & Carry   Kiev, Ukraine 

 

 Part of Restructuring Management team, responsible for implementing Buying 
Process Transformation within Food Area  

 Responsible for promotion management on total company level 

 Building successful team within Dry area during Restructuring process with 
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Feb 2011–Aug 2013 Head of Own Brands Department – Metro Cash & Carry   Bucharest, Romania 

 

 Responsible for Own Brands range development , product launching, product 
performance during its lifecycle and brand building in order to anticipate , 
meet and respond to customer needs 

 Setup a new strategic department with cross functional responsibilities  within 
the company 

 Defining the own brand strategy of the company, vision and yearly ambitions 
in alignment with local Board 

 Increased sales share of own brands from 10% to 14% in 2011-2012 and 
consolidating mainstream and premium brands with higher gross margin 

 Increased profit of own brands from 15 million euro to 25 million euro  in 2 
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 Developing new functions and manage managers 

 Pulling the team in a leadership culture journey based on customer centricity, 
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ensuring induction for the successor head of dry food 



 

Feb 2009 Head of Dry Food Department- Metro Cash & Carry Bucharest, Romania 
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 Increased total margin of Dry Food division from 14.9% to 16.3% within 2 
years 

 Increased headcount from 16 to 29 employees, 11 managers, 7 direct reports 

 2009- transforming the buyer function in category manager with direct 
responsibilities in decision making for assortment definition, price and promo 
strategy of the company 

 Responsible for strategic projects within the company with direct EBIT impact 

 Defining yearly sales and profit targets for 7 categories , 50+ % of total 
company revenue 

 Yearly trade terms negotiation with multinational companies within dry food 
division 

 Building company strategy for targeted customers as part of cross functional 
teams 

  2010- Defining the space optimization / remodeling in the stores from non 
food to dry food 

 High focus on team leadership and people development ( 2 direct reports 
promoted ) 

 

June 2004 Buyer Sweets & Confectionary department- Metro Cash & Carry Bucharest, Romania 

Feb 2009 Promoted from junior buyer to buyer in the biggest department after 1.5 years 

 

Key responsibilities included: 

 Building assortment range (1000+ articles) in a category with more than 100 
suppliers 

 Part of international procurement team for sweets common assortment 

 Increasing yearly sales and profit results without new store openings 

 Ensuring fair and tough competition between suppliers to get the best offers 

 Responsible same time for Metro Moldova assortment and buying conditions 
in Sweets  

Category (including the country setup 2004) 

 Involved in special projects in other countries (Metro Serbia opening support)  

 

Jan  2003  Bucharest/ Romania 

June 2004 Junior Buyer Frozen and Process Meat Categories- Metro Cash & Carry 

 

Key responsibilities  (example): 



 Responsible for yearly trade terms negotiation and assortment building in the 
category 

 

Mar 2000 Controller Food – Metro Cash & Carry Bucharest, Romania 

Jan 2003  

 Job responsibilities: 

 Sales / profit reports and analyze 

 Involved in food management projects 

 Promotional activities coordination 
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