Ph.D. thesis author:

GHASSAN SHAKHSHIR

University:

BUCHAREST UNIVERSITY OF ECONOMIC SCIENCES

Doctoral school:

DOCTORAL SCHOOL OF MARKETING

Thesis title:

POSITIONING OF FOOD PRODUCTS IN THE ROMANIAN MARKET

Coordinator:

LAURENTIU DAN-ANGHEL, FULL PROFESSOR, PH.D.

Keywords:

brand positioning, food products, retail, private label, Romania

Ph.D. thesis contents:

SUMMAIY ..ceiiieiiiieiiieiieciereeeremeereneeseasssresserensesenssseesssransssansssanssssnssssnssssessssenssssnssssenssenen sesnnsasensassnsssnnne i
FISUIES ISt cevueriiiiiiiiiiiniiiiiiiniiiiiiiiiiieniinenieeessisientseasasessssssesessssssssssssssssesssssssssssssssens sesssssssssssnanssssss iv
TABIES TIST o..uiiiiiiiiieiiiciiiiireiireee e reneeessss s e s ereenennessssesesasesnsnssssss sesesssesnsnsssssssssssesnnnnnssssssssessnnnnsssans vi
Y 4o To L1711 ) o PN 1
Cap. 1 Food products market. Conceptual delimitations.........cccceueceriieeciiieeeicerienecesseeseneneeeeneneesenns 3
1.1 ACTUAL FOOD CLASSIFICATION SYSTEMS ....uuiuettttteeeaesuuteteteeesasaauseseeeeesssaunsseeeeesssaasnnseeetesessasasnnsseeeeesssannnnsenesesssannns 3
1.1.1 Food and Drug AdMiniStration (FDA) ...........ueeeeueeeeeieeeeeeeeeeeeieeestieeeesveaes eeeaeeeesaseeesesatesaseens 4
1.1.2 Codex Alimentarius FOOd StANAQAId .............ccccuuveeiiieeeeiiiieiiee et eeeciis eevveiareaeeeaeeeesseeeaaeas 5
1.1.3 Eurocode-2 food classSifiCation SYSEEIM ...........c.ueeeeeiieeeeiieesciieeeseeeecteeeeiee seveeeeesteeeeenaaesnsees 5
1.1.4 Harmonized System of Identification and Coding of GOOAS ...........cccceeevvuvieees cevcveeeeiiieeeesieeennn, 5
1.1.5 Bilanturile Alimentare si alte Sisteme de Clasificare a Alimentelor .............. cccccovvveveeiriennennnen. 6
1.1.6 Comparison of food clasSifiCation SYSTEMS ..........ccuueeeeeeeeeesiieeeesiieeeeieeeesiies creeeeectareeeeeisssssseaeens 6
1.2 FOOD PRODUCTS CLASSIFICATION BASED ON CONSUMERS PERCEPTION .....uuurireres ereeeeeeeeesauinreeeeeseesasanreseeeeesesannneneeeeens 7
1.3 FOOD PRODUCTS CLASSIFICATION BASED ON SUPPLIERS POINT OF VIEW ...uuiiiiiie veiieiiieteeeeesiieeeree e s e eee e e e snseeeeee s 9
1.4 ROMANIAN FOOD PRODUCTS MARKET SEGMENTATION ....ceteeeiaiurireresesaiurerteeeesasas ceeeesaanmnreeeseeseesesanssseeeeesssannnseeees 13
(0 To T A1 o 131 d o] 1 Y- 2R 15
2.1 CONCEPTUAL DELIMITATION wettieiuetttteeeesasuuteteeesesesaureeteteeesasessaussseeeeessaansseeeaeeessasanssnseeeeees nubsneeesssssansseneeessannns 15
2.2 CONCENTRATION OF THE MARKETING STRATEGY TOWARDS POSITIONING ..cceeuiiet teveiiiriteeeeeeesanrereeeeeeeseesnunrreneeeesannannes 17
DB N oY 4 =T (R 1Y [ Yo [ =1 O U PRIt 18
B A O I I Vi Lo 12 K3 20
2.2.3 Segmentation ANA TAIGELING .......cueeeecueeeeeeiieeeeeiee s e sete e e tea e s settaessteaaeass eeessseeeesassseesastesesanees 21
2.2.4 Differentiation and POSItIONING ...........ccueeeecuieeeesiieeeiieeeessieeesteeessteaessiees eeeesteeessssseaesreresnnnes 22
2.3 POSITIONING STRATEGIES ...eeuveenureesutersuetenutessseeesseesseesssseessssesssesssseesssssesssesssseesssesssseesseesase sesesssssesseesssssesssesssens 24
2.3.1. GENEIIC SEIALEGY TRCOIY ....evveeeeeeeeeeeee e eeeeteee e e e e et ettt e e e e e e st eaaaeeessiss +eeesistsssseaeaaaesarasesasens 25
2.3.2. NeW POSItiONiNgG StrATEGIES .......uuvuuuuurieieieieieeeeeeeeeeee ettt ettt e e et eaeees eeeeeeee e e e aaaaaaas 29
2.4 POSITIONING IVIAP ...ttt ee ettt e ettt e e ettt et e e e e e e s aabab e ettt e e e e e s aabe et e eaeeesaanbabeteeeaaeaaas teeeeesssanansseneeesssanannee
2.5 POSITIONING AND THE MARKETING MIX
2.5.1 Product Role in Brand POSItiONING ...........c.cueecuueeeeseiiieeeeeteeesieeeesteeaesseees weveeesssssesesssssssssenenans 39
2.5.1.1. Packaging
2.5.1.2 Product charasteristics as positioning €lemMeNnts ..........ccceeeiiiiiiiiiiiiiecies ceveei e 41
2.5.2 Price Role in Brand POSItIONING ..............cceeceuueeeieeeeeeiiiiitieeeeeesiet eeesiittaeaaaeees aevtveseaaaeeessesissesseesans 42
2.5.2.1 The Influence of Price Modifications 0N POSITIONING ......cceevierciieiiiriiiciees cevviiieeeeeeeeeeiaie e 44
2.5.2.2 Price Promotions IMpact 0N Added VAlUE .......cceveeeeiieiiieee e eeeseesee s cevvvaiieseeseeeessaanneenseennes 46
2.5.3. Promotion role in Brand POSItIONING ...........ccccuueeeeueeeeeeieiiieeecieseeeiteaaesieaeas eaesissessessnssesessesessnsees 49

2.5.3.1 Impact of Promitions on Brand POSItIONING ........cecciiiiiiiiiiiieciiice e csieeeis ceeeeeiieseessansssnnnieeesnenees 50




2.5.3.2 Differentiation through adVertiSiNg .........ccvereiriieiiicee e ceeeeeeeeassaeseeeeenaneesseens 51

2.5.3.3 Differentiation through POSItIONING .....coiiuiiiiiiiii e es ceaeeeeee s e eaae e e aeeesaaeeees 53
2.5.4 Place role in Brand POSItiONING ............cccccueeeeeueseeiieieeeesiteeeseta e e eeiteaaesitesaaes tveessissseeessssseesssesessssees 54
2.6 PREMIUM PRODUCTS POSITIONING ..veeeetreeeseurreeasurreeeaissesesasssessasssessassssssssassssssnsssssssssssessssss sssseesssssssssssesssssssssnnes 56
2.7 REPOSITIONING .eeeuuvteeeeureeeseusseeasusseesasssesesasssseesssssesasssssesansssssssssssesssssssssnsssssssssesssssssssesss 2esessssesssssessssssssessnsenes 58
2.8 PRIVATE LABELS POSITIONING ....evtttteteeuutttteeeesaautrteeeesesaeaeutantateeeessssanssstaeeeeesaasseaeaeeaeess teeeeseesssanssssseesesssnnnnnnees 62
2.8.1. Private Labels in the INternationQl MAIKet .............ccccuveeeeeeeeiiieees ceeeiiieee e e eeecieeeeeeseasseraaaaeeesianes 65
2.8.2 Private Label Acquisition Benefits
2.8.3 Private LADEIS iN EUIOPE .....cc..eeeeeeeeeieeeeeeeeeee e eettee e e ettt e esaee +eetveeesssssesssnssssssasasassssesesssssassasssanan

2.8.4 Private Labels in Romania
2.8.5 Private Labels Positioning
2.8.6 The Influence of Private Labels Positioned on Several Levels on Profitability . ....
2.9. POSITIONING OF CANNED FOOD PRODUCT BRANDS BASED ON THEIR COMMUNICATION STRATEGY........coeuiereierrereenseeeneeneneene
Cap. 3 Research methodology ...t errnse e s esnns e sen senssessenassssesnsssnnanns
3.1 RESEARCH QUUESTION .euuveeuterureesuseessreesuseesaseesseessseessesesssesnssessnsesssseesssesssssessssssssssnseses sensesessseesseesssessseessseessenes
3.2 RESEARCH PARADIGM ..cuutieiiiniteesittesteestttesaessteeeseesstaeessessnssesssessnsessssessnsesssessnsessnses eesssesssnseesssessnseesssessnseesnn
3.2.1 Dimensions of the Research Philosophy
3.2.2 Typology of the Research Philosophy
3.3 RESEARCH METHODS ...cccvveevvennnens
3.3.1 Research Typology
3.3.2 Developing the conceptual framMEWOIK ...............ueeecueeeiesiiieeesiieeesieaeesieeaes aetveeeecaaeeeeessvsesssesessanees
3.3.2.1 ClUSTEI ANQGIYSIS ..vveeiuiieeiiiie ittt eeitteeeetteeebe e e estteeeeteeeeetaeeeaateeaasaeesbaaeeassseeeseeeabaaass oeeassnsssssnnsessssnnseees 7
3.3.2.2. MUItIdIMENSIONAI SCAIING ...eiiiiiiiiiee ettt et e e et e e eeats seetanseeataeastnnseeisneeaisseeans 97
3.3.3 Formulation of reSeArch RYPOLRESES ............ccceeueeeeciiieeeeeiieeeccie e e eecteeeestes eeetaeeeeiareseesseeessesesssees 98
3.3.4 RESCAICH TOOI ettt e ettt e e e e ettt a e e taaaaeeeeaaiss aveeaeeeesesssnsssaeesnssrsrenees 100
3.4 POPULATION SAMPLING....vetetreeteeesseessesasseessesasseesssesasssessssesssessnsessssessnsessssessssssssssesses seessssessssessssessssessssessssenns 104
3.4.1 Defining the target POPUIGLION. ............coocueeeieeeiiiieei ettt ettt et s st e st e s e sanes 104
3.4.2 Setting the SAMPliNgG MEtROd ............ccceeiiiiiriiiieeeee ettt ettt et 105
3.4.3 Sample Size aNd rePreSENtALIVENESS. .........cccceeeeciieieieeeeeeeecsiteeee e e e eessitteaaaees eeseraaaeeeaeeessesisesaseeesisnes 106
3.5 DATA COLLECTION ...vvvereeeiaiuireeeeesesennereeeeeeeaannns
3.5.1 Pretesting the questionnaire
3.5.2 ApPIYING the QUESLIONNQIIE .......ooeeeeieeeeiiee ettt s e e et setea e sstites eeteeeesseaeeeessassstesesassees
3.6 THE DATA ANALYSIS PLAN ...uitiieeitieeeeiitieeeetteeesetteeeestteteessaeeeeesneeeeessseeesassseeesnseaeassseees eeeessnsssessnsseeesnsssesessssnens
3.6.1 Preparing the data fOr the QNAIYSIS ...........ccueeeeeieeeeeieie ettt esete e sees eevtaeeesteeaessrasssssesesassees 111
3.6.2 The DAA ANGIYSIS PIAN ...ttt e e ettt eeta e et a e e s tte e e eeteeeessssseeeessasssteeesassees 111
Cap. 4 Research Results on the Positioning of Food Products in the Romanian Market .....................115
4.1 DESCRIPTION OF SAMPLE USED ......ceveveuveeeerernennnn
4.1.1. Socio-demographic Profile
W N B 23V ol Lo Yo [ e ] o] ol o] e ) 1= SRS
4.2 UNIVARIATE DESCRIPTIVE ANALYSIS «..eeettttteeeeeiaitettteteeeseauettteteesseannreeeeeeesesaunbeseeeeesesaans 2eeesaesanannnreeeseseaasanreneeesens
4.2.1 Analysis Of fOOA PrOAUCES GIOUDS .........uueeeeeeeeeeeieiieeeeieeeseteeeesteeeetteaaeaits eaeeitveeeeesssseessssaasssesasanns
4.2.2. Univariate analysis Of DIANGS ..............uuveeviiiieeieecieie e eeeeestee e e e e e e ttttttaaee aaeeeeecitiaeeaeeeessssesaaaaeaanans
4.3 FACTOR ANALYSIS «..eettteteeeeeaueteteeeeeaeaautetteeeesesauatabe e eeeeaeaasauntanbateeeaesaanabeteeeeeaaaansbebeeaees feeeteeeaeeseesansssneeeeesesannsnnees
4.3.1 Factor analysis Of FOOA PrOGUCTE GIOUDS .........cceecueueeeeeeiieeesiieeessiieeesiieaassss 2eesstvessssnssesssssesssssesesssnees
4.3.1.1 "Fresh Fruit and Vegetables" Products Factor
4.3.1.2. ,,Fresh Meat” ProdUCES FACTOT ......uviiiiiiiiiiiei ettt eecirte e e e eeetees ceeaneesnnsesnsesnesnsseeeeeensreeeesenns
4.3.1.3. ,Refrigerated” ProdUucCSs FACTOT .......c.uiiiiiiiiiiie ettt eiee e tee et es saaaseesaaesseesnnseneeesssseansneaannes
4.3.1.4 ,Frozen” Products Factor
4.3.1.5. ,Dry Products” FACTOr ....cccueeeiiereiecieeceeree et ste e s see s e saeennees seees
0 0 O T [0 =X il > e Yo [¥ ot €3l = [ o | N
4.3.1.7. ,,BasiC Products” ProdUCES FACTOT .....cccccvreeieeieiiiiieeeeeeiteeeeeeeetreeeeeeeesaraseees sansesnssssnsssnnnnsrseeesemnmsseees
4.3.1.8. ,,BaKery” ProdUCES FACTON ....cccuuiiiiiiiiiiieiies ettt ettt e s sabe e e staeaesae eesaansssassnnsesiseeesnsseennsseens
4.3.2.Factor Analysis of Canned FOOd Products BraNdS ............cceeccuveeeiies oveeieeeesciveeeeeseeescnseeessssesasnnns
4.3.2.1 ,La Grande Famiglia” Brand FACLOX .......cuiiiiiiiiiiieceiieeeiie ettt ssiee e sttt eee seeavneeensnsseneeesisseesssneesnsnes
0 T N \V/ - DT Rl = =1 Lo o= Yot oY SRR
4.3.2.3. ,,HOME Garden” Brand FACLOI .......cciiiiiueiie ittt e e e ettt e e s e et ee e e e ees eebaeessnessnsesnnessmsreeeeesesannes
4.3.2.4 ,Private [@bel” Brands FACTON ....ccuueuiiiieeeeeiie et ettt e e s e e e eaaaeees saneesaesnnsssnessnnsmmnrrereeeeans
4.3.2.5. ,,0lymMpPia” Brand FACLON .....cciieiieeieereeseeste et e seeseeeeesteesaeeaeesnaeeteessaes seeeeesssssnnssesessesemnsemnseesnseans
4.3.2.6. ,Merve” Brand Factor




0 Ty B =0 e TSl = =Y o [ = [od o | O 160

4.3.2.8. ,BONAUEIIE” Brand FACLOI ....eeiiiiieiiiiieieeiiiieeeeeeeeiiieeeeeeeettreeeeeessaaeeeeeesassses seesnssssnsssnsesnnsssrereeesmssrsenes 162
4.3.3. Food Product Groups Analysis CritetiQ FACTOIS ..........cccueeeeeeieeiiieees cevveeeecveeessseeessseaesssssaessseaaens 163
4.3.3.1. "Nutrition" Factor

4.3.3.2. "Taste" Factor ................

e T8 TR o T Rl o= Yo o T SR
e T B o Yo =T Y- - ot o S 169
e T T U =T Y Bl ot o | OSSR 171
4.4 ANOVA AND AVERAGE ANALYSIS 1.vvteureeteteruressseeesssessseeesseessssessnssesssesssseesssesesssesssssesssessss sasessssesssesssesessesssesssssesnsens 172
W/ Yo Yol [o X1 DT q g ToTo [ o) g Lol A Y o =ox £ 173
L I Y = PP PTPPPPPPPPPPRt 173
o N @ Lol ol U o - | d o TP PO PPPTTPPPPO 176
4.4.1.3 HOUSENOIA INCOME .ottt ettt ettt e e sabbe e e eeeaaeaasasssensnnseeesseeesasseansreeens 181
4.4.2. PSYCROIOGICOI ASPECLS ...ttt ettt sae tesabeesaeeesaaeesb e beeesesebeeeaneas 185
4.4.2.1. | always like doing SOMETNING NEW ...c.ueiiiiiiiieiie et e e et e e ta e e rree e sbteessaeeesaaeeas 185
4.5, CLUSTER ANALYSIS «vveeeeiureeeeetreeeesreeeeenseeeeeisseeesseseeessssseesassssssesssseenssseessssssesessesesns 2essseeesesssssesssnnnes Y/ A 187
4.6. MULTIDIMENTIONAL SCALING ANALYSIS «.vteuvveeueterureenseeensseesseessnseessessnsesssessnsesssessnsesssses seeessssssssessssessssessssessssesssesen 192
4.6.1 Positioning Food Product Groups Using Multidimensional Scaling ..... ........ccooeeeciveeecivevveeeecieeeesnns 192
4.6.2. Positioning Canned Food Brands Using Multidimensional Scaling ... ..........ccccceeecvueeeecvvniveeeesiieeeeenns 194
Cap. 5 Conclusions, Implications, Limitations and Future Research...........cccccovvvevieevieieccenciennnnn, 197
5.1 THEORETICAL IMPLICATIONS uvterureesuteesuteesuseesseeessunesssesssseesssessssesensessnssesssessssesssessssees tonsssessnsessssessssessssessssesssseesns 197
5.2 PRACTICAL IIMPLICATIONS ...uttteiteette sttt eiteestee st beeesaeeessbaeesaaeessteessaeessseassseesaseessseesnssesns sasseessseesnseenseeesssennsenens 199
5.3 LIMITATIONS AND FUTURE RESEARCH ....uvteeutieeiiesieeeittesteeesseesteesseessteeeseesasessnseesssessnseessssesnses seeessseesssesnseesssessnsnens 201
RETEIEINCES ...ttt e e et e re e be s s e s ssasasssasssssnnssstssssssssesssenssnsesreass 202
F AN 01T T OSSR OU P UPPTPUPPRP 216
ANNEX 1 QUESTIONAIRE...euvttetreeteteseeenseeesssesnsesesssesssssesssessssessnsssessssessssesssessssessssessssesssessssssessessssesensessnsesesseesssesessassnse 216
ANNEX 2 FACTOR ANALYSIS TABLES «veuuvteeuveesureessseessseesseesssessssesassssesssessssessssessssessssessnsessnssssnssesssssssssssesssssssssasssssssssssssssns 221

ANNEX 3 - ANOVA AND AVERAGE ANALYZES ..vveeuveeeteesteeasseesssssesssesssssasssesssssasssesssssasssssssssessssssssesansssssssesssseesssessseesssesnssenss 235

Ph.D. thesis summary:

Romania is at the beginning of its opening up to the foreign markets compared to Western countries,
whether they are from the European Union or North America. Thus, the positioning of food products on
the Romanian market is a newly addressed concern, which has not been given much importance
because, until ten years ago, consumers' choice of products was mainly based on price. Consumers
usually bought the cheapest product, and only occasionally took into account other selection criteria.
Among the factors influencing the positioning of food products in Romania are globalization, hyper-
competition and the evolution of Internet that remodel markets. Globalization causes companies to move
their production to cheaper locations so they can deliver products at lower prices than those present on
the local market. Hyper-competition refers to more companies competing for the same customer,
leading to price cuts.

The objective of this research is to identify the current positioning coordinates of food products and
brands on the Romanian market and the development of their private labels. Research in this regard is
very useful in providing information to companies that want to launch new brands in the country or
companies already present on the local market that want to maximize customer satisfaction and to
understand consumer perception on the proximity of the food groups.

From a theoretical point of view, the paper seeks to identify the most used food classification from a

consumer perspective. Although most international bodies classify food products according to country




of origin, nutrition or taxation, the closest classification to the consumer's opinion is that based on sales
and product lifetime. The main reason for this is the growing influence of international sales networks
(supermarkets and hypermarkets) on people's lives and purchasing habits.

The paper also contributes to extending the knowledge on positioning strategies. Positioning strategies
were initially based on the attributes and characteristics of products (Kotler, et al., 1999; Bowman &
Faulkner, 1997), but other authors have chosen to adopt a positioning based on market segmentation and
competing brands or products (Boyd & Reuning Elliott, 1998; Blankson & Kalafatis, 2001; Ries &
Trout, 1976). An important factor in the positioning strategy is nowadays the evolution speed of
consumers and the society. Their expectations are changing faster than in the past, so it is necessary to
continuously adapt the communication of the positioning of products and brands.

From a methodological point of view, the present research has an exploratory character and aims to
observe the current situation at the level of the Romanian market, and to develop some conclusions that
will form the basis of future studies to deepen the research topic. Data collection in the empirical study
was conducted through a survey based questionnaire. The questionnaire used in the present research
aimed at collecting a set of structured information on the current coordinates of the positioning of the
main categories of food products on the Romanian market. It contained a total of 20 closed questions, to
which the respondents had to either choose a response from those offered, or evaluate products / brands
on a Likert scale. For data analysis, Cluster and Multidimensional Scaling methods were used.

The results of this research provide a better understanding of how food items are positioned, both as
food groups, as well as the brands of the analyzed food categories. We believe that the study provides
guidance in this respect by identifying the current coordinates of the positioning of the food brands on
the Romanian market, from the point of view of the final consumer and their level of adaptation to the
market situation.

The table below presents the hypotheses proposed in the thesis.

The positioning of food products is adapted to consumers' perceptions :
H1 Confirmed
of food groups

The positioning of food products is adapted to consumers' perceptions :
H2 Confirmed
of preserved products brands.

Ha Socio-demographic variables are a significant factor in positioning. Partially
Confirmed
H4 | Brands of high-priced products are seen as of superior quality Confirmed

H5 | The private label is perceived as being of a similar quality to national l




well-known brands (taste / nutrition) i

As seen above the first two hypotheses are confirmed, demonstrating that companies' operation and

communications strategies are tailored to the positioning of products and brands from the consumer's
point of view. In the case of various food groups, the economic adoption of their positioning can be seen
from the display and location of products on store shelves, which is often adapted to consumers.
Another conclusion that emerges from these results with regard to food groups is that socio-
demographic variables partially influence positioning. Some variables, such as gender, only affect
certain groups of foods, but overall the differences are not significant. As for age and qualification, the
situation is different. These two criteria are significant in positioning all product groups. Thus, younger
consumers are generally more dissatisfied with food products (in terms of the five criteria: nutrition,
taste, price, satiety, packaging), compared to older people who are more satisfied. Here a possible
explanation is the increase in the expectations of younger consumers due to easier access to information
sources and ease of product comparison.

The results of the study also show consumers' perception of the positioning of brands of preserved
foods. Consumers perceive these brands according to their communications messages, having as main
selection criteria the price and quality of the product. This result also leads to the explanation of the
fourth hypothesis, namely that because of the high price these brands are considered premium.

An important topic addressed was the positioning of our private labels. The study confirmed the
theoretical research on the low penetration and the lack of familiarity of Romanian consumers with the
private brands of international retailers. That is why we notice that the H5 hypothesis was rejected,
Romanian consumers considering food products under private label as inferior to products belonging to
national brands. The main reason is the recent access (compared to the western countries) of the
international retailers on the local market, which only in 2014 reached 50% of the retail store market.
With only 12-15% penetration of private labels in the food category, as opposed to 30-40% in Western
countries, it still takes time for private label products to reach a positioning close to that of national

brands.







