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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. 

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

of food groups 
Confirmed 

H2 
The positioning of food products is adapted to consumers' perceptions 

of preserved products brands. 
Confirmed 

H3 
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 Rejected 



well-known brands (taste / nutrition) 

 

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. 

 

 

 

 



 
 

 


