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Abstract: Meat and swine meat products, obtained in different industrial production systems, are
the sum of the attributes, benefits and functions that consumers purchase from the market, for
these reasons the offer for the market must successfully meet the needs of consumers who request
them. Farms must perfect their production and marketing management for a good market
capitalization as safe products, certified, or brands, associated with their own products or
services. So that the offer of the farms to be perceived positively by consumers, solutions must be
found to improve product marketing and boost meat business because products, brands capture
the requirements, attributes and image of the products offered by farms for sale. In order to
capitalize more, meat producers must perfect their new products, under the protection of brand
names that become familiar and accepted by consumers associated with beliefs, experiences and
images.
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INTRODUCTION

Comparative studies [1,3,5,11,20] on the quality of carcass and pork meat from
organic and conventional production systems show that the alternative pork meat
production system has as a final result, a satisfactory carcass and good meat quality but can
present problems related to the technological quality required by the processing industry,
mainly in terms of reduced water holding capacity and increased shear force. These
undesirable effects were observed in the meat of swine with low or normal glycogen levels
at slaughter.

It is known that the sex of the animals can also affect the quality traits of the
carcass, however, the negative effects on the technological quality of the pork had little
importance for the consumption quality:

- trained sensory tasters detected only minor differences;

- a consumer preference test showed that they cannot tell the difference between the
meats produced according to organic standards and conventionally produced pork;

- in the case of pork products, the gender cannot be discerned in terms of quality.
[2,4,8,10,18]

Other researchers compared reproductive indices, growth performance and carcass
characteristics as well as physical and chemical characteristics of meat from Landrace X
Great White crossbreeds reared in free range and conventional housing systems. Swine
raised free range consumed less feed and had slower growth rates than conventionally
raised pigs. Swine raised free range also had a thinner layer of fat and therefore a carcass
with a higher percentage of lean meat. [6,7,9,12,17]

Conventional housing/maintenance systems had no effect on the weight distribution
of commercial portions as a percentage of cold carcass weight. Meat from pigs raised free
range was slightly more reddish in color, but apart from this housing systems had no effect
on:

- the recovery yield during processing;

- the water retention capacity of the meat;

- the initial pH or the final Ph. [15,16,19,22]

Meat from pigs raised free range had the same shear strength values as
conventionally raised pigs. Housing systems had an influence on the composition of fatty
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acids, stearic acid was significantly lower in pigs’ meat reared in free housing than in the
case of conventionally housed pigs, while the concentrations of linoleic acid and
polyunsaturated acid were significantly higher in the meat of pigs raised free range.
However, the content of ash, fat, minerals, protein and moisture of the meat was not
affected by the type of housing system. It results that pigs raised in conventional housing
have produced a meat with quality characteristics similar to those of the meat derived from
free range pigs. [1,3,14,21]

MATERIALS AND METHODS

The superior capitalization of meat and meat products obtained from farms requires
concrete solutions to improve the management of production systems and marketing
management, based on market studies, regarding consumption and ways to stimulate
consumption from the position of market studies supplier, which involves the product
manager in the proper functioning of the product management system. The purpose of this
scientific approach was to improve the products offered for capitalization, through
solutions that contribute to increasing the consumption of meat and meat products, using
the approach methods proposed by Kotler's five-stage, team-based or no product manager
for minor products, as consumers purchase product brands as sources of information for
choosing a farm's products among similar products and reducing purchase risks.

RESEARCH RESULTS

The products obtained in professional swine farms, for a good distribution on the
market, must have in modern marketing, a product manager, who has links, marked with
the symbol, with at least twelve factors impacting the respective product market. However,
it is estimated that more than half of these factors are related to other factors from a
marketing perspective:

- advertising agency;

- packaging < researchers, designers;

- supply < suppliers;

- market research < study providers;

- the research — development department « suppliers;

- the tax department;

- the legal department;

- the production and distribution department < trade, suppliers;

- sales force < trade;

- mass media < various agencies, sales agents, the company's mass media
department;

- advertising;

- promotion services « suppliers, monitoring, offering coupons, offering samples,

store tests.

This means that the product manager has direct links with the factors marked with
bold letters and indirect links, mediated links with the factors marked with italics letters—
usually external factors. For a better functioning of the product management system, can
be adopted one of the following approaches proposed:

- five-stage approach:

* clear delimitation of the manager's role and obligations towards the product;

* developing a strategy design and analysis process to provide a structure-
framework for the product manager's activities;

« taking into account possible conflicts between product managers and functional
managers;

121



LUCRARI STIINTIFICE, SERIA I, VOL.XXV(1)

* establishing a formal procedure for resolving conflicts of interest between the
manager and functional management through the intervention of top management;

 creation of a results evaluation system consistent with the product manager's
responsibilities;

- team-based approach, which can be vertical comprising the product manager,
associate product manager and product assistant, triangular (Figure 1) or horizontal (Figure

2).
Product
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Communications
Specialist

Figure 1. The triangular product team
Source: [12]
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Figure 2. Horizontal product team
Source: [12]

- no product manager approach for minor products, with tasks assigned for multiple
minor products to a single manager.

In order to make good use of the products obtained by the professional farms under
analysis in Arad County, it is necessary to find solutions for improving the management of
meat production and marketing management, based on research on consumption and ways
to stimulate consumption from the position of a provider of studies market. In order for the
offer of the studied farms, meat and meat products, to be positively perceived by
consumers, being of "high quality”, a number of managerial factors must be improved to
stimulate the meat business, perfecting marketing:

- the number and complexity of features that differentiate one product from another
essentially similar - characteristics;

- the degree to which the design and features comply with the standards established
for the product - conformity;

- replacement time - sustainability;

- the appearance of the product, the taste, the color, the way of presentation -
aesthetics;

- life cycle - reliability, meaning the risk that the product will not be desired over
time;

- product reputation, brand image - quality perception;

- the ability of the product to meet the expectations of those who purchase it — the
performance;

- the speed and efficiency of the services offered before, upon purchase and after
the services.

The products offered by the farms for a good capitalization on the market, we
consider for the improvement of the marketing’s management of swine meat must come to
the market:

a. as safe, certified products obtained on farms;

b. as trademarks or brands, with names, signs or symbols;
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c. combination of all the above, associated with the products or services of the
farm.

We found that consumers from the researched area use farm product brands as
sources of:

- information before purchasing it;

- for choosing between similar products;

- to reduce the risks when purchasing.

It is concluded that brands capture the demands of consumers of meat or pork
products, about the attributes, beliefs and image of the products offered by the farms for
sale. For success in the swine meat and swine meat products business, we believe that farm
products/brands must evolve by improving marketing’s management to provide
differentiated value to consumers.

CONCLUSIONS

The products obtained in professional swine farms, for a good distribution on the
market, must have in modern marketing, a product manager, who has links, marked with
the symbol and with at least twelve factors with an impact on the market of the respective
product, because the new products and brands enable customers to associate experiences,
images and functionalities. In a competitive market, products are becoming more uniform
for these reasons, brands must evolve to provide differentiated value, the success
depending by the associations made only in the minds of swine meat and swine meat
products consumers.

In order the product offer offered on the market to be positively perceived by
consumers, being of "high quality", technical factors must be improved, for the stimulation
of meat businesses, the improvement of marketing, the number and complexity of features
that differentiate a product from another similar one, the degree in which the design
respects the standards established for the product, the sustainability and appearance of the
product, the taste, the color and the way of presentation.

Due to the behavioral aspects of consumers, it recommends that manufacturers, in
order to be able to capitalize more, perfect their new products under the protection of brand
names that become familiar and accepted by consumers associated with experiences and
images.
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