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Conceptual point of whew, marketing science representing all 
technologies and commercial activities witch have the main object selling 
of products regarding the consumers needs. In modern vision marketing 
is considered un way of thinking by enterpriser, witch starting from 
market knowing, has like main objective the elaboration of one 
commercial strategy and an practice activity.      
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INTRODUCTION 

 
The marketing strategy includes: the product policy, the price policy, 

the promotion policy and the distribution policy, being defined as the 
Strategy of the 4 P (product, price, promotion, place) or the Mix marketing. 

As practical activity, marketing orients the enterprise to adapt yield 
at market conditions and requirements, to increase profitability, giving it the 
possibility to maintain its competition power. 

In pig breeding, marketing has a series of particularities determined 
by the specific of this sector, and also by the features of the transition to the 
market economy in our country.  

 
MATERIAL AND METHOD 

 
Considering that we took into consideration rather the theoretical 

part of animal breeding, we focused on data collection from Romanian and 
international sources mentioned in the bibliography, but we also used data 
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obtained after the application of some marketing studies (questionnaires) on 
a significant sample group. 

RESULTS AND DISCUSSION 
 

The main activities and actions specific to marketing (table 1). (Dinu 
I. şi colab. 2002)  

In a market economy, production’s objective is represented by its 
capitalization as profitable as possible. In general, capitalization includes the 
systems, forms and steps through which the products, in their various forms, 
get from the producer to the consumer. Capitalization systems and forms of 
vegetal and animal-products are specific for each products or group of 
products. 

Table 1. 
Marketing actions and activities Anterior and 

finalizing 
actions Actions  Activities  

Market study 

- market content (supply and demand dynamics, 
relationships between them, price movement, sale 
evolution),  
- market dimension (structure, location, capacity, 
potential), 
- competitors’ activity, 
- marketing operations.  

Elaboration of 
product policy 

(varieties, quality, 
presentation) 

- determination and elaboration of product varieties; 
- specification of product functions, technical 

characteristics and quality level, assessment of 
production cost;  

- selection of product presentation and brand; 
- analysis of product life cycle, elaboration of a program 

of research and development for new products;  
- agreements’ certification;  
- organization of after-sale services  

Intern 
analyze 

situation of 
agricultural 

unity  

Elaboration of price 
policy (analysis and 

substantiation) 

- analysis on production costs and sale prices;  
- analysis of price elasticity;  
- analysis of competitioners in terms of sale price; 
- study on eligibility, psychological and competition 

price;  
- analysis on the crediting policy;   
- substantiation of the own policy of sale prices.  
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Elaboration of 
promotion policy 

and communication 
(advertisements and 

sale stimulation) 

-  advertisements in all mass-media;  
-  attraction of sponsors, establishment of advertising 
budget;  
-  sale promotion, 
-  promotion and utilization of public relations;  
-  other promotional activities (fairs, exhibitions, stores) 

Finalizing 
activity 

(analysis of 
market 

position)  

 
Elaboration of 
distribution policy 
(physical goods 
circuit from 
producer to selling 
agent) 

- selection of distribution channels;  
- selection of selling areas and stores’ fitting out; 
- selection of means and methods of assorting, 

preservation, storage, packing, transport, 
- distribution in the selling network  

 
Product capitalization includes the following processes: 

transformation, distribution and sale. 
Transformation includes the operations that lead to a simple or 

profound change of the initial product: carving, processing, meat products’ 
production.  

Distribution includes the handling activities of a product, through 
which the product should not be submitted to deep changes (pre-sale) and the 
transport, storage and sale activities.  

Elaboration of distribution policy (physical goods circuit from 
producer to selling agent): selection of distribution channels; selection of 
selling areas and stores’ fitting out; selection of means and methods of 
assorting, preservation, storage, packing, transport, distribution in the selling 
network  

Transport aims at the creation of some conditions assuring a quality 
as close as possible to the initial one to animals and products.  

Storage represents the keeping of products that are not used at the 
moment of production from many reasons: are more than the demands, the 
sale regulation is supervised during a longer period of time, a better price is 
expected.  

Selling needs some actions for the satisfaction of consumers’ 
requirements and for a sure sale. So, sometimes it is necessary to: 
fragmentize carcasses, pre-pack some small amounts of a product destined 
to en detail sale, etc.  

Selling of vegetable products, animals and animal products 
represents the activity through which the selling agent (producer or 
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interagent) is obliged to transfer the property of a product to buyers for a 
sum of money – product price. The bill of sale is the base of the selling. 

The evolution of the average selling prices for pigs in Romania 
during 2000-2005 is presented in figure 1.  
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Figure 1. Evolution of average selling price for pigs in Romania  

 
The dramatic increase of the pig prices in Romania, since 2001, was 

due to the forage costs. This fact can be explained through the decrease of 
cereal yield decrease (successive to drought), followed by a price increase. 
Beginning with the last period of 2002 and 2003, the massive imports of pig 
carcasses from the European Union have obliged producers to reduce their 
price.  

CONCLUSIONS 

Every marketing strategy includes: the product policy, the price 
policy, the promotion policy and the distribution policy.  

In the field of pig breeding, marketing presents a series of 
particularities determined by the specific of this sector and by the features of 
this transition period towards the market economy in our country.  

In a market economy, the objective of production is represented by 
its capitalization as profitable as possible. 
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