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Abstract: Manufacturers and traders of food products have to reconsider 
and re-model their marketing strategy and policy to meet the new 
requirements concerning the labelling of food products, consumer 
protection, and international performance criteria and standards. Taking 
into account these new universal coordinates decisively contributes to the 
increase of the competitiveness of their products on the market and to the 
increase of their competitive capacity with good results from a financial 
point of view. The need to regulate the labelling of food products is a 
public interest issue since it aims at consumer protection from a 
biologically, economically and socially point of view. At the same time, 
they are a barrier in the trading of qualitatively improper food products, 
of pirate products and of fraud products with beneficial effects not only in 
the area of consumption but also in the sphere of production.  
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INTRODUCTION 

A product is the first and most important component of the 
marketing mix. Product strategy supposes the adoption of coordinated 
decisions concerning the range of products, the product lines, the packing 
and labelling of products. 

A main feature of modernising production and trade with food 
products is packing, labelling and codifying these goods. 
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At international level, labelling foods is subjected to considerable 
concern from the point of view of recommendations and special regulations. 

The most important international regulations concerning food 
labelling, though only recommendations, have been developed by the 
Committee for the labelling of foods of the Codex Alimentarius 
Commission, a body that operates under the aegis of the FAO and WHS. 

 
MATERIAL AND METHOD 

A label is any written, printed, lithographed, engraved or illustrated 
material that contains elements identifying the product and accompanying 
the product or that is stuck to the package. 

Label is the quickest and simplest support for the individualisation 
of the product and the information of the consumer. Label supplies a volume 
of information serving as a means of communication between industry, 
trade, and consumer. 

The goal of labelling is to supply the consumers with necessary, 
sufficient, verifiable, and easy to compare information, so that it allows 
consumers to choose the product, to see if it fits their exigencies from the 
point of view of their needs and financial means, and also to get aware of 
the risks that could threaten them. 

The development of the human civilisation, the increase of the need 
for correct and rich information resulted in a trend of modernisation and 
specialisation of the label. From this point of view, the label becomes 
absolutely necessary in self-service trade and in the pre-packing of the foods 
and it represents an important factor of promoting the products on the 
market. 

Internationally and nationally, food label ahs become the subject of 
numerous recommendations and regulations from the point of view of the 
necessity and range of information on goods specificity, and of the trading, 
using, and preserving ways. 

This activity has resulted due to the complexity of the label and 
labelling of foods in the development of standards and regulations by 
national and international bodies. The Codex Alimentarius Commission has 
developed the international general standards for the labelling of packed 
foods [7]. 
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As far as these standards are concerned, there are detailed 
stipulations for each component of a label: form, general content, specific 
content, description, production, and proper presentation of the product.  

The International Trade Centre CNUCED/GATT recommends, on 
the ground of national regulations in several countries, recommends that 
labels also contain constitutive details (name, manufacturer’s address, 
product description, ingredients, country of origin, quality class, directions 
of manipulation, preservation, and use, manufacturing date, etc.). 

More detailed, more precise, and more covering are the regulations 
adopted by the European Union member nations, i.e., the Directive of the 
Council CEE from December 18 1978 (updated in 1993) concerning the 
levelling of legislation of member nations on labelling and presentation of 
foods destined to final consumption, and on advertising [2]. 

These regulations broaden the meaning of the term labelling to the 
mentions, directions, manufacturer or trader brand, images or icons 
concerning a food that need to be on every package, document, poster, label, 
ring or strap accompanying the product or concerning it. 

Secondly, there are interdictions or limitations of the labelling and 
the ways to do it properly such as: 

- avoiding misleading the buyers from the point of view of the 
nature, identity, quality, quantity, preservation, origin, or source; 

- manufacturing or obtaining it; 
- attributing effects or features that the product does not have; 
- attributing therapy or prevention features that the product does 

not have. 
The European Union establishes labelling rules for foods so that 

every European consumer is informed when they make the decision to buy a 
certain food. The rules are meant to supply detailed information on the 
foods we buy. 

Besides information we need to mention for legal reasons, producers 
are free to supply any other information they wish as long as they are 
accurate and do not mislead the consumers. There are labelling rules 
common to all foods as well as rules specific to meat, alcohol, and 
perishable foods. 

The most important objective of the producers is to maximise their 
profit by producing foods that meet at the highest level and as diversely as 
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possible the needs and wishes of the consumers. In practice, the informative 
message of each product plays the most important role.  

Foods characterised by their nutritious value are accompanied by 
informational elements under the form of distinctive messages and symbols. 
Symbols and messages form a category apart of communication tools with 
the consumers. Applying distinctive symbols and messages on the label of 
food products is very useful for consumers, allowing them to quickly 
identify the source of the products and to differentiate the products from 
identical or similar ones. 

To quickly identify the product source, the producers have started to 
use the brands under the form of distinctive symbols that do not result in 
confusion [2]. The package also needs to wear the product brand.  

The brand is a distinctive symbol used to differentiate products by 
different producers. It needs to be original and, once adopted it becomes a 
permanent symbol of the product allowing the consumer to identify it 
without any doubt. 

The brand supplies multiple advantages for both the consumer and 
producer. 

The advantages for the buyer-consumer are as follows: 
- it facilitates the identification of the products and simplifies the 

selection of preferred ones, saving time and effort and 
contributing to the satisfaction of needs at high levels; 

- it confers safety and reduces the risks of the purchase, since it is 
the guarantee of quality: the consumer knows that the producer is 
interested in maintaining quality to preserve his/her reputation 
and turn the consumers loyal; 

- it can supply psychological benefits by associating it with the 
desired image that can change the buyer’s status. 

The advantages for the producer-trader are as follows: 
- it protects the features of the product against possible fakes; 
- it ensures a basis of loyal consumers which make up a higher 

competition; 
- it allows high prices due to the value conferred by the brand 

safety: this is why well-known brands are more expensive than 
equivalent products; 
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- it is a launching platform for new products, even if the new 
product is not known, consumers feel more secure if it belongs to 
a known brand; 

- it allows the producer to develop his/her own niche, thus 
ensuring safe jobs for the employees and safe profits; 

- it allows promotion savings if applied to a wider range of 
products; 

- it is an asset of the company: it can be sold if no longer desired. 
In order to be competitive and to satisfy both the goals and interests 

of the company and of the consumers, the brand needs to be: 
- euphonic [9]; 
- distinctive and novel; 
- not deceptive; 
- easy to remember; 
- significant and presented in an integrating way; 
- significant for the product or the company's activity without 

being descriptive [4]. 
A strong brand needs to be maintained or improved from time to 

time from the point of view of the level of knowledge, of the quality, and of 
the functionality. It is therefore necessary to make a continuous effort of 
research and development, a well organised advertising, an exemplar service 
of the consumer as well as other organisational measures [6]. 

Brand has the role of shaping the product image through the 
communication of emotions. When competition offers are similar, buyers 
can perceive a difference depending on the image of certain establishments 
or commercial brands. 

The image of an enterprise or of a commercial brand needs to carry a 
unique, distinct message that communicates the main advantages and the 
position of the product on the market. The developing of such a consistent 
and distinct image needs creativity and lots of work. 

 
CONCLUSIONS 

      Knowing the features of the products is a main condition in choosing 
by the consumers. 
 The consumer has the right to be completely informed to choose the 
product that best fits him/her, that correspond to his/her requirements and 
needs, to his/her financial power and wish. 
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 It is important for the consumer to make an advised choice since it is 
him/her who pays for the product or service and, as such, he/she needs to 
benefit from the product of service purchased. 
 The information on the label should be written in Romanian, no 
matter the country of origin of the product; they need to be complete, 
accurate, precise, and explicit and to contain the name of the product, the 
brand, the amount, the price, the availability term and, if the case, the main 
technical and qualitative features, the composition, the additives or 
ingredients, the risks, the counter-indications, the use way, the manipulation 
way, the preservation way, as well as other features of the different 
categories of products; in pre-packaged products, they need to also mention 
the nutritious value of the product. 
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