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Abstract: The advertisement to be broadcast is expressed in very different 
forms depending on the type of product or service, being the "fruit" of 
both creative activities, imagination, etc. and providing an effective 
combination of a number of visual elements. Catalogs and promotional 
leaflets are promoting tools - print advertising - and as promotional 
techniques, they are included in advertising.  
. 
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INTRODUCTION 
The catalog is an advertising support, of variable size that is used as 

a tool for presenting the work of a firm, of a major business unit, areas or 
tourist resorts etc. The leaflet is another advertising support which is 
included in the scope of advertising carried by publications and used widely 
in promotional activities of modern business. 

These marketing tools (leaflets) used by companies are specific to 
the type of retail trade, being distributed every two or three weeks.  

 According to specialists, leaflets and catalogs are one of the most 
effective forms of promotion, even more effective than promoting products 
with traditional advertising (TV, radio, newspapers, magazines, etc.). 

 Promotion in shop catalogs is a process of marketing and 
negotiation, and the purpose pursued by both parties is ultimately increasing 
sales over this period and further ensure a flow of loyal customers who 
return to the store and buy the advertised product. Thanks to their impact, 
retailers' catalogs are a convenient way to promote, especially for providers 
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whose products do not enjoy great popularity. It is noted the large number 
of products without the brand or brands that are at the beginning of the road. 
Also, catalogs and leaflets have more importance for intermediaries, 
customers with small neighborhood retail shops, in order to be aware of the 
discounts and periodic offers (for supplies). 

 
MATERIAL AND METHOD 

According to some studies, compared with a normal period, sales of 
a product may increase by including advertising in the leaflet with about 
30%, for about 3 weeks when the offer runs. Unlike a similar product on the 
shelf, one product in the offer of the leaflet can sell 30-100% better than the 
one which is not promoted in the leaflet. 

 Regarding distribution of catalogs / leaflets for various store formats 
(hypermarkets, supermarkets, etc.), between 50% and 60% of their receivers 
skim them, and approximately 25% of them read them in full. 

 A large shop area (hypermarket, supermarket, etc.) distribute 
approximately 25-30.000 catalogs every 2 weeks in its area of action. In big 
cities (Iasi, Timisoara, Cluj) catalogs distributed by some large retailers 
(hypermarkets in general) can sometimes reach the 60-70% of homes in the 
city. We appreciate that few media channels in Romania can offer such 
coverage, with content on products clearly targeted. 

 Also, catalogs and retail networks leaflets are a major sales 
accelerator, sales may increase, comparative to a normal period (where are 
non promotions) according to its category. 

 This is where the professionalism of the trader occurs, which is 
expected to know his clients the best and can best define their expectations, 
and the supplier’s also, which may be the initiator of promotion in the 
catalog, support the product with competitive prices over the catalog period, 
and other promotional activities outside this period. 

 However promotion through leaflets / catalogs has a number of 
disadvantages, among them:  

 - in order to be present with products in catalogs and / or leaflets of 
retail networks, manufacturers must pay a fee, but also offer discounts. The 
discount is negotiated at the signing of contracts. It can vary from 5 to 30% 
depending on product and manufacturer. The fee applied to producers may 
also be a fixed amount or a percentage of sales;  
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 - promotion costs should be compared with traditional advertising, in 
terms of both cost and efficiency, this being different from one product to 
another; 

 - discounts on products from the catalog are essential in promoting 
them; 

 - discrepancies may arise between the offer in the catalog and the 
shelf; 

 - another common problem is the depletion of products in the store 
before the end of the catalog offer. For products that could be out of stock 
before the end of the offer, a solution practiced by retailers to avoid this 
problem is the word "offer available on stock”. 

 Given the changes in the purchasing behavior of the Romanians in 
the period September 2008 - February 2009, there is another point of view 
regarding promotion with leaflets, some experts even saying firmly that it 
cannot be built a brand with leaflets. The new promotion strategies are 
turning to television and radio advertising, with promotion budgets in 2009 
significantly higher than in 2008. 

 Next I will present a comparative study on the effectiveness of 
promotion with leaflets and catalogs used by KAUFLAND, one of the local 
supermarkets (Timisoara). 

It is envisaged: 
 - overview of the offers; 
 - frequency of offers and the time studied; 
 - content of these offers. In this respect it is aiming to whether the 

rules of promotion on print advertising are followed, namely data on the 
products included in this offer, their price, location (place or district where 
they can be found), if there is notified any discounts etc.; 

 - the share food products hold in the total of products from the offer; 
 - a brief comparison between catalogs / leaflets with offers from 

these stores. In this case it will be taken into account the price differences 
existing at a given time for the same product from the offers; 

 - in the promotional offers it will be followed if any discounts occur, 
and if there's noted the old price near the new price; 

 - the study includes two distinct periods for each store. 
The Kaufland chain is one of the most successful retail company 

from Germany.  
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The Kaufland chain is represented by 600 stores in Germany, Czech 
Republic, Slovakia, and also Poland and Croatia, and in Romania is present 
until 2003.  

Self-service hypermarkets have a total sales surface between 2500 
square meters and 12.000 square meters, and are also known as Kaufland, 
KaufMarkt and Handelshof.  

The offer contains products from their own brands, which are quality 
products that are found at excellent prices, to products offered by regional 
producers and brand products. The section fresh product is an advantage for 
Kaufland: Kaufland offers every day to its customer’s products of great 
quality at very good prices for meat, sausages, cheese, dairy products, and 
also fruit and vegetables.  

Besides the various offers for foodstuff, Kaufland offers products of 
quality at excellent prices for household products, glassware, china, soft 
goods, electronics, stationery, toys, leisure, and much more products to 
which the weekly offers are added.  

There are two Kaufland hypermarkets in Timisoara.  
 

RESULTS AND DISCUSSION 
The Kaufland leaflet has generally 16 pages (holidays or special 

events bring usually 1 or 2 extra pages). Besides the products offers, the 
leaflet contains various information, for instance: entertainment, food 
recipes, etc. 

The offer period is of 6 days. The information about the products is 
presented clearly. In the offer, the prices are structured on the following 
categories: “Promotion”, “Super-price”, “The best price!” 

At the “Price” category the former price is written in much smaller 
characters than the actual/new price which is written in capital letters. The 
prices are written in black. The discount percentage is also written.  

The slogan used by Kaufland is: “Kaufland - cheap and good”, 
“Mega-offers at mini-prices”, “Kaufland - the best in offers, quality and 
price!”, “Kaufland - a new way to buy”. The Kaufland leaflet contains, in 
the bottom, written in low characters, the following notifications: “We do 
not respond for any misprints”, “We sell only in personal consume 
quantities”, “All the offers are available for the period…”  

The share that the products from “Promotion” category hold is the 
largest, generally the percentage is of 70%, followed by the “Super Price” 



LUCRĂRI ŞTIINŢIFICE, SERIA I, VOL. XII (2) 

category with a percentage of 20%, and the percentage of 10% is held by 
“The best price” category.  

Period 1 
Regarding the offer valid from 18/02/2008 until 24/02/2008, the 

share of food products (including alcoholic and non-alcoholic beverages) is 
of 61.11%, their number being of 77 products, from a total of 126 items 
(figure 1). 

61,11%

38,89%

Food products Non-food products
 

Figure 1 - Share of Kaufland leaflet products, offer valid from 18.02.2008 until 
24.02.2008 

 

Of food products, 55 items, respectively 71.43% are part of the 
“Promotion” category, 14 items, respectively 18.18% of the “Super price” 
category, and 8 products, respectively 10.39%, of “The best price” category 
(figure 2). 

71,43%

18,18%

10,39%

Promotion Super price The best price

 
Figure 2. - The share held by the food products on price categories, from the Kaufland 

leaflet, offer valid from 18.02.2008 until 24.02.2008 
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We mention that all food products are part of a category. We also 
have to mention that in the category “The best price” products from 
“Promotion” category can be found. We considered these products part of 
the “Promotion” category because they have the same characteristics as the 
category we mentioned (discount and graphic elements).  

Period 2 
Regarding the offer valid from 013/04/2009 to 19/04/2009, the share 

of food products, including alcoholic and non-alcoholic beverages is 
63.52%, their number being of 101 products, from a total of 159 products 
(figure 3). 

63,52%

36,48%

Food products Non-food products

 
Figure 3 - Share of the Kaufland leaflet products, offer valid from 13.04.2009 until 

19.04.2009 

 
In the promotion policy of Kaufland, major improvements can be 

seen. The number of pages grew form 16 to 20, and the section with various 
information is kept. The new price categories are: “Promotion …% 
cheaper!” and “Promotion Super price!” 

Of food products, 67 items, respectively 66.34%, are part of the 
price category “Promotion”, 31 products, respectively 30.69%, from “Super 
Price” category, and 3 products, respectively 2.97%, do not belong to any 
price category (figure 4). 
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66,34%

30,69%

2,97%

Promotion Super price Without price category
 

Figure 4 - The share held by the food products on price categories from the Kaufland 
leaflet, offer valid from 13.04.2009 until 19.04.2009 

 
In the figure 5, we present a comparison between the shares of food 

products by price categories in the two analyzed periods. It states that during 
the studied periods, 18.02.-24.02.2008 and 13.04.-19.04.2009, no changes 
appear in the shares of the products on price categories. The time between 
the two periods is of approximately a year and two months (February 2008 - 
April 2009). 
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Figure 5 - Comparison of weights of food products prices on the price 

categories in Kaufland leaflet in the analyzed periods: 18.02.-24.02.2008 and 13.04.-
19.04.2009 
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The change in the new period, 13.04.-19.04.2009, compared to the 
previous one, 18.02.-24.02.2008, can be observed first in the quality of the 
leaflet, and second in the price categories names. The characteristics of the 
“Promotion” category is kept, the word “cheaper” is added, and the old 
price is written. 

There is a new category named “Promotion super-price” with the 
characteristics of the “Super- price” category. In the new leaflet, these two 
categories can be found, and also there are products that belong to no 
category.  

In the two studied periods, 18.02.-24.02.2008 and 13.04.-
19.04.2009, there are no significant changes in the share of food products at 
the category “Promotion”. The difference between the two periods is of 
5.09% (71.43% for the first period, and of 66.34% for the second one). 

Significant changes appear to the other categories, i.e. the “Best 
price” category disappears. There is a new category, “Promotion Super 
Price” which is similar to the old category “Super price”. This is why the 
new category is with 12.51% bigger than the old one (the products pass 
form the old category to the new one in the period 13.04.-19.04.2009). 

We present in the table 1 and in figure 6 the dynamics, respectively, 
the evolution of the prices at the same products form the leaflets for the two 
studied periods. 

Table 1 
Dynamics of prices of the same products from Kaufland store 

leaflets for the two periods: 18.02.-24.02.2008 and 13.04.-19.04.2009 
Dynamics between 
period 2 (2009) and 

period 1 (2008) 
PRODUCTS / u.m. 

Period 1 
18.02.-

24.02.2008 

Period 2 
13.04.-

19.04.2009 
lei % 

Pork chops -kg- 11,99 15,49 3,5 29,19 
Champignon mushrooms -kg- 6,99 6,99 0 0,00 

Lando Chicken- kg- 6,59 7,49 0,9 13,66 
Salad-item- 2,22 2,79 0,57 25,68 

VitaStar potatoes-kg - 8,75 7,99 -0,76 -8,69 

 
We observe an increase of the prices in the second period compared 

to the first one, which is normal, the difference between the two periods is 
over a year. The only product with the same price in the two offers is 
Champignon mushrooms, the price of 6.69 Lei being the same over a year. 
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There is a smaller price for VitaStar frozen potatoes, which in the first 
period have the price of 8.75 Lei and in the second period of 7.99 Lei. 
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Figure 6 - Price comparison to the same agricultural products in the two periods 
studied 

 
CONCLUSIONS 

Following the studies conducted on Kaufland leaflet offers, we 
present the following conclusions:  

 - submitted leaflets meet the general line of print advertising, 
product information are provided clearly, products are presented in pictures 
and their prices are listed for easy identification; 

 - the quality of leaflets with offers, is, in general, pretty good;  
 - the share of food products from leaflets with offers is the largest;  
 - products are presented by price categories;  
 - most food products got more expensive between the two periods, 

but in some cases, they got cheaper. 
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