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Abstract: The goal of the paper is to identify opportunities following from the use of theory of modern marketing in the business
practice in terms to reach competitiveness in the global food market. The paper analyses in details the competitive advantages
related to individual marketing tools as well as using some up-to-date marketing tactics with the goal to attract a customer. In
addition to the most effective use of marketing tools, we define the role of marketing in the global market space and distinguish the
local, regional and global extend of marketing activities.
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– the product form and purpose that will be used for,
– the target market,
– the appropriate strategy and tactics (Bielik et al. 2003).
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– present situation in the branch, positional target of the

company, character of target market,
– business results and position development of competi-

tive companies (including new players in a market and
producer substitutions),

– new situation in the branch, changes on target market,
– modification of the position targets of the company.
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– to save the money and effort to decrease the expendi-

ture for food,
– price is not of the greatest importance – there are other

factors of greater importance, as the convenience of
food buying, the effort to eat a healthy food, life styles
and social motives.
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– competitive advantages related to price
– competitive advantages related to quality and image
– competitive advantages related to a packing
– competitive advantages related to distribution mix
– competitive advantages related to communication mix.
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Competitive advantages related to price
– Penetration price used mainly in consumer goods and

food.
– Action prices account short-term advantage for cus-

tomer. Reaction of customers is high in the category of
food products what leads to the household stock cre-
ation and less demand for competitive products, not
only during the price action, but also after that.

– Price and luxury mean an adequate high price for luxu-
rious products because a low price leads to doubts on
quality.

– Price and new products – this situation could be solved
by two ways. On one hand, the high technological level
of a product is a reason for higher price. On the other
hand, a low introductory price is a really great reason to
buy.

– Payment conditions in which we could combine the price
discount, quantitative discounts, sales promotion, etc.

Competitive advantages related to quality and image
– ISO certificate as the highest certified level of quality.

Awards and prize from the official institutions, at the
food fairs, etc, provide another advantage.

– A hand made products (sweets, bakery, ornaments, dec-
orative products).

– A product and name of producer means a relation be-
tween producer image and product quality,

– Product and country of origin means a relation between
the country image and product quality. It is of great
importance for the global customer who distinguishes
among different products based on own experience, pos-
itive references and public opinion.

– Product and producer tradition are connected for ex-
ample with regional products.

– Product and product brand means that the product
and also producer are both on high qualitative level.
There is a question of brand management leading to
image building.

– Product, durability, reliability also influence the cus-
tomer satisfaction,

– Product and its ecological features point at the harmo-
ny with global sustainable development and environ-
mental protection.

– Product and services. Services as an additional value
connected with a product are valuable from the long-
term point of view.

Competitive advantages related to packing
– Packing as a product protection and supposition for

better manipulation and storing
– Packing for secondary use
– Packing as a factor of luxury
– Packing as a communication tool (sales promotion,

information).

Competitive advantages related to distribution mix
– Availability of product that means “just in time” deliv-

ery. Hron (2001) includes this factor into the model
“Big 6” that sets 6 principles for managerial systems

(Just in Time, Management by Fact, Business Process
Re-engineering, Learning Organization, Total Quality
Management, Theory of Constraints).

– Payment and delivery conditions.
– Merchandising as the communication tool on sales

point, attraction of the sales point.

Competitive advantages related to communication mix
– Communication message.
– Sales promotion and immediate benefit.
– Public opinion that is created by the each activity which

connects the firm and its customers.
– Integrated communication through the all-existing chan-

nels. Also marketing research is included in the inte-
grated communication because the communication
accounts the bilateral flow of information.
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