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Summary: 

           With the evolution of society, changes in new qualitative dimensions are observed  in all 

areas of activity. The vital needs are satisfied, mostly by nature, but because of the increase in 

the number and the emancipation of the population, it is increasingly restrictive. 

Consistent with the importance of the research theme, the general objective of the 

scientific approach is to identify the export possibilities of the Romanian agro-food products 

to the non-European markets as Russia, China, Moldova, Azerbaidjan, the USA and Turkey. 

In this sense, I have proposed a marketing program that aims to launch the smoked cheese 

Raraul on the non-European markets studied.  

In this context, my own contribution to the paper is the development of a marketing 

program for the launch of an organic agro-food product, namely the  smoked organic cheese 

Raraul on the non-European markets studied.  

The data collected were analyzed, using different processing modes, to obtain relevant 

conclusions. The economic indicators used have highlighted the progress in increasing 

production and economic efficiency. 

The study presented in the PhD thesis is a deductive research based primarily on the 

treatment of the existing theory and the pursuit of how the theoretical aspects can be 

effectively implemented in the creation of a marketing program on the promotion of the 

organic product Raraul smoked cheese on the concerned non-European markets.  

Among the topical themes of the world economy are the development of international 

economic links and ecological agriculture, with increasing emphasis on their stimulation and 

amplification. 

As part of this scientific approach to identifying the possibilities of promoting 

Romanian agro-food products on non-European markets, I started from the research of the 

knowledge stage, the theory and the economic practice regarding the importance of the agro-

food sector in the Romanian economy. There were analyzed aspects regarding the meaning of 

the concepts, the determinants, the evolution of agricultural phenomena over time. 



Following the analysis of the existing data, it is concluded that the products of organic 

farming are increasingly sought by consumers, and Romania has a significant development 

potential, but it is not sufficiently exploited.  

The results of the analysis of the main non-European markets accessible to Romanian 

agri-food products highlighted the economic situation of Azerbaidjan, China, Moldova, 

Russia, and the US and Turkey, business environments and export opportunities from 

Romania to them.  

The main goal of this paper is the elaboration of a marketing program for the 

promotion of Romanian agro-food products on non-European markets studied. For this to be 

cost-effective, it has been chosen to promote an ecologically agri-food product with high 

added value. The policy of promoting organic products is still at the beginning, developing 

the image of these products and launching key messages are major challenges for marketing 

in the field. The product chosen for promotion is Raraul organic smoked cheese. The aim was 

to simultaneously explore the markets studied to increase Raraul brand sales, increase brand 

awareness (brand popularity, awareness of potential consumers) to a significant percentage of 

the target market segment. This decision is supported by the quality of the products produced, 

the low production costs, the labor productivity and the quality of the staff employed. It is 

mainly aimed at diversifying the customer base and creating the medium-term growth 

premise, which will increase profitability and reduce the currency risk associated with the 

purchase of equipment through forex leases. The volume of export sales will help in time to 

use maximum production capabilities, complete and efficient use of hired personnel and 

expanding the size of the firm.  

The company's marketing strategies have been established, namely product strategy, 

export to the exclusive distributor, the creation of a representative office in that country and 

the use of more distributors and direct distribution in that country by creating a local 

distribution company. 

From the point of view of the promotional strategy, both the product needs to be 

adapted to the requirements and specificity of the markets concerned, as well as 

communication. The organic product must be seen by the target audience as superior, 

therefore advertising and promotion must be adapted to the concerned international 

environment. The standardization of promotion is also limited by cultural barriers, language 

differences, the stage of economic development, social factors and the level of competition. 



A practical contribution of this work is also the realization of the marketing program 

coordination, by applying the scientific methods GANTT Diagram, Critical Road Method, 

PERT Method. 

A questionnaire was also carried out to monitor, identify and centralize the consumer 

reaction to the newly launched product, by sampling at sales, tasting and trade fairs. 

In the end, the economic effects of the launch of Raraul's smoked organic cheese on 

the non-European markets studied in an export market during the next 5 years were estimated. 

Income and expenses were also substantiated. 

The conclusions drawn from the launch of Raraul's smoked organic cheeses on the 

non-European markets studied are that the export operation is profitable and brings an 

increase in turnover in the 5th year by around 6,05 million euro cumulated on all export 

markets under a margins of the net profit of over 10%. Even though the first year will close at 

a loss, for the total of 5 years, cumulated export earnings will be at € 1.21 million per year. 

Profitability on foreign markets is profitable due to higher prices (+ 50%) that can be obtained 

for organic products. With the penetration of the respective market and the creation of the 

infrastructure and distribution network, other marginal cost products can be added. 

 

 


