
 
 

Give to AgEcon Search 

 
 

 

The World’s Largest Open Access Agricultural & Applied Economics Digital Library 
 

 
 

This document is discoverable and free to researchers across the 
globe due to the work of AgEcon Search. 

 
 
 

Help ensure our sustainability. 
 

 
 
 
 
 
 
 

AgEcon Search 
http://ageconsearch.umn.edu 

aesearch@umn.edu 
 
 
 

 
 
 
 
 
 
Papers downloaded from AgEcon Search may be used for non-commercial purposes and personal study only. 
No other use, including posting to another Internet site, is permitted without permission from the copyright 
owner (not AgEcon Search), or as allowed under the provisions of Fair Use, U.S. Copyright Act, Title 17 U.S.C. 

https://makingagift.umn.edu/give/yourgift.html?&cart=2313
https://makingagift.umn.edu/give/yourgift.html?&cart=2313
https://makingagift.umn.edu/give/yourgift.html?&cart=2313
http://ageconsearch.umn.edu/
mailto:aesearch@umn.edu


Slick~~ :t,*nbe"tS()tl :t~rC$hFtuit~ ·~'hu~k~tbrg ·SC11Scor~ ~~un~cn~\;: 
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f)epartmemo.r·Nla.fketing uno. ,M'nmlgerl"H:~r 

Un.i\tersity~'if Ne\\~ rangbnld 
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Connibuted l'apetto the 38th Atmunl COUI1:reflCe ·of the' 

Australian Agdcultuml· &"t:moJlrje~ S()Cj;ctYlf8~ 10 r:ebn.ritry 1994 



The notitHl, of·bmxloi.ng ls'belleruud~rstood:tbau:it:seCO.llOmicsor its ·tllnt~kedllg·nldp.tl:ttle~. 1.11 
tIle ,u.bse~lJ;.e()fspecUicpreco .. tldl(tOJls,brtUldblgt.llnyl)e :l)otudcssor, 'wa.tse,.dysftnlcdollal. 
>1h th.iSl)u;p~rresenrohistepoJted.wbjch\wus designed to :idellttr~l'nnd ,ev~Utmte lhe,renst)ns 
pfovoking l's:u.strnUn11flI)llle ,['ilOOucets lonp,lll)tb.rand lJ.mnes toindiyiuuul it.emsof fttdt.TiN 
hypotbeslsduu ,tll~ dC,C1Sloll.toapply· sdcky l~tbelswas nnive iseonfit111ed. :However: .. oth($t' 
tettSOns· fornll,Plj·blg lul"leIs Inrvebecn idellti1leowbieJl. ·cm.npHcute 'the i5~ue. 

111ere bnsooen asiguiu.tltmt incre.6se in Aust.llllin.ovcr the ,pnst yet~r in lhe uumher·of 
or~httl~dlsts.tet1~openniv:es wbichnttncuadhesive labels loitldividuul ite,msof fItl' t. ":rhese 
:lllbelseonvey nutritional inrO.tlll:atio.n~ Slor!~ge or :llr~pnrution infofl11'ntio1l1 or identif}it,he 
brandnnd/tlrv:nri.ety oftlu: fruit~ '''0 some tbi.swould seenl tol;e unct(ceptiomtt even 
bebned~ sincemt)st productsc~\trj! senne 'Stll:'tof label. TIiecnst. ntconsiderohly less than 
one ce1lt :p.er ltem~ is uot great. ~nlemtionnle for sueb hrnnd.ing is not~lppltrent, •. however. 

111 this p~lper tbe prereiqtJlsiteslnr br(Ulding ttlbe' :metuliugfnl are considered nndtlIeextent to 

\vhic'b tllltl1CS, ns ~! promin.etltexnml)lei. sadsfy theseprctequisiles is discussed, A~weU~ the 
rdtiomde unded}~illg tlu~ decision to br~U1d is identified. 

B.i"'dllding .. at best~ hns theeffectofredl1C'ing all prtxiuct uuributes {(, senn:ll attributes. 
Sig,hting lbe hrnnd allows the customer to infer thattbe pn)cluct to wbich it is nUuebe'4 
possesses rel{;;.vtUlt attributes. Thls reduces the ris.k perceived b)' the ('ust(nner thm they 
ndghttnake n ~bnd huy', a,c:quiring n product whicb does not tnetH their needs. ~rhis risk, 

and the \ralm:~ (')f brnnding,. l~gJ;eale,I'lbe l1l0re the presence ()rreleV~ml tltuibutes. is difn"tfh t() 

detect by pCffiollal inspection of theproauct prior to purchase. TUMe and texture quruities·of 
~lpples nre g~1Od extUtlllles of such mtributes. AustrnUanrosent'chindif.~~ue$ thill. in 1990. 
S4%t)( Austrtdhtll C(lnMHl1CrshHd difficulty in detecting the PO<)f imCttlalquaUty or fruit 

which eXlernaUy ha lherlllflOkt'dgOt1tlCHRllC 19'J.cl;l .. Cousutncr;-.; t'cactions ttl dsk have 



heenM.teU doeutllelltedwltb:,sluules ct~y,Shelbttt)d V;e(lkuleSUll'~ 1'96'8.)" RoselhlsCH11l )t, Lutz 
Inndt~eiUy :( Hn4)~~ult11~~ytt)rU914) nU't.one.ludingUm.t whe,~le(lnSumem11eJ:~eivedsk ;(hey: 

seek:intOltlluttoU* 

l){!COll,la:bt41tld!"tt.lynh,ttltt 

stlc,k to 'weU ... k:nd.\vij :brands. 

l\Jl)Otl,g ,tbe.{¢elr cllarat:tt;lristicswhleh:it.\(UClU:e risk, ,tnc()nsumers.is int~Jl)t~rituu:~entitbtlt£! 

ptfJ~l1ICt~ 

l~laild~t" ,n bNUld f'ttils to luwe\fnlue:if! (relev~u)t ntttlbutesva.t;t under It. J\. bmnd slmtdd be 
relblbJe; it 'S;htlUld bn\'ie ltnegt'u~r' 

Too .. a .. bn\tio ~h{)uld be pe'rsistently ~tv~lUa:hte~ tominitnise tbecbances th:u the CU5lo11lerwiU 
forget h~ nndh should {tPfle~ll'on nprodut:'t wben; dU:lie:.e·tz<ist;s, In the ;cnse' of fresh ;ft1(.)t'ls 

·wbl¢b. .nre subjeet,U;)S~:lSt)nality in J,c{)nUedtlu,.,sn:tisfyingthe j(:lim: req~dt'enl~msOr ,ltucgrhy 
and .tlVAUabiUtyis dirfi,~uJt:. l\ .. p()(~r J)t()ductiim seaSOllcnn itself tbtenten {t brandts itllt.~e for 

quatityg.uararlte,e. \Vhell p~~()duct 'is stored :top.rovbje (,,':Otlbnuity of suppl)'~~Uld stJltllg.e leads 
t(~ so:mequ~lity detetiOt1i.tiou. brandinlegrity is ,utdsk. Smnee{)nsume.rsm.~ty be P()(}f 
judges 1)£ ;quality inconsun:1t1ti.on, {~r b${\!{,e \\dde to)e,rallce ·(lfqmdity vu:ri.atl{jn~ but u.s such 
w<J)utd be unlUtely 10 relyrm bmnds In tbe :t'l.tst.plnce. ~rhey would U(n vuluetbe qu~dlty 
,guarantee. 

One-optionfo!' packe.rsmay be itnlJt'oved tlun1hyccmll't)) tbmugbout lheemlregrowin~ and 

c<ultront~d tumospl:~ere' (CA) storuge pr()Cesses, The relurns UJ such f!fturt ttre~ tdtitmuety. 
un'krm\vu" A fdst .()f\\\ienkquuJi.ty c(lttlltd is tbe tbl1!{ll to hrund integrity, 

One implictltion of the requirementf!'1}' 'pel'ststenlaV~lnilbmt)' i~ dun pm;k.ers t:lf branded 
(t,l,ples bbould h.nvenct."'(!ss to supply fIr Rglven 'Vutiety t\\ttdve months of tt _ year. 11fis 
I>resumes" thou,gh .. thntbl'alld: andVtlriet, nre" jointly. the key ro(.·m~. ~luinutini.ng brand 
awnrene:ssfmd hntnd irrmg~ docs not require dmt the p~lt'ker provide the $lllle vttrtetyof 
upple .1.0 the market yenr~rt)und, th~ mllrketingof Inbelled~ ptlotquaUty CAnpples i:ltteSit~fo 
possible ·confusion in the ttlinds ·of packers ot tbe role (11' the brunt!. J3n.mding need not he 
variety ... spet~Hlc. ()thet o.ptb).I)s arefh.rnHy branding ,iUld C()lJ'}hinedc()lnpauy/pnxluc"t 
br~ulding. 



Lifl1itntionSi()tll"oducllonor !UCll\lisldcin ie(~p.n¢ltymtty hn,~e! rOCllS.ijd·prtQk~.rsjmhnls in the 
·.pnstt)llPJ:O\~jdltlg ltsillglfJ; l')rnndedvt~deJy lodl~:mnl'ke.t'. ~rhlsiUtu:rowitoe.us nltl,yhrtve 
threatened: 'bm:nd :hnegd11- ~rheJ'~;i~: 'evid~tlet:l~h()wevert(hm:tH).ekers ~~l:eht1Uldl:tlbellihgau 

:itlcteaSll1~ .nutul1et ,tlfvadetles·Jlf ;,'tllptes unde.'; th(>; Stml~ :bnlJldrmnl~i~,c>r tbcslxICei)b!i~nds 
tlf (Jl~J)tess:lghleddurlJlg tbe~mw~y tel)Ottcdhltb'is: :p:~ j)ct!.tineht¢lflds, wererl1Urkelt:d \YUh 
lllore 11mn9ne\~,n.detYt: ;\Yhih~':o:neor:the ;twO' ]e(tdlllg ;htd,ndsu'lark~led six. Jtnd itbeother 
s~ve,tt~ vndeti:es. 

'Tbec(mJlle(;b¢.t\yt;en Y.Q~u'~totmd.~w~)i1n.bnity imd 'otn:nd'lJltcgdts lJl)l)Ue'sthnt~onstious 
deeiskulS'will :hnve tobcluade b)'p;.nekersou the posi:donillg otlheir 'pJ:odUctSlU themu:rket .. 
''''ei)l';,tolUldnvtdl~ •. bUity '()f tt,pttrflc\dar vunety· wlUncbieve'persisten.t ,~tv:oj;lt.tbililt()r 'the 
l)rtlduct but is,tU1Ukel,Y 10 be cousJsteut: with the llr.ovlsi.ollo.fqunlityptoduets* 
COtnpany~p,roductbntndhlg(bt1tJ1dmlIll¢/vrui.etSf fmme}~ bOWe\fer •. provides lhe.opporttltlity 
'tt')t packers to s.ntis.l"y lhec()mpelH'll' require.mentsof~ 'pcrsistcn.t nvnU~lblUti uod u fquality 
;t\u(trtlntee' by offering in·;senson vurieties tI:tld~r tbebnUldmmltt 

Qtuu.it? rnninlenmtee or brnnd integrity is like.ly to be .n problem with apples but.~l:lllnre b::t.sic 
problemistbe usurd tl..zr~bnseeonte1i:t. If oldy one brnn.d or. non .. brundis ttvu:ilableaJthe. 
poi.lltof l)U17eh~ts~, the Gus.totner"vill have to be:thearchitec,l of chojce. S:pee.tfic{iHy~ they 
wUlneed to so value a bt~lndas to ehOllse fe-tttUout!.ets. t)n the basis of whether or Utlt. the:y 
stGdk llpnnieulnr hmud. Ifrel~lilersc~lrr)~only oneb~lndjl elm ice can be ereatedo"1l1y by the' 
customer- choosing brrtnds by clwQsing states. IU.marketiltg terms this nmourtts to. {lpples. 
in thisenset being 'sbollpin,g goods·; <tprOdUC1\\lbichthecollsumer \vill seek out even Ifdli~ 
involves going toa numberofdlfferenl reta;Uers. Fo.rmanycuslomers~we wou.ld ~uggest~ 
8}lples ,tIre 'collveniellcegoods': wJuuevet bntnd Is nvailable \vin be purcbased. Iflhis hHbe 
case, ingie would su&.~est that brnndiligof upples willllee,d to gunntnlee (luoJity diffetc.nces 

a.mongst brands of a varl.ety .of npplewhichmnttct enough to customers, and tU~e gunrun.teed 

wlthsufficieut reliability.. 'to ellcouruget:us:tOl1lcts to lnves.t the e'~traputthasitlg efftwt 
inyolved in re,ch\s;sU)KJJtg them n~ sJ1Ppping g(x)ds. 

Considering the vnriety of Jbtxls purchased nOn);laU)"(lt the snrnc lime: as UPllles it seems 
QPtimistic to eontemI>}{tte customers investing 'such effort o.r. as(Ul option, routinely 
patrt)tlising i1 retailer becuuse n lntrti('~ttlar hr~Uld·or apple is stocked there.!v1.me nkeJy~. 
customerswiU p~nroni:se retailers becttuse or {he mixofg()tldr-; Lhey stoc,k, .. c()u\Verl'iem:e 
consldemtions, and SO Ott To Ihe .e~tent that dlls is 'the en~ll, it wuuldu!,pcar to be more 
nppropriute for producers to target the :retailer than lbe finnlc'Ustomer 'nllswouldno.l 



tlHturnllyrequlro tbe !brUlldlngofindht'idtl.tll ,llrotJUtt! iltems~ oldy ;CnJiOt)sot7 thetl1. ~rlils~,of 

G·outsc, teqrdtes lhatn J>ush: strutC.gy be~l(l').p(¢,d~ 

all (hehasis·of'tileubove xem;Oni(lg'.it 's.eerned •.. ·J)osslbtedHunpplc·prodncersHlay hnve 
l1egun lubeUing :proUmnbecuuselt:isflhc' thhllltrJdo*. Sndly~ cOIl;vertlngcon1tllodll1~s 10 

di[fet(:ntioten proou(!tsreqnlr~s:tl)t)tednm;Un!,willl() do so. l~l'tlildlng isn .oatUt{tl orrsp.rlng 
t")f.me~ttliIl;siUlt nnd relitlblc;hoirrerelllintiOJ1.'lt d~e.s llotCl'¢;ute It.A suspiclol}!we 1HlO, WltS 

thatsomel'.rod.ue¢rs.t:nuyno.t;underst~nld :dlis..:Bttlo<JlngCtm rtluke. ;(me feellhat 
differendttdorl.hnsbeenucbi.eved but"ulone" Itm.ayncllitwe nothing or w()tse,. In our 
re.sem':Ch. wehuve ,encountered tlpple,swhithhave vi'lmt·seemtobe: worU1S{ hol'es.itTltlledlulely 
be.side the bnmdtnbcl~. Jnbels,dleudhesiv¢ o[\tihiehcnnm:.,n:}:)e removed ftomtho:npple 
{leudhlg to u proccssoffcnrving with then~,¢lh'l!\ ·ftuherthan enting!l th~nJ)pJ~J und labelled, 
t\pples\vhose ettti»gqmdity Wi'S dreadful by :lny stfUniard. The value ofbrnndlng ltltbese 
cnses is that ilteuchescustamers whi.ch brands tonvoid. If (Juulity cClrHrol is ll'prQble.nl~it :i8 
better to keepq,ulcl utx)utthe prodl.tct·snrig:illS. 

HeHman's (1979) b,pathesistbntcmtSUJ1UJ1" (lSltrt1lltcsalp(~nc(dvedf'isk nta,V b£f fJrflu(Jttccti b~V 
vadmcs }uti"gemf}1ttalltellrlslics illcludingtnr.ailllil.ilft); was tested byPolkes (1988.). Oettmon 
defined nvaihlhihty a~ Ilrec(1,ye'wilhw/Zieh am.' ClUt, bring to J'ltiiul eXel1~lltm:'ll<t 11Iletrtu1t~ 
Folkes bypt~thesi~ed that consbmers'estimates of the .risk of pteJduct CniJure nmy be 

deteonined by h(}We~l~Y it is to rcadJ Pil51 bade~pedcnc;es.H,er results indkate thntntypic.td 
brand nmnes. do indeed increase the nvaHnbil:i.ty of distinctivell1eidems. This incn;msed 
a\#alhtbility led to ubitts tn theestimme of product failurewllere {Wniltlbility(,)fbnd 
eXl)edences wete Ilfdglnened by utypicalbrcmd IUlmcs. This lsnclenr. .nlossngew pt .• eke-ts (,r 
britnded fruit: to the extent lhuin brundmuneis 1llemQftlble, bud product experiences will 
lead to <iispropotti.onatelylnrge negative in"Jpnc15 Oil. dem.und. 

A further expectatit:m we had wus that produc.ers mu)' Hot have reflected on the purChtlSln.g 

context,\Vhcncusto1ll.e.rs a.re confronted \\lith choice amongst v(tI'ieties und s:J~eSOr nvr.!es. 
but m:H bnmds. \vh~tt does n lubel menu tlpart. trolll the: fact thulendngthenpple .itwolvl'sthe 
extm step of term wing the tuber? 



'Tll¢;~f)tiln(t Jlloti~faUtHl,rO.ttltlY'fl):nrk;elilt~ftcdvlty.undert.ukell~bY'~.nfll?,t)leptl(.tker;cpuld 
tCi}.506nbly .'~ 'ust>re,sst1d.u.SlluIH&~ 

,HJ i.ljcte.ttSeorm.<h~4tSt Jllnintnifl·PYet'titlle the :reol,returrlS rr()tll:j)PJm~,g()wlug/lntck:iug 
'uctlvides. 

Th¢.tnt\tkedng,:.ttltlUnst~y·i,\vllicbnm?lQi)ptlpketstj)igbt;',rensamibJy nchlevcthlsobjecthl'c 
in(fludes(l!oJJ,ve..rti.ns·t~pr)les,ftot1l n 'cojJjl)lodi tyrottJ?todue.t.~nds nllowst.betll,Uleopt'lOtl. !of 
vUt$1t\g'stauegy OtJJttoutinulnn~wlJh 'I)ushstmtegie,~:m ,()ne<e~ttet))lty, nndpunstrut~gjesm 
(he ;other. If 1)\111 stml~gi.es nte ,t'l'beit1cor.po~uft~d hltitty,tnenrd'lgfulwu}f lnlOlliell1lttKt!d:ng 
;fl1anngeU'le,ntof'npple 1)1lCkers.,~lnmtti1tny el'feczUve l1ll!tlns()fidenJiJ1~ndoJ10r theproducl, by 
bofhconsutuer,und.rotn,iler :is llcaesstlry * J:lru,t1ding lsone.tlc.knowl~(.lged 111ethod.Clfcre;ulng 
effe.cl:lvecomtnunicndon in .uttntrket (Bugozd 1(86)~ 

Onrrese;nrch was desi,gt1edtot1ss~SS whitt lllotivmed prodnce.rs to label productttntl whutlhe 
impact seems to be itllhcllltU'KetpJnce. 

\Ve decided Qgalnst tUl nggre.gme ecollOlllic investigntion (If the wholesttle pl'ices ttl1d turnover 
01 both bnmd .. blbelle.d and non .. lnbclled tipples. AustmUan murketingnuthorhydmu does I:lot 

differentiale betwe.cnbriuld .. hibelled ~nd non .. labellednpples. Ivtore pertinenlperhnps;bntnd 
labelling usa key component ofbrundlng hns ilS sphere ()f influencent the retai1:collsumer 
interface .. .t3udgetary ,c(.)nSlmitlts pre.cludedthe use of panel dtUU or ,1 consum.cr survey. It 
was lherefc)re tJecicled to sut\~ey np:pleretailers focusi.ng OIl their buying tlndpr01l1Otioll 
belHwiour und 0:1 the le\relof marketing sophistication of apple pnckers nsevidenced by 
characteristics of their itltcmction wit.h retuUers. In addition. remiloutIels were observ.ed nlld 
dnla relC\.t{Ull t.o the mal~keting ofbnmd"lttbelled und non,.lubeHed {iI)ples caUceted. 

F;ifty six reutilotlt1et~ were visited in rhe-city or Newc~uitlCt NSW~ Austr:tdin. 'The .two 
leading Aust.ra:linrl supeollu:rket elutins nnd a third substnutlnl regit'lJlul clm:in were included in 
the snrnple. Thirteen of the outlets visited were members of these three chni£ls. Au:mdof 
429 apple displays. \vere observed in Lhese retnU outlets w1th three organic djsplaysdiscnrded 
rot the pnrposesofannlysls. 



f4lb(!tln'~ltlan(it(! 

l~he:l.~lC.id~n¢e .ofJnl1CllitJg;tjf;:.nJ~PI.~S iii :NSW .1s.ilJ)p.Q,SSjbl~ ·(<:).dc:O ne :ill 't~rnlSOlr":l1ropOqioJJ •. Or 
,uppJ~s ,soJd~ It) th<: Stll~te,~~.lheoCeu rrcnce;o.rla,bell.~d\~mdoo.n;hlb.ellcda,pplys 'iru:e,tIfilQutlets 
jtl No\vcusUe wllS.identltleq!:tS~¢,~JQwJ*~l~hen I.1mbeto.r:dl(tereotbrtnl~'ts,nynU~\bte: 1n 
Allstt~(nH,t1(e listed;>})); ~,rtiblet. 

Bttmd 
rlUlllb¢r 

2. 

{t 

7. 
S .. 
9. 
10. 

11. 
12. 

13. 
14. 

1S. 
16. 

11. 

13tfHld 
n~m~ 

~r~~blel 

AfJtj/d1lr(fjJ(lrmalfk~~te:d :tlt: AftSfrali(t 

J3iutow 
Nightingale llros. 
Top ' .. Qunl"'ru:Stlmnhl 
BItlek Pitunond 
Pickworth IS Finest 
CJen1~\f 

JOYSOfl 

1v1onutgue 

'l1.le Apple Orange 
13l1irnlutn Orchards .. South A ustrolia 
R.J Armstrong P/L 
Mountain l'1'reSh ,. Ingle\\food. 
JefTompson 
Red .Rid\ Orchard'S 
l.1ndybird ,.l!nsUleld OretmJ'ds 
ManJi01up Archway Orchards 
Super Froel ",Ornnge N.S, \\1. 

COlllpHed by the ~UHh(m). 



athe.rblrlmhit(ll~a~~.enUWi,itlcilvflJl 

1,:h¢ '(~bsetvn:bl~ ,pnQkJrf~lelt\~iU.es) ,oJh¢t ·.(ljtltlrl];?,pllqtttlou'ofUrUlld Itlbels~;cqnsideteq.to 'btl! 
r~leY·~lt11 tobrund,in,gwete Ihos(\p(leketnothildes !ot.thetemtllevel :(!OnSiSlent with .1l.PUU 

stntlegy.s:uehns: 

1 tb~employmeru,of suJesre,p!(!s(!J1.ttldves; . 

2 :drepn,)\tisionot Il)'Qimor.s.f~le btamls.peeifloprol.lJotioll; 

3~he·provisi()n·or 'St'orewid~ brnndsllccHJe proD'lotiOn: .nod 

4 the;cruad:onqytbe' pnckerofnmenns ·O.r teCOU.fSebYlhe ·c()nsutne1: :fovdefective 
produqr. 

lJeul0l1e wns ttddtessedby :askirlg rettiUers how mnnytlmes the mostfrequcuUY v.i.iiiting 
apple hamel :representati.ve c;xUe,d on lhefnin the lastt.welve nlorlths~O.tlly two respondeUJs 
r:e(:ttlled ever haviI),g. se·eJlft representati.ve orannpple. 'P~lcker hlthe'ir .ou(lets1·~Hldthishnd llot 

oocurredinthelnst twelvemonths. The OWtlerortwolargeSydileyfruit and vegetable 
outlets not included in the sUfvey,comrnented that dIrect packer/retail internc.dotl was non .. 
existent {Sept, 93. pets. COtJ1l:U}. '\VhlJe the size of the packing operation wlUbe a self 
ev.ident Umhiltioll to the extens.itm of the pucker/retailer interface, it is difficult to understand 

the lnckofncdvity in this nrea by the h\r:gcr packers, By brand .labcllin.g~ packers have pnmI\ 
facie incorpormed pun strategles in their rnnrkering plans. 

There were nine outlets which hud brand"speclfici,lPple djsplay pm motion rnnterhtl together 
with nn apple display. Some of this promotion material W~i$ hOJnernacle.(Jenernlly.ltwns 
pucking materhtl from apple cartons whichreutilers hndad~lpt\..>.d sotts to exhibit the brand 
n.ame on the apple display. Professional apple displny brnnd"specHlc promotion rmuetial 
was provided by only one apple packer. 1'111s upple packer was one of two packers 
considered by the researchers to be the market lenders in the surveyed market nrea. 

Storewide brand"'spedflc promotion material such ns posters ~ldvert.ising il brand ofappJes 

were sightcdill .19 (if the oudets visited. No bmnd .. spedftc prornminu material \\illS sight.ed 
in nny of the supemutrkets. If supenlJarket outlets nre cmmted ns lhrec,lhe ilumberor 
supermurket dUl.ins rathetthUTIOUllets visited. the sumple size ()f retnU outlets is rt~duced to 

46. Of thos.e 46 another four outlets clai.med to have had storewide bntndwspeciJ1c 
promoti<m. material sometime in the last t\\telv.e ruollths. 'The smnple is nhnQstevenly split on 
this hen). 'The evidence is, however" that some apple puckers d() prtwide bnmd .. speclflc 



$tOte\Vl~\1,p.tOllIOdOll,tllote.tialjeYJd~ntlyvhrwbple$olet,$ju.tld~lb9tJthnlflbe't~,taUoutlet$ln 

IbeSillllljl'~usc: thtltn)lltenaJ~ 

Rett\netsw~rcrilsonskedifdley: wer.e;tlwnfe;,otl1JlYllPI)lemIPk~tswhphad: comnludJOmed 10 
CO/1S11mets' the~xisteoeepfu'bt1)Jld'consmnetJntQn11Ildonn.e.twQik. A' ~oIlsUlllerhot:wltne 
wususedJ.lsn.nexnnl,l>le. .17he 'responsesfrotlt re tuners' weten.t. timescomlcnl wi ttl 1\1 1 
:tc$pondingO(lgn tiY.ely. 

R,emller rcs(Jr.utse 

O,finl.ere:.sl~ds('110 pnc:kers ls lhencc:epulllC'e of br~Uld labeUed Jlpples by refltile.is. Jff for 
instance', the Hll1llbet ofretnU (mtlets,W'blchd"ItolC~\ttY'brnnd lnbelled apples :ls relmlvely 
higb,t:tpple pn4;kers 'would luwe lorenssess lhe m;\{!eptml~~e. of htd,nd .Jubell.edilPJJlesb)' the 
retail secdonof thelrchnnneis of d.istribuJion. 'f~ve.rllf retaHerscnrry brand lubellednpti1es, 
thepropo.ttioltof brnndhtbelled tIpple displttyslll thei.toutl~ts wnl give some·jndicmkm·c>f 
the value t.hey p)nceorl the rnnrketablUty orthose .apples.Oicourse th1s.1s llOt (OS~tt that the 
reason retnUets stockbraud htbeHed npples.is predominandy because orth~ltlbeJs. heould 
be that retaUersnre itldiffeteli ttohibels. If this \wetc tbecasc, however, it lsorg.ued dUH 

retailers would be nnH.kcly to sep.urme their nPl)les inl') sIngle bru.ndlttb¢l displays. ~rhe 
.survey' tested thenggreg~\.te oQctlrrencesof the various e~Hegories: ()fdisplays. to· estnblisht})e 
ocCurrence Clanli iudustrywlde b{:tsis of brand Inbel1ed. and lloJl",hrandblbcHedt npple 
displays. 

Onc resuhof the survey wns that there wns not a sIngle apple remil outlet thnt dId not carry 
brund labelled apples, The behnviour of~lpple ,relaBel's should reOecl their beliefs or nt lensl 
their bestavailuble response to those beliefs.. If .apple retailers nre indi fferellt to brnudlnbels 

on appJes then they should he Indi fferenl ns to htlw they displny those labelled apples. Th~1t 

iSt do they display one brand ofbtbcllednpples ulixed with other bl'I1Uds of labelled apples11 
1)0 they rnix brund htbeUed and l1on~lnbelled npples iIll() the oue clJsplat? If the npples nre 
pre.,packedt do they pack lubelled nnd non .. labelJednpples in the s~une pnck'" Moreovef,bow 
prevuJent,is thi.s behuviouf asa percentnge of aUdispluys for the industrY~lJ1d w.luH 
ptoporti.onofdlsplnyson £ttl individualretnHer busls ore of thi.s nuture'? While thes.e 
i.ndlcutors arCi notdetlnltive they form R package of behaviQurs which should give some 
indication oflhe behflviour·of the industry. and by Implicn.liolh the regard apple retailers 
have fotbrttnd labelled product. 



I 

The' qiuheCOtlGll1siveresqH$nre<rc,triil~tlin.f'Jgltres 1, .. ~and $llUd.nrcs'Pmtnnmsed·ln 
Tnble.2. 'table i~,'whl¢hfollows tmmed.i}ltely,.·.dennes. tbe terms used to· cntegqrisetheaml1e: 
dJspl~lYs. 

flurre".tlillJl"'Olw .. label displuy 

11Oi.l,,/abelled and cuu!",rmly .. 
ltlbel dis pIny 

lU:m .. l:qbellc(i (lnd more .. tlum .. 
ane · .. label di:,plny 

:l'~lble ~ 

.iJeJ1nltl(jns()!~~urvqy tenns: 

the d,isphtyC(lnsls{serintel1il.ifnpPJe~fwim 110 
ndhesive brMld·lnbelsoll ihCl11:. 

!hedispln~ eOJl~sistsof :apples uIJar whicb· huve un. 
Idendenl ndheslve'btnnd lnbe} anthem. 
the dispJnyCQtlsiSlSof nppl(!s all Of whJeb have un 
identical udhesive brand :lubel. ort them, 
the ctisplnycotlsistsof npptcstlfdtfferenl brunds nH 
of which have adhesive brand labels anthem. 
the display c,onshn')of no.ll .. labelled f\pplestogether 
withupples nllof which hnvean identloal adhesive 
brand lnbel on them. 
the display consists ofnon .. ltlbeHed~pples together 
withnpplcsQf difft;rCllt brands all of which tnwe 
adhesive brand lubelson them. 

The results have been str(ttH1ed into supermar.ket and I1rH.) wsupe.nl10rkct reulil outlets. 
Ttlble :; implies that non .. labeUed displays ure regarded hy the researchers as single lubeUed 
displa~5. The nnionale for this ctuegorisation is thut non .. labeUed dispJays lite ~\geJleric or 
lm.me",brand l"roduct To the consumer n<)Il .. labeHed displays nrc: variety- und sizc .. specific. 
In additioottney are differentiated from lubelJed displays. by the absenceofudhesivc. brand 
labels. Indeed, consumers may consider generic products as a product more closely 
identified with tre outlet thoJ ~lleproducer. 



l~igure 1 

711eoeCm~/7eJJC($ o/labl!l1cr{, .nmt .. lttbcllerj;mlll mix(utl1ppledli~l>I({)w 

ProduceU by Ron Culcmull 

t)Nl~ tAnFJ~ 
187 

AL.L P1S.l~LA'YS 
4;25 

NON·, tAIlEl.t .. EI) 
135 

1;1 



Pl'mluccd by Ron Coix.nmm 

.A1..1,.. PlSPrAYS 
1() 

ONE lAt3l!t. 
:t2 

NON·t.ABHLLHD 
ANDONI: LABnI 
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The' r)ccurrclw(!,o.fl(lbell(~d$ :J:~t)n~l(J()(1Uedtmd mLte(/apI).te !dISf11tr.v~ 

11~ Iltllt"'~WtJien1i(u'kcts 

Q'N'lH:;AStU:. 
US 

AU"tJ1Sl'U\YS 
~:s~ 

NUN l ... "\llELUiD 
U,i 

"1$ 



Table'S 
C(;mstJ.lhfl1tt!d(J'C:t~IIf:J~encts ti/ltl},eltetl, Iton,,/(lbe,l1l!t.(lmd mLl:et.l(lpp.I(~ t1l31)laj~s 

Sllpern)arket~ Nan.. 'Cotlsnlid::tted 

Ntm·lttl)¢UeddiSlllu)rs 

. One: Quly lal)¢l dIspltlYs 

Tot~tk Sbtgb~~ brnud. displays 

· Nou-lulx£Hed& (me ('udj1 1abel 

· Non .. ]~:tt)¢Ued '& IDt)re thnn one label 

Nlore dmnom: 1u:001. disl)htys 

T01Ul: ~1u.td .. bron.d displays 

· Tota.i: A n displn.y~ 

Sttp(trm~~tr:kets 

NUl11ber 

l4 l(tO 121 34· .• 0 

32 45;1· 15S 43~8 . 
45 65.7 176 17.8 

14 . 20.0' 44 12:.4 

3 4.3" 8 2.2 

1 Hl.O 1.6 

24 34.3 79 22.2 

H'O.() 355 100.0 

135 31.:8, 

18/ 44:.0 

322 15.8 

58 13.6 

II 2:.6 

34 8.0 

103 24.2 

425 :100,,0 

III otlrrese<ltch the retailp.ricesofhr~mdlnbeUed upples werect)l::nprltcd to non ... JuooUed 
aJlIlles. nlbh~,s 4 .and S dettlit tbe :retiults. 'nu~ prices of npplesttreglvenby size and were 
recQrded in t,woc:fuegoncs: 

1. prices of singl,e apples ~\!he!rethe prices\vere disphtyed by nmnber, ego ,5 apples for 
$2.0(1; and 

2.prlces displayed byweigbtte;g. $1.00 per kilo. 



l>:ric(!s 01 ,\~/lIaU* tmriUtuu :tUtd 'ar~{t(lJ,)pltll.($11er.apl>'1e}f wltatepriceis ·,quoted ll.i.~ttltlJ;(JS 
.,t.11J{)lasp,er $ 

";rotttl'S11:ttlIJl~ si2;<t :t,~t~ 

Prlc~ " l~'\l~Ued 

l)'rice .. N(;m~btbencd 

Sntndardde~tndQ,tl l.ttl!'le'Ued 

Stnndrtrd devhtda.ll ~NGr:l"l~lbeUed 

n.zo 
(1.24 

OJ14 

0.3t 

'0.27 

,(to? 

t);.'SJ) 

O.3Cl 

(t3{1 

OJ)S, 

,Prices (.'1/ ~~mall~ meltium:and 1(,lr8l~ apples ($ pnr kilt~;J. whel"!! lite priae is '(/lltltc(l In "flor:c: (~;\' S' 
pcr.hilt>' 

,'olnl snulpl(.~ s'ize 24tf 

Pricf' ~ LaIx~ned 

SIunll. 

2Jtl 

},81 

0.49 

0.40 

(L52 

0.S5 

There/suits ure u strong bldk"a'tl(m tbntnt the remdJeve:llabeUed apples tutrUCI u premiUl'n(lVer 

non·labell,eo apples. Amdysis has yet ttl be conduC'tedof premh.t by hmud. ~rhe (ese'a.rdt did 
nm attetl1pt to obudn 'feudl turnover tigure~. In s~tpp()n clf thesere5iuhs~64% of':retnders 

claimed they :~S'ked for l~:tl.lened ~*pples the ,htst U!l1e they putdHl~ed. Ofth(}$e~ 55% thought' 
they h;ldpit,jd .3. p.rern.hun for those lal1eUedtll1ptes.Many. howeve.r" qu~\lifi:ed tbeir response 
by sU}t.ing they nrdy .pa,id a prt'nuurn f(lf tJuaH.ty fruit 



J..(lbaltJs .rettlf1erllm~'t."ltlrS(! cdtr:tltm 

How ;b:llpottnnt tb(ltlgb lSlbe btnud::lnt1¢l bithe ~putclulsedecl.slt)u~,ot 'telnne.ts~?J{emnets 
w~r¢ ~tsked:, to .recall·-} n 'wlmt-olti~rihcyhad: cot1sRlered 'prlaC~.'Vm1elYifsize~ inmj;lhe.'brPlld 
\lalx~l~ tIle Im~tti.nlefh~y lult'Cbnsednl>ples" All thrceSullerl1un:ketcht,lnsmttd lll'l:lod Idbels 
lJlst"A.J11)le\~tlti:ety ·wus tbe:fluH;cdtedof1 ~they <cotl$tdered. 'C.r the J10tl""$UpCn.ilUfkets".()!dy 

four ,tespoJld~dwjthUle iOl'UJld :htllelt(mkedeJthetl1tslOr'ctlmllHrst. Ano~her resPQmlcl1ts 
.r:ntlked Ihe'brt1ndlubel1nst~.Respondeuts were nlsa· ({sked tQ.mte. thQ:f:ourc.nterla interrns()f 
itllJ,lOI'.t}i.ltc;e;'. trhisns,pe(~t.(>fdleslllWc,y.prQveddlrn~'mlt'tp l'dlnjnjstet..:rhe~ltlestioll W~\S 

:Q,l,(e·red ttl~dlc1\v cl'eSJR111dfn tS;tt,cotlsidetho\~fhllPQtUlJU: Jheottlild lnbel 'w~')uldbe if th.~y .\vere 
nbleto satisff dlemher,mt~eetit:etinlo:t.bei:rsmisrac.Ho.n. ,f.!lg,hte,eotlfthe 38 l)nu .. 
sUj,etnl~ttketres,pondentst(;) thisquesti(juct)l}sidet'ed Ule hr.md 1:lOO1 /oue hln}dred.p:~rCien( 
importttnt. j\'ttitnl'f1lf:U respondent,SI7l11:ed the bl'tUld Jubel as SO 10 l()OpC:tC~U.t in 
hllpOt:tmce. Oflhe supeul1arket'S,aU (hreet!'fl.teddl{t. bmnd laoolutzero itnpormnce, 

Ret~dlets \\;e.re asked ·\vhichwnS,i.l10re itllf;KJrttlJ1l10 them. udhesive brulldmune lnbelsot 
t1.(Ulesive 'varietymtrue Inbels. ~1'11e ,resp()Useswere if1<;.()n(,~lusive. .l1 wmdd'uppear that 
:prefereJ1ees ioreithet brand or l~tl.rlemlltlbemng efnpples is split nb::Hu.tlfty/flfty fot the 
saPlple .. \lafie~Jti .. ~ sl:?asmtal W;(lS ther~ldonnle giveIl.·byone supenl1nrkett~ludn.fot preretring 
bnmd ltdf>els to vnrie.tallabels. 1~he' .ratiomdegive,l'l by 'the first of the Je~lding AustrrtUnn 
s"Upetm~lrket cbai ilS for preferring variem.llabclJlng; \Vas! 

L 1,0 assist Co:n~lu:nerf) iden.tify tbe vttriclyoruppJe;und 

2. to pnlvide an indusu.ystandard prlcc .. look"upcode for the vari.ety and the si,ze ·.of 

'*I)})le. 

The second le~u:Ung. Austndian SUPC1'Ulitrket chain also ''limned nn industry SUUld~trd luhel for 
each v.ariety and ~tres~eddl.e need for tt wJri(!t)~ C'f~tau:r code ns,part of tbe price .. l(x1)k·upc(;x:le. 

Suhsequentto the survey the restmrcbers have become u\vure uf the e~isteJlt'·e of udhesii\1e 
fruit labels in use in the A.ustnthtm mutke:t whichcontam price lonk"upCtldes .(PLCs). T'be 
researchers are UC)t n\Vute (Jf any 11ppJe J)ttekerscUl~rently blC(;)Jl)()fnt;ing PLCs in their 
adhesive hnutd htbelsbtilUWllit developmetHs in tbis uren w:ithin the A\l;st:mUml ~lpple 

industry \vith lluerest.'r'be reseorchers ure ulso nware tluHlhete hus be,cna murked tnctettse 



hl1he:si;z~,of,tldlteSlvelltb<:ls,on,;othertl:uJtst~ud;nguin·,n\vnltsolllllbldlcmlouo,V,tJPlilC 

i:ndnstl)f ltelldsin ,tJds,'ut¢:\~ 
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Itwt1vkl nppenrlhl\llhe::rehtH npl1ie :indllstty hnsn.oovc,rWhelmiug;(j()UseustJso1!O.},tlli,otlOO 
:pte,:(etcnCe n!n··eiUl~r brml(tOl'l~(I.rtl!:ml~lPllle labels. ~rhe .survey il1di~tu\!slht\\ul~pleswt.th 
,generlct'lr vuriemlonly lnbelsm:¢ l'lfrely Slt1Ckedby femUe.vs. ''thIs of course :inJPUes lhm: 
vade.tlll.PliJy lmpl~ labelsnre .nu·clyusedbypnckers.Olven.the . t1,SSlUl.iptkm··thal le~ldin~ 
nppJe: .pttckers, lmvendop.(ed bmndhlg ,us thelt core;slr~ue¥y;,und ,glv~m lhevnrlt'.uyofvlews 
ex.tlresscdi nPJ)le'pRCkers who h~we .ud(),P1C.dcQtl1bined hnutd/v:u~iety lnbels 'blp.tefetetl~e to 
eltlle,r bnmdonly, /orvtl.rlet:~{)nly lub~ls.t .5C(ZlTf(.odbe tlcting,tatl()lltdly."fbe logicwllihe ;(.wetl 
Ul0re uPl).ea:ling.to'thosenpI}lepnokers 'who hn:ve~ldQpted brnlldlng, nsne.oflsC1QUS$ltn.tcg~ 
Hnd:atc:n1hldfnl ;0£ lheextellt lfiwhlch theinnjorsupentl~~rke.tehnhlScollttol tetoUchamleJ 
p.ower lill Aus.tntlht. 

The f~t~l that lnbeUedUj')J)les nurnetptemia indl(.~mes that the InbeIs lldd vulue c..'ll' Ct'lIlSUnlCCS. 

Thefaet thmrot+dlers repoItlhtlt they pay n premium indlctltes that: lhe labels geuetme 
ad(1itiomd fevenue. well .inexcessdf the etlst of Inbe.rUtlg~for pac:kers. In·thiscontexl, it 
would. seem Ihatlne' upp Hcmi 00 of l~lbels by puckers ,is rntiomil. 

Wlutt is :.Iessc.letu"iswhet.her these benefits to pttckerSCtUl be reg~u~ded us benefits from 
bl'ul1ding:,lls distinet fmm lllcre htbelling. VeIY few retnHers regntded bmnd ns ,nnimpOiilUlt 
detetrl1jnUnl of thelrpurchusededskm making. OJdYV\Ji},lC.tlquulity. V1tr:ielY nt1dsize(.~dterln 

were sudsfied did brand nssutnepromlnence. 

'l'hese findi.ngs stJggest that blbelling mU~l he~duedbyconsu.tl1e.ts, peTh~tps ,tlS an im:1ieatot' 
of ,minlmalquaHty, butthut. specHlc bnmds do rlot ntlrnct s.ign:ificnnt levels of ~~onsulner 
IQyalty • Consumerresenrch conducted in the United Buttes clttims that 50% ofcoJl,,~ume.rs 
think that brand labels on fl11hnnd vegetnbles convey Infonnmion. Specifi.cnUy,50% 
believe' bmnd labels convey a perception of qua.lity. In, addition, the U .5. researcbfound 
thnt 33qr· of CtlUSumers nrewilling to pnyulO!'c for brooded produce rUI::r: 1(91), 
Consistu!lt\vith crmNumer 11(!~p0t1se to perceived thiJ{, lm\'('r .. lm;imu!.ll:~ss wl/lI·edllcaled 

shoppers were found to be more likeh' to: pny U prcJniul'll fot l)fo.nded prmluce. Austmbun 
research iodicate&tht~r 30%;01" cOmmrtlers beH.cve that .lnbelsdiS'pluyiug iJrmrd name. 
llrlnv:qr~s nanle or C(}I.tsum~»r il'dtJfnuui(Ju are ~m indicUtjonorqtlnUty~ )'illite u further 10% 

tl\t'~1 ~ht they we:re sm.1uuinU!s. III addition. 44t;f,of Ausu1\linnconsumers snid they were 
wIlling IOPU;Y 1110re !orqutllity fhdt The pe.t.cerlulge WIiS said t.O 'be higber \vhere the 

COUSlunCl'Swere pnrcmsoJ schnol .. nged chIldren ·UIR1)C, 19901. 



rt:se~lns :fjQsslblJ,~ lh~lt 'lttbt1Ulng Ims ilutin.siev:~dt*eror~Qn~Un',le,j;iS l{)t:I~l~entJ,emor:bttuld 
,(.tOnSld:etllliot:ts. 

J.nte.t¢sdngi)~ ictlough drt!re '\vttsevid:ellee ,O.rbi111id,dmjliJl~m~e in lhe"stll~Y,c)'~dmtttket,,()fme 
three hutltlred lund.tlti.f·t~t;iS~~elldi:SIllnyscontnhlhjg htrmd Jt'b~rled;n:pplest 32,.6% !were dl¢ 
i't'rUtlebtiln,!:.";rbe ~ecotld: 'most tre<l'uendyencotltHCted br;lod:cGtl1pdsed ,24.3% of the 
Inhell~dtH)ple .tllnrket.· .. '~l1Jm tll.e 't\\'O dOlilimmt 'bmntlsCQ1l1prised 5'7IJtl' tlf the rnutket is lrt 
irself .hllporml1 t.:M,oreb1111~)tt;~ltu* b()wever tisthe llcknowlcdged 'fnctnWt lhe :Qvttlity ()[ the 
fruit oflhe:lendulg,bt1md \\I~lSwidely regnrde:d.;;ts lhcworst in yenr&. 1jhetJm'\nl~ ptohlCttl 

\'v~tS( Qttfinu~dbytbe:(mld,etiil~ ;mnnng~t'ol'tlhtllf1.rm·,C.sept. 93. pers. et)nml~). 'It wnsUlStl 
ackJlowledg~dtbnt' thesec,.ond J,la)ffer had gftitledso111C mttd~et sbar~ in the :p.tecedJng,twelve 
mouths. Tbc·bnp.H(''atioIls,nrttlmt the brand iil1age()flbt~t1Unlbet onepinycrwtts still 
ef:fee.tive¢no.u~h for :il tel 'tetlin Slifffic:ient.eunsumer loyaltyto temain the tmtrketleude.r. 

It ~t~lS not untIl tbe fieldworK: \r~,us ::under 'wnyUmf: itbecatlle<:UllParent tbnt: .apple l!lbelllng in 
AUSlr~lia\\"IlS alnlflste~clu\sivety brn.fl(ll~lbelllng. J~romobset¥nU()tl during tflt~ l'le:Jd work, 
lbisoppeared :nt rhnt: titl'le to be :notunttltogethe.r uulversnl. chmtt.ctedsdc wi.th the labellingoi 
olbl~tfttdts. ~I'tHtl AustntUnnnnple labels are'ultt10S1 ~llwtlysbt'dJldlttl~ls leuves bodoubt that 

tbe :intentiooof npp.le packers in the AustralinnappJe mnrket is .the arentionof apple brnuds. 

In the survey snmpleonJy one retttU nppfe dispJuy frCUlltl unItJ uf 429wns found tOCOtllUill 

apples \vlth nn m:lhes.ive vuriem'I label. Aclhesi~ie vnrie.ttu.hrbelsconminlhe name of the 
vnriety ottly and have JlO indic.Htiouas to '\\lho. the upple t,tr()wer orpttc:ke.r muy have ·been. 
I)nm W~Ui not recorded Of) \vhetb~thlhels\-\1erebrand htbels (mlYl orcombin(.~dbrand{v~tdety 

htbels, Itwus observed" huwever. that tl smull prop(jttinn ofpnckers were ttl dnndme usIng 
the combined brmtdlvariety labels. ~10rtSlgnlfjcu.ilHy ~these pm:kers uppeured to be the 
indttstry leaders. 

Comments. ft()m industry plnyers regurdingvarieml Labellingtlf uppleswe,re iuixed, Richard 
Bennett "f the AusttaHanHorticultura.l Cotpo.rotiotl (Aug. 931 pers. eOtllm.) {Old '{)ennis 
.BmHmunof SinclRit' Jenkins! dlC clis.ttibuxor ·ofndhesive apple; tnbeJs in Austrullu" (July 93 t 

pers .. cQmJl~~) both comn1em:ecl dmt the hllPC1US for vadetullubellingwns coming frOll} the 

major superulurket chaIns. Bmmmlll rurtber~Om1l1elH¢d that vnrielilllabelllI1g wns seen by 
the major supertnntk.ets ns iUl nid lopriec .. l()ok~up s)tstems at Supl!t1:Tlurket che(;~kouts. 
Eastman identified 13mtow nrld tVlonh~gue tiS AustraUunpllckers who were J1()W using 
combined brnnd/vudety .adhesive JuiJels.. Ballow seems to IHlVe taken the lead is thi.s 

development but T3nMI11Un lhought.thm inetght.eenmouths hwouldbe COllUI:lOn industt')! 
practice. 

An aJtcmtltwe vi.ew to vudcuil·laheUittg irnpelUs tltigimu:ing\vith supennt1tketS\\(tls 
e~pres:sed by NickP~lgeu(1fBut.l(lw (June 93$ J)Crs. corntu,"P~lgetttnude the point that Ut) 

one packer isc~lpableof supplying a lmijot s~lpernln,rket dmin's (lnnuul requiremems. 



III (teed n 'S.ingl~:p~\gkerw'mld have dlCO¢ul ty'supplyi:qg nlfilhe oUtlQtsit)f :a;nluJ~rsbt)¢lthntkct 
cbfrilx tft the.st~m¢ dtl1e+ ··rot,.thtS't~tlSolti{?ltge.ltf¢l('lbnrlhele.adjtlg ·~jjpqrti.mrket~lmln$do·.·nQt 

f(\vt)ur:t~lbelU iJgt\1:·!lltnt1d\vouldpr~.rernjgened~1ptoduCh 

NOlle .bu.tilhe.ltttge.st IKt(!!ket's:hnve }~t t.e~',$()rlnblaho.p~oC ~!chlcvi l~g\brand, :ptomotkm QJ1'{! 

nauoim}, .so~)le.SeGond;Uefpl1ckerstcrmseiQ'tls:oClhe i.ssuesaddmssedbi -this.'pitpcr, 
however;hnv¢:theehojc~(ir:t~'mtk~t,s~gtl1etln\tloiHJ1)Q.stlikeIy;geogrnphi,c~tlsegJlle.IUrtdqu~A 

,gQodo.p¢tut.Qrf(>eusinsqJ).tt·.illu.n~gea(bli.'!:.·geQgrnphJe .se~oti;.ltlt'.OltWbe¢tlpHble.QCudlJsln.g 

cstublisbc4mtu"k:etlng lools loc trcedvelyc.tl.rv~out.~t .shm~eofdle'ni1tlrk~t~ ~thts;couldbe 
a.chievedb)~¢tef.tting(l:brntid,wjthsttonglO¢~(1 support. l,J)cal, llnu: is, tOJh~. selectectremil 
outlets:. 

Bnmdiug'for secl1ndtier l1t111s itllplies.f(,u::e.goinghllensive dlst.dhutio.ll ;mdndopdng seleetivc 
rlistribution* I;;br this 'to OUCUI\howevcr, th()se puckerswottld need :10' forge strong 
eOrUrocttml Hnkswhhu.ll!w; very fcw* selected wholes-aIel's, and toestnblish dIrect Jinks 
with tbe selected retailers ... Indeed. this.is 'luHeftmduJll<.mml.rna.r:keting theory which sC.eo).$ 
to lmvC'l;xHlnOved(lO'kedby .tmtny ptlckerseutrendybttmd l(lbellingdlclri {\pple.s. All 
alternative would 'be verdenl integration.. TherntimmJe(ortUldcl1uklilg v¢tticul hncg:tuttoll 
bused-on one prc>ductt howc:vcr, is somewlmt.obscure. 

Parndoxietdly~ thepossfble unilnportunceo.f specIfic bmnos to {consmners nnd)retuilers 
'indicates thn\c,oo.c.erns suchan tbe ,{thiUlY to m.nlnUllll bmnd inlegrity.~ .for exnmple~ma'y be 
rnispluC"ed. 'T'hequesti()nns to theeupacdtyofpackers, ()C vudm.s size in :terms of: 
throughput. to convert label imponnnce tobnUld 'importance, requires funhertese:trchat the 

.C-(ltlSUmer level. 
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