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Osszefoglalas

A markdzott husprogramok f6 problémdjat leginkdbb a markazott termékek iranti hazai fizetOképes
kereslet hidnydban latjdk. A madsik probléma a programokhoz kapcsol6dd elégtelen marketing is. A
marketing sziikségességét a versenyképesség novelése érdekében fontos lenne erdsiteni. A
multinaciondlis ldncok darleszoritd torekvései €s a novekvd koltségek hatdsdra kialakult kisebb
jovedelemtermeld képességet a husipari cégek részben a beruhdzdsok visszafogdsdval ellensilyozzak,
mégpedig azokon a teriileteken, melyek nem kifejezetten az el6irdsoknak (élelmiszer-biztonsagi,
kornyezetvédelmi) valé megfelelést szolgaljak. Ilyen példaul az értékesités, ahol az altalam felmért
tizemeknek csak kis szdzaléka kivdn a jovOben beruhdzni, illetve a kordbbi beruhdzdsok sem az

értékesitéshez kapcsolddtak, holott ez nagyon fontos a versenyképesség javitdsdban.

The problems of branded meat programs based on the consumer’s information

Abstract

Branded meat programs, the main problem of most branded products for the domestic effective demand
in the absence of seeing. The main results of the survey can be summarised as follows:Registered plants
consider the lack of the solvent domestic demand to be the leading problem of the certified quality
assurance schemes for pork (Certified Pork Programmes). Insufficient promotion connected to the
schemes, which emphasize the necessity of co-operation and collective promotion to increase the
competitiveness of the sector, comes a close second to the aforementioned problem. Hungarian meat

industry companies try to compensate for the effects of multinational retail chains’ price reduction aims
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and for increasing costs by reducing investment, especially in those fields which do not serve the purpose
of meeting regulatory requirements (food-safety, environmental protection). Product marketing is an
example of such a field, in which only a small proportion of the investigated plants intend to invest in the
future. Previous investments were also unrelated to product marketing, although it would be very
important to improve the competitive ability of the companies. These tendencies can lead to choice

reduction and a deterioration of product quality.



