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Ancmpakm: Y caepemenom RnOCI06ay OpeHOOSU Cy  KGANUDUKOBAHU KAO
UHCIMPYMEHm U NoKazamesn NOCLo8ara npedyseha na mpocuwmy. Tpeosuncku uiu
npueamuu OPeHO08U Cy 3HAUAJHA KAMe20puja KAaKo HA HUBOY MUKPOEKOHOMuUje jep
OUpPEeKmMHO NpuKasyjy HnociosnHu ycmjex npeoyzehia xoje ux nocjedyje, maxo u
MUKpOeKOHOMUje jep je nocnosare npedyzeha noeesaHo ca  OCMANUM
napmuyunamopuma Kao wimo ¢y 6auke, Kynnyu, 000a8mbauy, Mapkemue
nocpedHuyu, ungecmumopu umo. Ipucymuu cy na mpacuwmy oyau vuz eoouna. L{um
paoa je cnosHaja 3Hauaja MapKemune cmpamezuje mpeosuHCKUX OpeH008d U hUx0802
JdonpuHoca paszeojy Ha HUE0y mMp2osuHcKux npeodyszeha. IIpeomem ananuse y pady
obyxeamuhe KOHYenm u Cmarbe MpPeOGUHCKUX OpPeHO08d U HUXOBY HPUMJEHY y
npaxcu. Pesynmamu emnupujckoe ucmpasicusarea 6ukie npukazanu KoMnapamueHom
AHAU30M NOCLO8AA MP2OSUHCKUX OPEeHO08A HA PA3GUJEHUM U MAFbe PA36UjeHuUM
MPACULMUMA, KAO U AHATUZY U KOMAAPAYU]Y MATONPOOAjHO2 cekmopa npuspeoe.

Kuwyune pujeuu: Openo, mpoicuwime, Maionpooaja, mpeosuHcKka pobHa Mapka,
MAnonpooajHu 1anay

JEL klasifikacija: M31

Abstract: In modern business, brands are qualified as an instrument and indicator of
a company's business on the market. Trade or private brands are an important
category both at the level of microeconomics because they directly show the business
success of rhe company that owns them, and microeconomics because the business of




360PHUK PALJOBA ExkoHbu3

the company is connected with other participants such as banks, customers, suppliers,
marketing intermediaries, investors, etc. They have been on the market for many
years. The goal of the work is to understand the importance of the marketing strategy
of trade brands and their contribution to development at the level of commercial
enterprises. The subject analysis in the paper will include the concept and state of
trade brands and their application in practice. The results of the empirical research
will be presented through a comparative analysis of the business of trade brands in
developed and less developed markets, as well as an analysis and comparison of the
retail sector of the economy.

Keywords: Brand, market, retail, trade brand, retail chain

JEL classification: M31
1. YBOJ

[puBaTHM WM TPrOBUHCKYM OPEHIOBHU Cy OPSHIOBH y BIACHULITBY NocpeqHuka. OHH
aHTaXyjy TIpou3Bohaue 3a TPOM3BOAKY MpoM3Bojga Kojuma he OpeHnm Ourtn
noavjesbeH. CHHOHMMU 3a MpUBaTHE OpeHNoBe Cy cibeiehn: TProBUHCKH, OpEeHI0BH
JUCTpuOyTepa, TMOCPEAHMKA U EKCKIy3MBHM OpeHmoBu. I[IpuBaTHH OpeHIOBU
MOJpa3yMHjeBajy OpEHIOBE KOjUMa yIpaBjba MOCPEOHMK,a He mpomsBohad. To cy
Hajuemhe OpeHI0BU TProBala U JUCTPUOYTUBHUX JIaHAIIA, 11a CE BPJIO YECTO HA3UBA]y
Y TPrOBUHCKUM OpEeHI0BHUMA.

[lpBu mucaHW OOKa3d O NPUBATHHM OpEHIOBMMAa OJHOCE C€ Ha IPOHM3BOIE Y
BracHuiTBy Jacoba Bunna xoju je kpajem XIX Bujexa (y mpoJaBHHUIM) y rpaay
Springfieldu mpoaaBao mpousBoje 1MOA CBOjUM MMEHOM W MMEHHMA 4JIaHOBA CBOjE
nopoauue. IIpBM mnpuBaTHH OpeHI Yy BIACHHUIUTBY MAJIONPOAAJHOT JIAHIA Y
Cjenumenum Amepuukum JlprkaBama saHcupaia je xommnanuja Great Atlantic and
Pacifik Tea Company y nepuony usmely 1882. u 1885. roaune. Paauno ce o xadu
noz HasuBoM Eight O 'Clock koja je mocTuria Bpsio BEIMKY MOMyIapHOCT U yCIjex. Y
EBporn ce mnpuBaTHM OpEeHJOBM Yy acopTHUMaHMMa IUCTPUOYTHBHHX JiaHala
nojassbyjy nouerkom XX Bujeka. Jlakie, pBu MpuBaTHU OpeH/I NOCjelyje TPaauLnjy
Ha Tpxuiuty ayry 140 roauna. (Tepauh, Bojunosuh, 2023.) IIpBe npuBatHe poOHe
Mapke Ha jgomaheM TPXKHIITY U y OKpYXewY I0jaBibyjy ce JieBefeceTux roguna XX
BUjeka. Pa3no3u 3a BUXOB Mpoaop 0a3upao ce Ha HEKOJHKO (haKTopa: jayame yjore
MUICTpUOyIIMje, CTBapame BEIMKHX TProBavyKHX JIaHAIla, MU(epeHNHjanuja MoHyIe,
Beha KOHLEHTpalMja Teropala Ha Malo, jayame MaHallepcKe aKTHBHOCTH Yy
MaJIoNpoJiaju, cCMambHBabe Opoja Mapaka 1o KaTeropujama uri.

Excnansuja u koHconmpaanuja quctpuldyrepa omoryhuia je Bogehnm ManonpoaajHuM
JaHIMMa Jla OCTBape EKOHOMHjy o0MMa, a caMHM THUME M Ja Kpeupajy LIMpH
acopTHMaH IIpUBaTHUX OpeHaoBa. [JlaBHM pasior pa3Boja NMpUBAaTHUX OpEeHIOBA je
jadame mperoapadke Mohu aucTpuOyTHBHUX JaHama. OHU Tocjenyjy uHpopMaIyje
0 HaBHKaMa IIOTPOIIaya, HOBUM TPEHAOBHUMA Ha TPXKUINTY M CIWYHO. Y CBPXY
pa3Boja HOBMX M KBWIMTETHHJUX TIPOW3BOAA JOWUCTPUOYTHBHHM JIAHIW Tpaje
KBaJINTETHHj€ OgHOCEe ca mpom3Bohaunma. Ha riobGamHom HHBOY HajBeha TpxkwmiTa
MPUBAaTHUX POOHMX MapKH Haja3e ce y eBPOICKHM 3eMibama. Mehy muma, gak 11
3eMasba Tocjenyje TpxkumHu yauo on 30 %, a 4 tpxumra m3Hag 40 %. 3emibe ca
HajBehMM pacToM yjjena npuBaTHUX poOHMX Mapku cy Yemika (3,5%), [Topryran (2,9
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%), lllnanuja n Mahapcka (2,2%). Meby 17 npahenux 3emasba ynuo IlIBunapcke y
2022. romunu je u3HocHo 51,6 % u T0 je jeauHa 3emiba ca yajenaom Behium ox 50 %.

AyTopH Koju cy ce 6aBIIM POoOIeMaTHKOM MpUBaTHUX OpeHaHoBa cy: Fitsell (1982),
Hoch (1996), Quelch, Harding (1996), Ashley (1998), Narasiman, Wicox (1998),
Mills (1999), Sinhra & Batra (1999), Dunne, Narasiman (1999), Burt (2000),
Goldsmith et al (2000), Ailawach et al (2001), Hoch (2006), Gabriel & Lang (2006),
Yanklovich & Meer (2006), Silverstein & Butman (2006), Juhl et al (2006), Kumar
(2007), Kumar & Steenkamp (2007), Silverstein & Fishe (2008), Bontemps et al
(2008), Liu & Wang (2008), Lincoln, Thomassen (2008), Hutchinson, Bradlow &
Young (2009), Kumar et al (2010), Justin (2010), Hyman, Kopf, Lee (2010),
Geyskens, Gielens (2010), Cuneo et al (2012), Hoyer, Soydanbay (2013), (2014),
Armstrong et al (2014), Rosi et al (2015), Abril and Rodrigez Canvas (2015), Cuneo
et al (2015), Sabri & Zaccour (2017), Ranga (2017), Schmidt et al (2017), Milberg et
al (2018), Cuneo et al (2018), Cuneo et al (2019), Snyder (2019), Ndlovus (2019), Wu
et al (2020), Koncar et al (2020) etc.

[TpuBaTHN MM TPTOBUHCKU OPEHJOBHU CTBapajy €HOPMHE NPHUXO0/ie Kako mpeaysehy y
KOjeM TOCIyjy Tako W Ha JApKaBHOM M TJ00almHOM HHBOY. [JlaBHa Xumnoresa.
UCTpaXXMBalbha TJacd BPHjEAHOCT IPOMETa W MPUX0Ja MAJIONPOAAJHOT JIaHIA
JONpPUHOCH TPOMUTAOMIHMjEM IOCIoBaky npeay3eha, yKymHOr TProBHHCKOT
OujaHcaHa He caMO Ha HHMBOY EKOHOMHjE jeIHE 3€MJbe HEro W EBpOICKOI H
TI00ATHOT TPIKHILITA

C TuMe y Be3W, HEOIXOJHO je CTBapatd OOJbM IIOCIOBHO-TIPABHH aMOHWjeHT 3a
NpHMjeHy ¥ jadyarme OBOT BHJIa MAPKETHHIIKOT MMOCJIOBamka npeayseha. KomnapaTueHa
aHanu3a y pany oOyxsaruhe pernpe3eHTaTUBHE NMPUMjepe TPrOBHHCKUX OpeHIOBa Ha
rno0aTHOM M JoMalieM TPXKUINTY Kao M aHAIU3y MaJONPOJajHOT CEKTOpa. AHAIU30M
HaBeJICHUX MOKa3areJba Jalie ce 0roBop Ha MUTAbE 3aIUTO je MAPKETHHT CTpaTerdja
TPrOBUHCKOT OpeHJa jelaH O] HajyCIjEelIHUjUX MOJeja 3a IIHPEeHe TPrOBUHCKUX
JlaHalla M pacT MaJoNpojaje W YKyITHe TPrOBHHE Ha JIOKaJHOM, HAI[MOHAIHOM H
rio0aiHOM HHBOY? 3aIITo je OUTHO WHBECTHPAKE Yy HABEACHY 00J1aCT MOCIOBamba?
Crora, pag Tpeba aa aHanW3Wpa W yKakKe Ha CIO3HA]y M 3HAYaj MHBECTHPAMmAa Y
NpuBaTHE OpEHIOBE y IMJbY YCIjElIHHMjer MociioBama mpeny3ehe U eKOHOMHjE Y
IjeJINHHU.

2. AHAJIN3A KOHIEINTA TPTOBUHCKUX WUJIN NTPUBATHUX
BPEHJOBA U ITIPUMJEHA Y IPAKCH

Bpenaupame TProBHHCKMX MapKH j€ IPENno3HaTO Kao OKOCHHIA MapKETHHIIKHX
cTpareruja npenyseha. Ibuxos pact nocspenemux AeleHnja MoKas3ao je Ja ¢y nocraie
KOHKYPEHTH OpeHJOBMMa Mpou3BOhauya M Ja KyNiuMa HyJIe BUCOK KBAJIHUTET U
BpujeaHocT. Jlakie, pamu ce o OpeHIOBMMa KOjUMa yIpaBiba TMOCPEIHUK, a HE
npomusBohau. To cy Hajuenthe OpeHIOBH TProeama M JUCTPUOYTUBHUX JIaHAIA, 1A Ce
BpJIO YECTO HA3WMBajy M TPrOBHUHCKUM OpeHpoBuMa. O0yxBaTajy yKymHY poOy Koja ce
npojaje nox opengom manonponaje (Private Label Manufacturers Association, 2019).
Taj Opena Moke OUTH UME MTPOJIABIIA MIIH KM€ KOj€ je KPEeHpao MCKIbYYHBO MPOIaBall.
Ipema pedpuHuIMju MehyHapomHOT yapyxkema npuBaTHuX Mapka (Private Label
Manufacturers Association, 2023.) mnpuBarHa poOHa Mapka 3a TOTpolIaya
nojpasymujeBa u300p M MoryhHocT na Kymyjy y KOHTHHYUTETY KBaJUTETHE
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npexpamOeHe W HempexpamOeHe TpousBoje y3 onapeheHy ymTeny y OIHOCY Ha
npousBoha. ime n cumOou TproBua Hajase ce Ha MakoBawby M MoTponad Tpeba nia
Oynme curypan naa HpOM3BOJ HCIyHaBa CTaHAapAe KBaJIMTeTa M Crely(duKanujy
npojaBna Ha Mano. TproBuHcke poOHE MapKe EKCIIOHEHIMjaTHO PACTY MOCJbEABUX
JICIICHUja U TIOCTalle Cy KOHKYpCHIMja OpeHI0BMMa Tporu3Bohaya. Mory mocioBaTi
,y CBOje M€ M 3a CBOj] padyH" WM y MM TPToBIa, AaKie y ,,Tyhe ume u 3a Tyhu
pauyn‘. (Nielsen Global Private Lebel Report, 2014., /prisupljeno 20.03. 2023.) Paxu
ce 0 TIPOM3BOJMMA KOjU Cc€ MPOJIajy y BEIMKHM CylepMapKeTUMa, XHUIIepMapKeTuma,
JporeprjaMa M JUCKOHTHMA.

I'maBHM pa3nosu 3a T0jaBy TPUBATHUX poOHKUX Mapku cy: (Dimitrevska et al, 2017.)
* CTAJIHE IPOMjeHe KYIOBHUX HaBHKa IIOTPOLIAYa,

* moTpeda 3a cTBapameM jeTHHHUJIX IPOU3BOAA U YCIIyTa

* HoTpeba 3a CTBapameM JIOjaTHUX KyIlana,

* ncxkopumrhaBame MoryhHoCTH 3a Behy 3apany,

* 33/I0BOJbCHUX HE3aJ0I0JbEHHUX NOTpeda moTpolaya.

Aytopu Baltas i Argouslidis cy s3actymanu ctaB jga Cy NPEAHOCTH NPUBATHOT
Opennupama cibenehe: Behe manonponajHe mapike, moBehaHu MpoMmeTr y TProBHHH,
NpWIMKa 3a W3rpajlby HMHLAa TProBla Ha Majlo M JOjaTHOCT KyIa, jaya
nperoBapayka Mo3uiyja ca mpousBohaunma, pa3Boj BIACTUTUX OpPEHAOBa YHyTap U
uamely katepropuja mpomsBoja. (Baltas & Argouslidis, 2007.) Ctora ce OpenmoBu
TProBHHCKHX Ipemy3ehia MOTy CMaTpaTH KHYMOM TpITOBalla y OXHOCY Ha
npousBohadye. Y naHamime BpHjeMe, OHH Cy NOCTaJH KOHKYPEHTHH Y MOTJCIy
KBaJINTETa M LHjEHE Y OMHOCY Ha OpeHmoBe mpomsBohaua. Ha Taj HauwmH, OpeHIOBH
MPUBAaTHUX pOOHUX MapKH Cy ycrjenn aa mosehajy o0um npoaje v Tp>KUIIHT YAHO H
Kyniy 6u MoriM Buiie aa ux npedepupajy. I[loctoje nBa OuTHa ycioBa Koja Mopajy
OuTH HCIyH-CHA KO HaBeICHE Kareropuje Openmora. IIpBo, Mopajy ce mpoaaBaTH ca
3HATHO BHUIIIOM MAJIONPOIajHOM OpPYTO MapKOM HEro Kaaa ce pamd O OpeHIoBHMa
npousBohaua. [Ipyru ycioB Tjacu jJa MaJoNpojajHa IUjeHa TProBaHHCKOT OpeHia
Oyne HuwKa ox Bojehux mpon3Bohaukux WM HalMOHANHUX OpenmoBa. (Martinez et
al, 2015.) CkioHOCT mMOTpoOIIa4a MPOM3BOIMMA aHATM3MPAaHE KATErOpHje MOXa ce
00jaCHUTH EeKOHOMCKHM LHKIYyCHMa, KYJITYpHHM OKpYXeHeM, JeMorpadckum
o0MJBEXKjHMA [OTPOLIAYa, JAPYIUTBEHOM KIACOM, IPUXOAUMA W  BEIUYHMHOM
nopoauite.(Cuneo et al, 2012.) Jlakie, npedepeHiuje motTpoiiaya ¢y y 3aBUCHOCTH OJf
CerMEHTalMje TPXKHUIITA TPrOBUHCKUX poOHHMX Mapku. Kama je pujed o cramy y
MPaKCH, WHTEPECAHTHO je€ HaBECTH NpHUMjep TpXKuiTa majonpoxaaje y CjeanmeHum
Awmepuukum JIpxaBama y 2021. ronune uuja je BpujenHocT nzHocuiaa 199 munujapan
amepuukux nosapa. Tokom 2014. roause ca qosgapckum yajeaom ox 16,5 % y CAL u
184 % y Kanamgu, cjeBepHO-aMEPUYKO TPIXKHUINTE MAJONPOAaje j€ Mayo H3Ha.I
npocjeunor riobanHor yuajena ox 16,5% y 2014, romumu. (Statista, com.
private_label_market, pristupljeno 14.02.2023). Tpxwuimra pobe MHPOKE TOTPOIIHHE
npousBojia npuBatHUX OpengoBa y EBponu unne 30 %, a TpxkuinHu yano y ITosbekoj
u Hlnanuju ox 2009. mo 2013. roguue u3nocuo je 40 %. TokoM IpOTEKIHX AeleHHja
TPrOBUHE CY CTalTHO paciie, O JOKAIHHUX CIENNjaIN30BaHUX MTPOIaBHHLA IO BEJTHMKHX
cynepmapkera. Hajsehu nanmu cynepmapkera cajga ocTBapyjy CIM4YHY WM Behy
npozaajy on Hajelinx mpousBohaua pobe mmpoke morpounme. Ha npumjep Carrefour
je toxkom 2005. rommne octBapmo mpoaajy on 94 mwmnmjapae nonapa. Hajeehm

12



360PHUK PALJOBA ExkoHbu3

npousBohay pobe mupoke notpourme Nestle octeapuo je npoaajy onx 75 munujapan
Jomapa. Y wucrom mnocMarpanoMm mnepuogy Coca Cola je 6uma ocmu HajBehm
npousBohay pobe IMHMpOKe MOTPOLIKE W OCTBapHia je Npojajy on 23 MuiHjapie
amepuukux gonapa. (Tepsuh, Bojunosuh, 2023.

3. AHAJIN3A CTAIbA TPTOBUHCKHUX POBHUX MAPKH "
MAJIOIIPOJAJE HA PASBUJEHUM U MAIBE PAZBBUJEHUM
TPKHUHINTUMA

VY 1musby KOMIIapaTUBHE aHAIN3€¢ TPrOBUHCKUX OPEHIOBa M MaJOIPOJaje HEOIIXOIHO
je W3BPIINTH aHAIW3y peNpe3eHTATHBHUX IIpUMjepa TPrOBHHCKAX OpeHIOBA.
Hajopuje hemo kxao mpuMjepe aHATU3UpPaTH TPHKHIITE MAIONpOnAaje y AMepHI,
Asujm 1 Adumy. 3aTHM, KOMIIapaTHBHAa aHajM3a oOyxBaruhe mapaMmeTpe CTamba
TPrOBUHCKMX pOOHMX MapKkh Ha eBpomnckoMm Tpxwumry. [lotom, npuxasahe ce
UCTpaXXHMBakhe pa3Boja TPrOBHHCKE MapKe Ha II0jeIMHaYHUM MaJONpPOAajHIUM
TPXKULITUMA.

3.1. AHau3a TPKULITA MAJIONPOAAje y aMepuLM, a3uju ¥ adpuuu

VY Cjenumennm AmepruakuM [IpaBaMa TP KHIITE IPpUBATHUX poOHUX Mapku y 2021.
rOAMHU YHHUIO je 17,7 % yKyImHOT MaJIONpOJajHOT TPIKUIITA U BPUJESAHOCT MIPOIaje
011 0k0 199 Muijapau aMepUyYKKX 0J1apa.

Kana je y murtamy cerMeHTauuja Tp)KUIUTa NpUBaTHUX poOHuX mapku y CAJl-a
TOKOM HCTOT TOCMaTpaHOI MNepuoja: HajBelly BpHjEHOCT KYNOBHO — MPOJAajHHX
TpaHCakIiija 00yXBaTalu Cy pacxiaaHu ypehaju ca BpujenHomihy mpojaaje y U3HOCY
on 40,4 munujapae aMepudKUX J0apa, 3aTUM, PeXpaHa ca BpujeaHonihy mnpoaaje y
u3Hocy ox 33,8 MmuiIdjapie aMepuuKHX Jojapa W poba IMpOKe IOTPOLIkE ca
yaemrheM TpoJaje y BpHjEAHOCTH 25,2 MUiIHjapie aMepUYKHX Joiapa. Y HapemHo]
tabesH IpHUKa3aHa je IprKa3aHa je KOMIIapaTHBHA aHAJIU3a BPUjSIHOCTH APYLITBEHOT
OpyTo MpoM3BOJa W YKYyIHE BPHjEIHOCTH MAJONPOAaje HAa pPa3BHjEHUM H Mame
Pa3BUjeHUM TPXKUILTHMA.

Tadesna 1. KomnapaTuBHa aHamu3a BPHjEIHOCTH JPYHITBEHOT OPYTO NPOM3BOJA U
YKYIIHE BPHjEIHOCTH MaJIONPOaje y AeCeT 3eMaba Y MOocioBHOj 2019. roaunu

Pb JpxaBa Tpoxure GDP/PPS NATIOAL
bilions US RETAIL SALES
$ bilions US $
1. Kuna Hcrouna Asnja 18.110 3.896
2.  Ungnmja JyxHa Aznja 7.874 1.202
3. Marnesnja Jyroucrouna Azuja 3.860 110
4, Tana 3anagHa Adpuka 6.452 24
5. HHponeswja Jyroucrouna Azuja 13.230 39,6
6. Ceneran 3anagHa Adpuka 3.651 10
7. Caymmjcka Apabuja  Jyroszamamna Asmja 55.944 125
8. Jopnau 3anagna Asuja 9.433 15
9. VAE 3amanHa A3uja 63.382 78
10. Koaymb6uja JyxxHa AMepuxa 14.943 101

H3eop: Global Retail Development Index, 2019.
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VY mperxomHoj Tabenu mpukaszaH je Opyro gomahiv Mpou3BOJ MO TTIABU CTAHOBHHUKA U
YKyIHa BPHjEJHOCT MAJIONpOJiaje Ha Jp>KaBHOM HHBOY Y J€CeT 3eMalba, OJ Tora
celaM Ha Tozpy4jy Aswje, ABuje y Adpuun u jenna y JyxxHoj Amepunu. Cayamjcka
Apabuja je nocturia Hajsehu OpyTo momahy MPOM3BOA MO TIABU CTAHOBHUKA, 3aTUM
cmajenn Kuna, ma Wuponeswja y 2019. rogmuuun. Kama je y nuramy yKymHa
BPHjETHOCT MAaJONpojaje Ha JApkaBHOM HHBOY, KwHa wuma TtpocTpyko Behy
BpHjeqHOCT on MHmuwje koja ce Hama3m Ha OpyroMm Mjecty. OcTana aHamu3mMpaHa
TPXKHUIITAa WMajy Mamy BPHjETHOCT HABEICHOT Iapamerpa jep Cy IMpeTXOIHa IBa
MHOTOJbYTHH]ja, JOCTIKY €HOpPMHE Iu(pe y Opojy CTAHOBHHKA.

Ha kuHEcKoM TpXumTy OpeHIOBH TPTOBHHCKHX POOHUX MapKu YMHIWIHN cy 16,3 %
riobanHe mpofnaje pode mmpoke notpomse u 1 % y Kuan y 2020. roquan. Y UCTO]
TOJMHY TPXKUIIHK YJIHO MPUBATHUX POOHMX Mapkw je mopactao 3a 22,7 % y omHoCy
Ha mperxonHy romuHy. WcrpaxuBamem 82 TpxHa neHtpa y Kunm tokom 2021.
rOJIMHE JIOLUIO Ce JI0 3HauyajHuX pe3yiraTta. Paau ce o Tome aa 36 % MCTpaxuBaHUX
TPXKHUX [IEHTapa HMa CBOje BJACTHTE TPrOBHHCKE pOOHE Mapke. Y CerMeHTy
MJIMjeYHHX TPOU3BOJIa UMajy HajBehn TPXKHMIIHU yIUO KOjU U3HOCH 8 % 0J yKyIHOT
HalMoHaMHOr yyemrha mainomnpojaje. [lapanenno, Kuna je y cexropy Quarmmpane
BoJic 3abumexkuia je HajBehu pact y mepuoay ox 2018. romguue mo 2020. u o y
BpujenHoctH 87,4 % TpKUIIHOT ynjena. Ha BeHOM TPXKHUINTY OHJIAJH Mpojaja y
2020. romuau mopacia je 3a 366,15 % wu To ca 23,9 munujapau jyena Ha 111,3
mundjapae jyena. Kommanuje ,,Walmart“, ,,Hema“ i ,,J.D.com.” cy tpu kopmopariuje
KOje KOpHCTe OHJajH W oQJajH TMpoJajy 3a pa3Boj BIACTHTHX OpeHIOBAY
Manonponaju. Ha Taj HaunHCe ymMamyje pa3nuKa y Kymo-IpoJdajHAM TpaHCaKIHjaM y
BUPTYEIHOM U (PU3HIKOM CMHUCIY TPH TOCIOBAbY.
(http:www.daxueconsulting.com/private_labelsinchina/pristupljeno,29.04.2023.)
Manomnponaja y MaamMju je ¥ najbe BeoMa NpUMHUTHBHA. [IpnBaTHe poOHE Mapke
TPEHYTHO TOTOBO [la HE MOCTOj€ Y 3€MJbHU, ajld UHAM]CKA MAJIONPOaja HyIH MOHYIY
Koja ce, He Moxke Hahu Huraje y cBujery. Camo y Kunu u MHauju manonponaju
JIaHIM MOTY MMatH, OpojuaHo, MaJONpO/IajHUX JlaHala KOJIMKO uMmajy y CjeanmbeHum
Awmepuukum J[pxaBama. Jlakie, pamu ce o MoryhHoctu na npeayseha umajy 5000 o
6000  comctBenmx  mpomaumma.  (India  Brand  Equity  Fondation,
ibef.org/payes/pristupljeno 20.04.2023.) Manesujcka MajonpojajHa HHIYCTpHja je
npeTprjena JMHAMUYHE POMjeHEe y MOCIbEIIbUX HEKOIUKO JeteHrja. OHa je akTHBaH
MOJICEKTOP y FEHO] EKOHOMHjH M MOKa3ao je crabwiad pact. Ctoma pacra xpase,
nuha u ayBaHa mopacna je ca 4,5 % y 2011. roquaun Ha 4,9 % y 2014. rogunw.
VYpbanu Mane3mjcku MOTpomIadu mnpedeprupajy KyHMOBHHY Yy XHIEpMapKeTnhMa U
TP>KHUM LIEHTPUMA KOjH ¥ CBOjO]j MTOHYIM MMajy OpOjHE U pa3HOBPCHE MPOM3BO/IE.

3.2. AHau3a cTamha IPUBATHUX OPEHI0BA HA eBPOIICKOM TPXKUIITY

Ha eBpornickom tpxkumty Tokom 2008. ronuHe OpeHI0BH Majlonpo/iaje 3ay3uMau Cy
cBera 23 % TpxunrHoTr yajena. HakoH cempaM roauHa HaBeJeHW MmapameTap pacTe Ha
36,7 % y mpoaaju Ha OCHOBY BpHjeAHOCTH mpojaje, 47,1 % y mpoaaju Ha OCHOBY
KOJIMYMHCKOT W3HOca, a ojapeheHm Opoj Tpromama Ha Majio Tpojaje HCKIbYYHBO,
npuBaTHe pobue mapke (Marc & Spenser, Aldi). (Ezrachi, Ahuja, 2015.) TIpema
nssjemrajy komnanuje Nielsen 3a 2021. roaury GpeHI0BH MaJIOIPOIaje 3aApKaau Cy
CBOj TpXHUIIHK yauo m3Hag 30% y 18 aHanmsmpaHUX 3eMajba MpeMa HCTaXHBABY 32
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2020. roguny. [TonoBrHa 3eMasba TocTHINIA je TPKUIIHK yauo u3Han 40 % u Behuna
je TMoKasaia MO3WTHBAH MpPOJOP Ha TpxwuiTe. Ha OCHOBY HaBeIEHOI UCTPaXXKHBamba
OpBe TPU KaTeropuje MPOM3BOJAA, OJHOCHO TProOBHHCKE poOHe Mapke ,,Fresh &
Frozen“, ,Dairy“ u ,Health & Beauty” umane cy HajBefin mo3utmBan pact. Ha
HajBehuM ManonpojajHuM TpxkumTrMa y Esporn y Bbemaukoj u Bennkoj bpuranuju
YO UCTE KaTeropuje Mapku ocTao je m3Hax 40 % u 3aaprkao CBOjyy jaKy MO3HIH]Y.
VY HapenHoj Tabenw NpUKa3aHO je TPXKHUIIHO ydemrhe MaJonpoaaje y eBPONCKUM
3eMJbaMa.

Ta6ena 2. KoMmnapatuBHa aHann3a Tp>KUIIHOT yyerrha NpUBaTHUX POOHUX MapKH Ha
eBpornckoM Tpxkumty y 2013. u 2021. ronuan

JpxaBa IpouenTyanu TpRuIHA yauo (%0)
2013. 2021.
HIBunapcka 45 49,5
Inanunja 41 49,7
Besnka Bpurannja 41 47,5
Hbemauka 34 43,1
Iopryran 33 45,1
Bearuja 30 43,4
®dpaHOycka 28 38,5
Xoaanauja 27 37,1
Jancka 25 -
IIBencka 25 34
Mabhapcka 24 36,2
ITo/bcka 24 31,1
Yemrka 22 32
duHcka 22 30,9
CJioBauka 22 31,7
HopgBemka 21 -
Hranuja 17 22,6
I'puxa 16 23
Typcka 14 29,6
Pycuja 6 -

H3eop: Private Label Manufacturers Association, plmainternational.com/industry-
news/private_lebel today/(pristupljeno 08.04.2023.)

VYKOJIMKO ITocMaTpamo npoueHTtyanHo ydenthe Opennosa manonposaje y LIBunapckoj
y 2021. romuan y omHOcy Ha 2013., MojkeMO KOHCTaTOBaTH Aa je 3a 4,5 % mosehana
TpxumHN yano. Y Ulmanmjm je, takohe, eBuaeHtupan pact ox 8,7 %. Y Bemukoj
Bpuranuju pact ox 6,5 %, y Bbemaukoj, Taxkohe, 9,1 % wuta. YV nperxomaHoj Tabenw,
YKOJIMKO TIOCMATpaMo BPEMEHCKHU MEPHOJ Of NpHje TPHU TOJWHE, MOXKE Ce YOUHUTH 1a
y Imanmjm u IllBumapckoj ca mpubmmwkHO 50 % TpXKUIIHOT YyIjena, yCTBapH,
MOJIOBMHA IIPOJATUX TIIPOM3BOJA Craja y OpeHJoBe Malonpojaje. Y KOJIUKO
aHAIM3UPaMO TPTOBHHCKY poOHY Mapky y TypcKoj, MOKEMO YOUUTH /i je y MOYETHO]
(da3m pasBoja y OAHOCY Ha €BpOIICKE 3eMibe W AMepuky. Haemenm cextop je
npoisjerao y Typckoj HakoH ekoHOMcKe Kpu3e TokoM 2002. rogmue. Ctoma pacra
TProBUHCKMX POOHMX Mapku nopacina je Ha 70 % , mTO ce mpuKasyje U KyIIOBHOM
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Molin moTponraya. Y110 TProBUHCKHX MapKH Ha TYPCKOM TPKHIITY je Y mpocjeky 20
%, a TPKHUIIHU YIHO Y KO3METHYKOM cektopy u3Hocu 12 — 13 %. (Yilmaz, 2020.)

3.3. KomnapaTuBHa aHa/ju3a pa3Boja TProBHHCKe po0He MapKe Y pa3BHjeHHM
€BPONCKUM 3eM/baMa U aMepHIf

Croma pa3Boja TProBHHCKE Mapke pasiamunra je Mely npxkaBama, aimm oOImra
KapaKTepHCTHKA CBHX PETHOHA je Y YHICHUIIM Ja je TPKUIIHO ydenrhe poOHe Mapke
MjepeHo (u3nukuM oOMMOM Tpojaje Behe Hero y OCTBapeHHM IIPHXOAMMA O]l
npoaaje. OCHOBHH pasJior je MITO IMPOU3BOJIM TPrOBHHCKE MapKe OOMYHO UMajy HIKE
[jeHe o]l MpocjeyHnx. MelyTum, oBa oACTynama 3aBHCE O/ CTENEeHa Pa3BHjEHOCTH
TproBuHcke Mapke. To moTBplyje yTHIlaj KOHLEHTpallje Malolpojaje Ha pa3Boj
TPrOBUHCKE MapKe.

Tabena 3. KommapatuBHa aHaM3a TPXKULTHOT ydemha TPrOBHHCKE poOHEe MapKe Ha
OCHOBY OCTBapeHOT mpoMeTa y epuoxy ox 1997. mo 2013. roguHe y pa3BHjeHUM
€BPOIICKUM Ap)kaBamMa M AMEpHIN

R.B. JpxaBa Togune
1997. 2002. 20009. 2013.

1. Benmka bpuranuja 29,7 39,0 43,0 41,0
2. Benruja 25,8 26,9 27,0 30,0
3. Hemauka 11,3 24,0 32,0 34,0
4, ®panImycka 16,8 20,8 28,0 28,0
5. XonaHauja 17,8 18,6 25,0 27,0
6. [nanuja 16,2 17,6 31,0 41,0
7. CAJL 14,1 15,6 16,1 17,5

H3eop: Nielsen, navedeno prema: Private label: Threat to Manufacurers Opportunity
fof Retailers, The Boston Consulting Group, 2003. i The state of private label around
the world, 2014.

IMpema wucTpakuBamy HcTpaxkuBauke arenimje Nielsen Bomehm perwon y pasBojy
TProBUHCKe Mapke je EBpoma, u3a Koje ce Hajla3u perioH AMepuKe y BPEeMEHCKOM
neproay oxa 1997. no 2013. ronune. Haume, Ha mpBoM MjecTy, Ha OCHOBY HaBEJCHUX
nokazaresba je Benuka Bpurtanuja, Ha npyrom je benruja, tpehem Hbemauka uta. Ha
OCHOBY mojaraka u3 ucre arexuuje y 2014. rogunu yuemhe TProBHHCKE MapKe Ha
rI00aTHOM TPXHIITY M3HOCWIO je 17 %, Ha eBporckom tpxuity 31 %, CjeBepHe
Awmepuke 18 %, Jlatuacke Amepuke 8 % n Asuje u Ilanuduka 4 %.

4. KOMITAPATUBHA AHAJIM3A CTPYKTYPE MAJIOITPOJAJHUX
JIAHAIIA Y EBPOIIN 1 CBUJETY HA OCHOBY TP KUIIHUX
ITAPAMETAPA

Y HapesnHOM aujeny pajaa npuk3ahe ce KoMmapaTMBHA aHaJIM3a MPOMETA U MPHUXO/a
I00aTHUX MaJoONpOJajHUX JIaHAlla Ha EBPOICKOM TpPXHIUTY M Ha JjgoMahem
TPXKHIITY.

4.1. KoMmapaTBHA aHAJIN3A CTPYKTYPe IJ100aTHHX MAJINPOAAjHUX JaHANA

Hapenne Ttabene mnpukasyjy cTykTypy Tpxkuimra y EBpomu kojy je ocTBapuiio
JIBaJIeCET EBPOIICKMX MaJIONPO/IajHUX JIaHalla Ha OCHOBY ITPOMETa U MPHUXO0/a.
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Tabena 4. [Ipomer 20 manonpoaajHux jganaua y 2020. roguHu y EBpOHI/Il

Pen.6p. Hasus manonpopnajaor [TPOMET 3emMJpa MopHjeKiIa U roAuHe
NaHIa (y M. OCHHBamba
eBpa)
1. Schwarz 113 Hemauka (1930.)
2. Aldi 76 Hemauka (1961.)
3. Carrefour 73 Opaniycka (1958.)
4, Tesco 64 Bemnuka Bpurannja (1919.)
B Rewe 63 Benuka Bpuranuja (1927.)
6. Edeka 56 Hbemauka (1907.)
7. Les Mousquetaires 41 ®panimycka (1969.)
8. E.Leclere 39 Opaniycka (1948.)
9. Sainsbury 36 Benuka Bpuranuja (1869.)
10. Auchan 33 Opaniycka (1961.)
11. Amazon 32 CAJ (1994.)
12. Ikea 29 [IBexacka (1943.)
13. Coop 29 IBumapcka (1863.)
14, Migros 27 HIBumapcka (1925.)
15. Ahold Delhaize 26 Xomnanauja (2016.)
16. Asda 26 B.Bpurannja (1943.)
17. Metro 25 Hbemauka (1964.)
18. Mercadona 24 Imanuja (1977.)
19. Ceconomy 22 Hbemauxka (2017.)
20. Systemu 21 OpaHIrycka -

H3eop:Tabena je pesynmam cymuparsa http/www.retail-
index.com/countries/topranking.europe.aspx/(pristupljeno. 08.04.2023.) u zsanuunu
cajmosa HageOeHux MpeoBUHCKUX KOMAAHUJA 00 cmpaHe aymopa

AnHanmzoMm 3emibe mopujexia 20 MmanonpojajHux JaHana y EBporm u3 mperxonHe
Ta0eJsie MOXKe ce 3aKJbYYNTH JIa 110 NeT MaJIONPOJIajHUX JIaHaNa BOAE MOPHjEKIIO U3
Bemauke n @paniycke. 3atum, 4eTHpH Boje mopHjekio u3 Enriecke, nsa cy u3
Isumapcke. Takohe, y mpeTxomHoj Tabenw MPHCYTHU CY MO jeJaH MaJIOIPOJajHH
nanan u3 CA/l-a, Hlnanuje, [lIBumapcke u Xomanamje.

AnanmsupahemMo TpXHIIHO yuemhe HeMadykKMX TProBadykKHMX JIaHAa Kpo3 MPU3MY
masonpoaajuux 6pengosa Schwarz, Aldi, Edeka, Metro u Ceconomy. V mocioBHOj
2020. roaMHA BHEMadyKH TPrOBAaYKH JIaHAI[ SChwarz mMao je BpHjemTHOCT IPOMETa y
n3Hocy oxa 113 munmjapae eBpa. Hacympot Tome, BpHjeTHOCT MpOMETa TProBayKor
nanna Aldi m3Hocuna je 76 muimjapae espa mro je 48,68 % Mmama BpPHjEIHOCT Y
OJTHOCY Ha M3HOC IPBOILUIACHPAHOT OpeHza. Y MocMaTrpaHoM BPEMEHCKOM IMEPUOIY
BPHUjEeHOCT MpoMeTa ManonpoaajHor jJaHna Edeka y ogHocy Ha Metro je 6una Buia
0]l ytuior u3Hoca. BpujenHoct nmpomera manonpozaajHor jgaHna Metro y oxHocy Ha
Mmarnonpoajau anar, Ceconomy je 6uo Behu 3a Tpu MuIHjapzae eBpa. Y IMOCIOBHO]
2020. roavHM BEMayKd TProBavyKM JaHAl SChwarz uMao je BpHjeIHOCT IpoMeTa y
n3Hocy on 113 munujapne eBpa. Hacynpor Tome, ucTH mapamerap 3a TProBUHCKH
nanan Aldi usnocuo je 76 munujapae eBpa mro je 48,68 % Mama BPHjEIHOCT Y
OJTHOCY Ha M3HOC IPBOILUIACHPAHOT OpeH/a. Y MocMaTrpaHoOM BPEMEHCKOM MEPUOIY

! http/www.retail-index.com/countries/toprankingretaiin europe.aspx./pristupljeno.27.04.2022.
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BPHjEeHOCT MpoMeTa ManonpoajHor jJanna Edeka y ognocy Ha Metro je 6una uina
o]l TyIuior u3Hoca. BpujenHoct npomera manonpozaajHor jganna Metro y oxHocy Ha
Mmarnonpo/ajuu ganar Ceconomy je sehu 3a Tpu MuIHjape eBpa.

VY HapenHoj Tabenu npukazahe ce npuxoau 10 ManonpoaajHUX JaHana Ha rJI00aJTHOM
TPXKHUILITY y UCTOj TeKyhoj TOMMHY Kao Y paHHjeM IIOCMAaTPaHOM TIEPHO.Y .

Tabesaa 5. [Ipuxoam necer ManonpoaajHuX JaHata y ceujety y 2020. ronuan

Pen.6p.  Hazus mamompopajuor nmanma  Ilpuxoan y 2020. 3emiba
roguan (bn.US$) nopwjeka

1. Walmart 523,96 CAJ

2. Amazon 280,52 CA[

3. Costco Wholesale 152.7 CAJ

4, Schwarz Group 133 Ibemauka
5. The Kroger Company 122,28 CAJ

6. Walgreens Boots Alliance 115,99 CAI

7. The Home Depot 110,22 CAn

8. Aldi 109 Hemauka
9. CVS Health 86,6 CAJl

10. J.D.com 82,9 Kuna

H3eop: Tabena je pezynmam cymupars uzsopa http/www.retail-
index.com/countries/topranking.europe.aspx/ u 3éanuunux cajmosa nageoenux
xomnanuja 00 cmpane aymopa/l(pristupljeno 08.04.2023.)

AHanu30M MpeTXogHe Tadelne MOXe ce YOUUTH Ja Ha riobamHoM TpxumTty y 2020.
TOJIMHM JIOMMHHPA]y aMepUuKd TProBUHCKH JIaHIM ca BpHjeaHomhy yKyIHHX
npuxona ox 1.392,27 munujapau aMepuukuxX Jojiapa. 3aTuM, Cidjefie HheMadku
nanu Schwarz Group u Aldi ca Bpujeanomihy mpuxoma ox 242 wmwuswmjapje
aMepHUKHX Joyilapa W Ha TpeheMm MjecTy ce Hajma3W KHHECKM TPTOBAadYKH JIAHAI[
J.D.com ca Bpujennomhy npuxona ox 82,8 Munmjape aMepUIKIX JI01apa.
Amnanm3upaheMo NMpUCYCTBO Ha TPXKHIITY, OJHOCHO OCHOBaE€ TPrOBHHCKHX JIaHANA
U3 mperxonHe Tabene. Hawme, HajcTapuju aMepuykd TProBHHCKH JaHail je The
Kroger Company koju je ocuoBan 1883. romune, Walmart je perucrpoBan 1962.
roaune, Costco Wholesale matupa ox 1976. romune, Walgreens Boots Alliance ox
2014. romuue, 3atum The Home Depot ox 1978. rogune u CVS Health ox 1963.
roaute. Jlakie, paay ce 0 MaJNPOIajHUM JIAHIIMMA KOJH UMa]y IyrOTPajHy TPAIUIIN]y
y mocioBamy. M3yserak, je manonpozaajuu janan Walgreens Boots Alliance koju je
MPUCYTaH Ha TPXKUIITY OCaM TOAMHA M 3ay3€0 je IIEeCTO MjecTO MpeMa peaTrn30BaHuM
npuxoanma y 2020. roguau. CBe Behm Hampemak KWHECKE MPUBpPENAE y CBHUjETY
oryiefia ce W y TPrOBHHHM, TAaKO Jla je KMHECKM TProBWHCKHM yanan J.D.com wmako
IUITaCHpaH Ha JIECETO MjEeCTO Ha OCHOBY pEaJM30BaHMX NPHUXOJa, OCTBApHO je
orpoMHuX 82, 9 MuMjapie aMapuuKuXx jgoJapa.

4.2. AHaau3a CcTpPYKType MAJONPOJajHUX JaHana Ha foMaheM TpKUIITY

YV Hapennoj tabenu mpukaszahe ce pacrmojjena mpuxoja JeceT TPrOBHHCKHUX JIaHAId
Koju nociyjy y bocuu n Xeprierosunan u Permy6mmium Cprickoj.
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Tabesa 6. Panrupame npuxosa JieceT TproBaukux jaHana y buX u PenyGnuim
Cprckoj 3a 2018. u 2021. romuny

Pen. Bpcra MmasnonpoaajHor Janna u puxoan y 2018. Hpuxoau y
op. FO/IMHA OCHBaIba’ roaunu (y KM) 2021. rogunu
(y KM)

1.  Bunro (1993.) 1.112.192.492 1.400.218.966
2. DUC (1995.) 379.973.005 338.858.226
3. Konzym (1957.) 350.765.639 352.674.490
4. Tpomuk® (1986.) 309.217.872 -
5.  Pob6ort (1995) 218.818.007 208.431.684
6. Mepxarop (2002.)" 214.623.906 219.395.889
7. Opyxkra Tpejx (1994.) 145.017.124 206.622.336
8. YTH bect (Tpasauk), (1991.) 127.602.355 125.355.208
9.  Mapxker AC (I'pagumika) (2002.) 77.644.673 110.086.007
10.  Hawmexc (IHupoku Bpujer) (2007.) 75.908.448 -

H3eop: [locrnosnu nopmar, lacta.ba. (pristupljeno 08.04.2023.)

YKOIMKO IMOCMaTpaMoO BPHjETHOCT TPHXOJa MAaJONpOAajHOT JaHma ,,bUHTO® Yy
nocioBHOj 2021. romuam m 2018. rogwHM, HA OCHOBY H3padyHATE CTATHCTHYKE
METOJIe MHAEKCH MOXE Ce KOHCTATOBATH Ja cy mopaciu 3a 26 %. AHanu30oM HCTUX
napameTapa TProBUHCKOIT JaHna ,,duc* y UCTOM MOoCMaTpaHOM IEPHOY, MOXKEMO
KOHCTaTOBAaTH J1a je 3a0ubmkuo man 3a 10,83 %. Pa3smarpajyhu rcte mokasaresbe 3a
TPrOBUHCKH JiaHaIl ,,POO0T, MOKE ce KOHCTaTOBaTH, Takohe, Ta je CBUACHTUPAO Maj
npuxozaa y uzHocy oxn 4,75 %.

3AK/bYYAK

mws oBor pama Omo je na ce aHAIU30M NpOOJEeMaTHKe TPrOBHHCKUX OpeHmoBa
CTEKHY CIIO3H3je O HaBEJAEHOM KOHIENTY IIOCIOBamba Kako OM ce JONPHHHjENo
Pa3Bojy HaBEAEHOT MOCIOBHOT Mojiesla Ha JoMaheM TpKumTy. Y MHOTHUM 3eMJbaMma,
KaTeropuje Mpou3BOJa IMHPOKE MOTPOLIKE AaHAC MMajy TPrOBHHCKE WJIM NPHBATHE
pobHe mapke. IIpousBohaunm mocjemyjy HauMOHANHE MIM Mpou3Bohauke poOHE
Mapke, a MaJIONPOJIAjHU JIaHIM TMOCjeayjy TPrOBUHCKE WMJIHM IPHBaTHE pOOHE MapkKe
Koje cy cBe BehM M3a30B HalIOHAJHUM POOHHMM MapKkaMa Ha TpxuuTty. Mako cy
OpeHoBH mpou3Bolhaua join yBUjeK JOMHHAHTHH HAa TPXKUIITY, MOCTAJIO j€ OIIIITE
MO3HATO Jia MPOM3BOAM TPrOBHMHCKUX POOHMX MapK{ IOCTajy MOBOJGHH Y MHOTHM
mojpydjuMa Koja TpagulMOHATHO TpHUmanajy OpeHnoBMMa Ipou3Bohada. VY
MPOLUIOCTH CE CMATPaJIo J1a Cy MPOU3BOJM IIPUBATHE pOOHE MapKe HUCKOT KBaJHUTETA
Y HUCKHX IMjeHa. MelyTum, A01uIo je 10 IpoMjeHa Yy HauMHYy Ha KOjU TProBIH Ha
MaJlo TOCTyMajy ca NpUBaTHMM Mapkama. JlaHac, ce mpuBaTHa Mapka IIPOHM3BOJA
nponaje mo 10-15 % HmwxuM 1MjeHamMa, any Cy KBAINTETOM T'OTOBO HM3jelHAYEHE ca
npou3BohaueBUM.

IIpuBaTtHe poOHE Mapke MMajy 3Ha4YajHE KOPHCTH M 3a TProOBIE M 3a MOTpOIIadye.
Hajsehe mpennocTn 3a TproBie Ha Majo MOJPa3yMHjeBajy: HIKE TpOIIKoBe, Behe
npopuTHEe Mapke, Behly NpopHUTaOMIHOCT JaHIa, MoBehaH MpPOMET MPOM3BOJA,

® 01 2012. nocnyje y Penry6mumu Cprickoj
* On 2002. roxuHe nocayje Ha CPOUjAHCKOM TPIKHIITY
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KOHTpOJIa HajJ TPOU3BOJAKOM M LHUjeHama, Te, Yy VyIpaBjbamkby OpeHIOM,
NPWIAroJUbMBOCT M jaK BHU3YENHH HJICHTHTET. [IpeHOCTHM NpUBATHUX MapKu 3a
MOTPOIIaYe MOTY C€ CakeTH y cibenchem: Huka IHjeHa, MOOOJBIIAH KBAIHUTET U
JIOCTYITHOCT, Pa3HOBPCHOCT ITPOU3BOAA UTI.

OBaj Mo/ieJ1 OCJIOBaka j& HAPOYHUTO 3aCTYIUbEH y Pa3BUjEHUM €BPOIICKHM 3eMJbama.
Hemaukn Tpxuman sammu (Schwarz, Aldi, Edeka, Metro u Ceconomy) y 2020.
TOIMHA OCTBAPHIIHN Cy TpoMeT oXl oko 300 Munujapau eBpa. Y paay je mpruKa3aHo Ha
prUMjepy KHHECKOT TPXKHIINTa Aa y Iepuonxy perecwje (koBup mangemuje, 2020.)
JI0JTa3u A0 3aMHTEPECOBAHOCTH MOTPOIIAYa 32 TPrOBHHCKE Mapke. OIHOCHO, HEPHOX
E€KOHOMCKHMX KpH3a je TOKa3ao CIPEMHOCT MOTpoIIada Ja pa3Marpajy BpHjeaHOCT,
IjeHy © MPUCTYMAYHOCT, OJHOCHO 3a KYIOBHHY je(THHHjHX aiTepHATHBA
npousBona. Jlakie, kaja je y NMTamy aHAM3UpaHa KaTeropuja MapKH, HOCTHXKY ce
00JpH pe3yNiTaTH TIje je OCjeT/bMBOCT Ha mujeHy Beha 3a motpormaua. Jlomazak
MHTEPHALIMOHAIHUX JlaHana Ha Jjgomahie TpXKHUIITE HMa MHOTOOpPOjHY YIIOTY:
JIONIPUHOCH TpaHcdepy TEXHOJIOTHje U 3Haba, YTHUY Ha MPWIMB HOBUX MHBECTHIIN]a,
MOAMXKY HUBO pacTa TProBUHE, HUBO U KYJITYPY TPrOBUHCKOT MEHAIMEHTa UTI.
KopenatnuBHMM OJHOCOM KamuTajlla TProBUHCKOT OpeHIa W HMHTEJICKTyaIHOT
BIIACHMINTBA CTBapajy ce MOTYhHOCTH 3a e(pMKacHy MapKETHHI CTPaTerHjy M KyIo-
NpoJajHe TpaHCAKIMje y MaJIONPONAjHOM CEKTOpY TNpHBpene. Y IpPWIOr 3Hadaja
MapKeTHHI CTpaTerHje TPrOBHHCKE MapKe €BHJCHTaH je MOAATaK 1a je jedaH OX
HajIIO3HATHjUX HEMauyKuX MaJonpoiaHux jJaHana y 2020. roguHu oCTBapHoO MIPOMET
y m3Hocy of 113 munmjapan espa. Takolje, BaXkKHO je HariaacHUTH Ia MaJIONPOAAjHH
JaHIOM KOjU TOCHyjy Ha nomaheMm TpKMINTY OCTBapyjy 3HayajaH M BHCOK HHUBO
npuxoaa. TproBuHCKe pOOHE MapkKe HMMIIMIMPA]y Pa3Boj YKYIHE Majonpojaaje u
EKOHOMH]je y K0joj TproBuHCKO mpeaysehe mocayje. Kuna je nmpumjep 3emibe Koja je
CBOjY CGKOHOMHjy  H3Tpagwia Ha TPrOBUHCKMM  pOOHHM  Mapkama W
KOMEPIIH]jaJH3aliji HHTEJICKTYaTHOT BIIACHUIITBA.

KopenaruBHUM OJHOCOM KamuTajla TPrOBUHCKOT OpeHJa W HMHTEJICKTyaJHOT
BJIAaCHMINITBA CTBapajy ce MOTYhHOCTH 3a e(MKacHy MapKETHHI CTpaTerHjy M KyIo-
NpoJajHe TPaHCAaKNMje Yy MAJONPOAAjHOM ceKTopy mnpuspene. bynyhu mnpasmm
yIIpaBJbamkba TPrOBUHCKHOM MapkaMa Tpebaiio 01 1a 0OMKeXH capa/iiba TPrOBUHCKHUX
MeHayepa U npenyseha mpousBohaua. Ta capamma OM ce HAPOUYMTO OFHOCHIIA HA
yIpaBJbamkbe eleMEHTHMa IIPOM3B0/a M OpeHAa, OAHOCHO OOMIBEKjUMa MICHTHTETA
OpeHzma y Koje cmamajy: WMMe, JIOTO, TU3ajH, ITaKOBame, 0o0ja, CIIOTaHH, IJHKOBH,
yuHrioBd. Takohe, y Oymyhem mnepuoay HEONXOMHO je CTBapaTH IPAaBHO —
E€KOHOMCKH aMOHjeHT U yCJIoBe 3a pa3Boj Tproune PemyOmuke Cprcke u bocae u
XepuerosuHe mpex ynasak y EBporcky yHujy. Hamme, HeomxogHo je umartu
MapKETHHIIKH Pa3BHjeHy TPTOBHHY Yy KO0jOj 3HaWkE O TPTOBUHCKUM POOHHUM MapKama
uMa KJbY4Hy ynory. TakBa TproBumHa Tpeba ma Oyne MOKpeTadka cHara koja he
npuBpeny Peny6muke Cpricke n bocHe m XeprieroBuHe WHTEIPHCATH y TP KHIIHE
TokoBe EBporicke yHuje. MHaue, TProBHHCKM CEKTOp j€ Hajpa3BHjEHHMjH CErMEHT
npuBpeze (3ajexHo ca 6aHkapckuM) y Peny6nmum Cprickoj u bocHu u XeprieroButu.
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SUMMARY

A comparative analysis of the state of trade brands shows that these are corporations
with an extremely wide product range and a long service life. Also, these corporations
have very high sales revenues ranging in the billions of US dollars. As part of the
retail trade, the aforementioned corporations have a wide portfolio of their own retail
brands, a wide range of products, as well as a large market where they place their
products. In the United States, the private label market comprised 17.7% of the retail
market with a sales value of approximately US$199 billion. The highest value of sales
transactions was made by refrigeration devices with a sales value of 40.4 billion US
dollars, followed by food with a sales value of 33.8 billion US dollars and consumer
goods with a share in sales worth 25.2 billion US dollars. By considering European
trademarks, the following can be concluded: in Switzerland, in 2021, a growth of
8.7% was recorded, in Great Britain, a growth of 6.5%, and in Germany, also, a
growth of 9.1%. The share of brands on the Turkish market in 2002 was an average of
20%. According to a comparative analysis of the turnover of global retail chains in
2020 in Europe, the situation is as follows: the German trade chain Schwarc is in first
place with a turnover value of 113 billion euros. Then there is also the German retail
chain Aldi, with a turnover of 76 billion euros. In third place is the French retail
chain Carrafour with a turnover of 73 billion euros.
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