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Explication of marketing evolvement under the retailers initiatives on F&V
sector in EU
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This study had been surveyed to thirteen large-scale cooperatives dealing
with Fruits and Vegetable in EU. According to the case study, to ensure the conditions required by
large-scale retail firms almost cooperatives had built up the efficient supply chain with satisfy
the private standard as well as expanding their sale volume and range of products. There are,
however, two different types of marketing strategies between a parts of cooperatives willingness to
comply with retail firms’ buying power and other cooperatives having bargaining power could be
resist to retailers’ pressure. On the other hand, it was impressive finding that a certain
marketing measures acting to maintain the power balance in respective cooperative.
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