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bstract Managing own brands is 
a topic of special interest for mareting due 
to the progressive increase of formats, 
channels, and strategies addressed to in-
uence purcase decisions of consumers, 
especially when dealing with frequent 
acquisition products.

Therefore, own brand management 
should be studied from the perspective of 
those who make the decisions of its com-
mercialization and positioning. In this 
regard, a study developed with the inten-
tion of exploring the factors of own brand 

management, from the perspective of top 
management in Colombia, included in-
termediaries of the distribution channel 
and manufacturers. The hermeneutic 
analysis reveals the perspective of man-
agers and businessmen with respect to 
their commercialization practices, own 
brand perception, and positioning strate-
gy, among others.

eyords Food industry, business mod-
els, industrial management, own brand, 
marketing, production.
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Resen La gerencia de marcas 
propias es un tema de especial interés 
para el marketing dado el aumento pro-
gresivo de formatos, canales y estrategias 
encaminadas a inuir en las decisiones 
de compra de los consumidores, especial-
mente de los productos de adquisición 
frecuente. Por lo tanto, la gestión de la 
marca propia debe estudiarse desde la 
perspectiva de quienes toman las deci-
siones de su comercialización y posicio-
namiento. En este sentido, se desarrolló 
un estudio con el propósito de explorar 
los factores de la gestión de marcas pro-
pias, desde la perspectiva de la alta ger-
encia en Colombia, incluidos intermedi-
arios del canal de distribución y fabri-
cantes. Se utilizó un diseño exploratorio 
que tuvo como instrumento entrevistas 
en profundidad cuyos participantes 
fueron gerentes y directivos tanto de em-
presas que fabrican marcas propias, así 
como intermediarias en este canal. El 
análisis hermenéutico revela la perspecti-
va de los gerentes y empresarios respecto 
a sus prácticas de comercialización, per-
cepción de las marcas propias y estrategia 
de posicionamiento, entre otros.

alaras clave  industria alimentaria, 
modelos empresariales, gestión industrial, 
marca propia, comercialización, producción.

ntroction
rand management and identiÅca-
tion require the product to have 
physical presence (Del Moral, 
2007), which is attributed to the 
right management of its qualities to 
develop awareness and favorable 
perception in the market (Ortegón, 
2014). Brand awareness implies 
building from its identity, which per 
eristain () can be deÅned as a 
group of mental associations re-
garding brand value proposal the 
company wants to create into the 
consumer’s mind when dealing with 
it by any means.

However, regarding own brands, 
this intangible has been related to a 
low-quality perception mostly due 
to its relationship with low prices 
(Oñederra, 2014). These circum-

stances have created an obstacle for 
positioning own brands. Neverthe-
less, manufacturers and intermedi-
aries have created initiatives to 
change this perception, especially 
by improving the presentation of the 
product (packaging and labelling 
caracteristics). n fact, dierent 
authors referred to several activities 
used to improve the quality with 
competitive prices, generating sepa-
ration and greater acceptance to-
wards this type of brands (Medina, 
Méndez & Rubio, 2001; De Paredes, 
Orta & Benito, 2002; Choi & Fredj, 
2013; Rubio, Nieves & Yagen, 2014).

Likewise, own brands are be-
coming more important within the 
traditional market or retail trade. In 
fact, the Association of Private 
Brand Manufacturers shows how 
these brands represent 14 of the 
total of retail sales in the world. At 
the same time, 2 of sales in the 
United States corresponds to this 
type of brands (Sayman, Hoch & 
Raju, 2002). At the same time, in 
Europe they represent 40 of the 
traditional total of sales (Karray & 
Zaccour, 2006). Along these lines, 
per Fenalco (2012), 83 of Colom-
bians has purchased any own brand 
product lately. 60 did this because 
they think there is a fair quali-
ty-price relationship.

Secondly, there are also relation-
ships between price and the tradi-
tional channel (Rubio & Yage, 
2009). This has fostered research 
applied to te psycograpic proÅle 
of consumers with purchase inten-
tions (Ailawadi, 2001; Brassington 
& Pettitt, 2003). For this reason, 
purchasing own brands in stores, 
mini markets, retailers, and whole-
salers can be related to products on 
sale or with low price (Garreston, 
Fisher & Burton, 2002).

In addition to this, the manage-
ment elements of the manufacturer 
are focused on te ariety of oers 
that depend on the number of exist-

ing producers in the market, the 
number of brands, the variety of the 
product being oered as ell as te 
development activity of new prod-
ucts (Puelles, Fernández de Larrea 
& Albert, 1997). For this reason, 
brand awareness becomes an intan-
gible asset based on the acknowl-
edge capacity of its external signs 
and within the product category 
(Del Moral & Bañegil, 2001). It is 
important to highlight here that the 
literature regarding own brand 
management includes processes re-
garding quality, price, positioning, 
and image (Hsiao, 2014; Rodmell, 
2011; Richmond, 2010; Sethura-
man, 2006; Road, 2001; Rubio et. 
Al., 2014; Durham, 2012; Rodmell, 
2011; Ficher et al., 2012; Gómez, 
2011; Qian, 2011; Ailawadi et al., 
2004; Ostrosky & Chayo, 2003; 
Vila, 2001).

For this reason, it is necessary to 
check the processes tied to brand 
management from a top manage-
ment perspective that includes the 
distribution channel and the manu-
facturer. This way, it is possible to 
complement the literature status to-
wards the consumer environment 
(ncor  ouilo,  
Bech-Larsen, Esbjerg, Klaus, Jrn 
& Bruns, 2007; Whelan & Davies, 
2006). These processes should be 
addressed in such a way that it is 
possible to evaluate their manage-
ment within the traditional channel 
as the main exhibition and pur-
chase source.

For this reason, the purpose of 
this research is to explore the own 
brand management factors in Co-
lombia from a top management 
perspective, keeping into account 
the intermediaries of the traditional 
distribution channel as well as the 
manufacturers. In this case, we aim 
to describe the perception and 
management of the manufacturer, 
the wholesaler, the distributor, and 
the regional or neighborhood su-
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permarket representative. Below, 
you can Ånd te reision of te liter-
ature to introduce the method, the 
results, as well as the conclusions of 
this work.

wn ranin an ts 
anaeent

One of the purposes of own brand 
management is the awareness of a 
brand. In this sense, such brand 
awareness becomes an intangible 
asset based on the capacity the 
consumer should remember it by 
its external and product category 
signs (Aaker, 1991; Del Moral & 
Bañegil, 2001).

The literature indicates that 
brand awareness is achieved in 
tree leels. e Årst one can be 
deÅned as acnoledging te 
brand. This is the capacity to identi-
fy the brand as a sign that has been 
previously found. The second one 
can be considered as the intermedi-
ate level, which consists on the ca-
pacity to acknowledge and remem-
ber its signs. Lastly, the third level is 
deÅned as te capacity to identify 
and remember the brand by its 
meaning (Del Moral, 2007). Keller 
describes in greater detail two lev-
els: resonance and awareness (1993).

It is important to keep into ac-
count tat at Årst, on brands ere 
introduced with resonance and 
awareness within the markets as 
poor quality and low price brands 
(Rubio, Nieves & Yagen, 2014). 
Nevertheless, the demands of the 
traditional markets have forced or-
ganizations with own brands to do 
their best in improving the quality 
of these products to provide con-
sumers with better standards and, 
at the same time, position such 
brands as the ones with the best 
quality  price relationship (Hsiao, 
2014; Sethuraman, 2006). At the 
same time, own brands are nowa-
days more popular in the United 

States, Europe, and Colombia (La 
República, 2012; ACNielsen, 200). 

For this reason, it is important to 
analyze the perception managers 
have regarding the manufacturer 
and the distributor and the way the 
concept of own brands has evolved. 
The previously mentioned charac-
teristics have changed with time, 
especially in the traditional trad-
ing channel.

Traditional Trading Channel 
of Own Brands
Per Álvarez & Charmel (2001), the 
traditional channel is an informal 
business structure of interdependent 
organizations that goes from where 
the product is produced up to the 
consumer. Manufacturers use the 
distribution channels by means of a 
physical distribution to reach 
the consumer.

The best international example is 
China, where the retail and market 
is almost fully controlled by dier-
ent commercialization formats (r-
skov, 2004). On the other hand, in 
the United States, retail markets are 
the second industry in terms of es-
tablishments and employees, with 
an average of US3.8 billion in sales 
(About, 200). Boyle (2003) indicat-
ed that retailers are responsible for 
more than 80 of the daily food 
sale in the United States, and 10 
years ago it was only 30.

In Europe, there is a very power-
ful retailer in Germany with a par-
ticipation in the German market of 
approximately 0 (Ramos, 2004). 
On the other hand, in Scandinavia, 
the biggest retailers have more than 
80 of the market. There is a re-
marable dierence in inland 
91 of the market is dominated by 
tree retailers .eso.Å-
w.s-kanava.f i;www.tradeka.f i; 
.elanto.Å.

In Colombia, a store is the most 
important channel for large compa-

nies: 7 for La Fina; 6 Colom-
biana; 97 Coca Cola; 70  Na-
cional de Chocolates (Dinero Mag-
azine, 2003, 2004,); 70 Alpina; 
40 Unilever Andina, and 9, 
Bavaria (Páez & Pérez, 200). Based 
on this, the advantages of a store lie 
in the fact they have packing units, 
give credit, or sell on credit for low 
amounts and short periods of time 
without asking for anything 
in return.

The only collateral there is 
friendship, knowing the customer, 
that the customer is a neighbor, 
closeness (people save in transport), 
customized attention (clerks know 
their customers), people want addi-
tional income. (Dinero Magazine, 
2004, p. 4)

Table 1 describes the intermedi-
aries of the traditional channel per 
the literature and the Colombian 
context. However, the fact that we 
mention these intermediaries does 
not imply that they are the only 
ones. The other combinations 
among them.

It is important to consider that 
channels, producers, and interme-
diaries can be integrated and obtain 
mutual beneÅts. ometimes, can-
nels are organized by means of 
agreements and there are others es-
tablished and controlled by only 
one person, who can be an agent, a 
manufacturer, a wholesaler, or 
a retailer.

This person can establish policies 
for himself and coordinate the cre-
ation of marketing mix (Cruz, 2014).

After considering the literature 
related to the purchase scenario 
and its importance, it is imperative 
to keep into account other aspects 
related to management, such as 
quality management, price manage-
ment, commercialization manage-
ment, purchase characteristics, and 
own brand perception.
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Management Factors and 
Own Brand Positioning

When talking about own brands, 
previous studies indicated that the 
dimensions to keep into account are: 
quality, price, positioning, and im-
age. Table 2 describes these indicators.

Finally, after conceptualizing the 
aspects of interest, such as manage-
ment and awareness perception of 
own brands, the commercialization 
factors that intervene in the tradi-
tional channel, and the manage-
ment and positioning indicators, the 
following question arises: Which 
are the own brand management 
factors within the environment of 
brand awareness from the perspec-
tive of management and intermedi-
aries in Colombia?

able  Intermediaries o the Traditional Channel ithin the Literature and the Colombian Context.

orat escrition overae aracteristics ales 

Distributor
Also called 
commercial 
intermediary or 
commercialization 
bodega

Big buyer of products to manufac-
turers in diƛerent categories and 
the call, with sale capacity in diƛer-
ent commercial segments and with 
national, regional, and local cover-
age. The diƛerential is given for its 
wide sale strength, which is spe-
cialized on speciƜc segments.

• National
• Regional
• Local

• Own bodegas
• Distribution centers
• Wide sale strength
• Car center
• Customized portfolio
• Coverage
• Delivery disposition

• Altipal
• Organización 

Cárdenas
• John Restrepo
• Ventas y Marcas
• Pastor Julio 

Delgado
• Llanoviveres

Wholesaler
Also called barn, 
wholesale bodega, 
or plaza bodega

It purchases or transforms prod-
ucts to re-sell them to retailers. One 
of its main characteristics is that 
the bodega is used as sale point.

• Regional
• Local

• Own storage bodegas. They are 
cheap and have great capacity

• Less operative cost
• Low intermediation
• Sale representative Ɯgures
• Wide portfolios

• Su Despensa
• Alianza Mayorista
• Cooratiendas
• Gerardo Zuluaga

Independent 
supermarkets
Also called 
‘superetes’, 
minimarkets, or 
neighborhood 
supermarket

This format is between the neigh-
borhood store and large areas. It 
has areas between 50 and 400 
square meters, a basic selection, 
and it has Ɯve employees in average.

• National
• Regional
• Local

• Direct contact with the customer
• Competitive prices
• Basic family food basket portfolio
• Greater proƜtability 
• They don’t have bodegas 
• They are comfortable because 

they are close and fast

• Zapatoca
• Búcaros
• Mercacentro
• Más x Menos 
• Supercundi
• Líder

Stores
Also known as: 
Neighborhood 
stores, corner shop, 
or owner shop

These are small businesses usually 
managed by a family group where 
Ɯrst-need products are oƛered in 
aƛordable presentations. In aver-
age, two to three people work there, 
and the service there is customized.

• Regional
• Local

• Customized service
• Credit or sell on credit
• Flexible schedules
• Closeness, no traƛic of people
• Aƛordable portfolios and smaller 

presentations
• Daily purchase frequency

• Cooratiendas
• Tenderos 

independientes
• Supertiendas

Sorce On Construction rom Prieto 201, Torres 2014, and Thomassen et al. 2010.

To answer this question, below 
you can Ånd te metodology, fol-
lowed by the results and the discus-
sion, keeping into account that the 
previous work regarding this topic 
as usually been oriented to te Å-
nal consumer (Ailawadi et al., 2001; 
Brassington & Pettitt, 2003; Anchor 
 ouilo,  ecarsen et 
al., 2007; Whelan & Davies, 2006).

etoolo
Due to the nature of the problem, we 
carried out an exploratory research 
design with the interview technique, 
followed by a qualitative analysis of 
information. To do this, we selected 
for well-known managers who rep-
resent the functions of the distribu-
tor, a leader storekeeper, the presi-

dent of a supermarket chain, and a 
manufacturer. Table 3 summarizes 
their professional and occupational 
characteristics. At the same time, it 
is important to keep into account 
that these participants are related to 
the management of own brands by 
managing and making decisions re-
garding the development of their re-
spective organizations. They are also 
organizational leaders with 100 
Colombian capital.

nstrent
For this study, we carried out a deep 
interview guide. This instrument 
was used to delve into the beliefs and 
experiences regarding the guiding 
categories being studied (López & 
Deslaurier, 2011). This guide had 11 
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Åndings by cecing te literature or 
conceptual body of the study. The 
information gathered was tran-
scribed and analyzed in networks of 
lexical families and hermeneutical 
codes by using specialized software 
with respect to qualitative data anal-
ysis (Atlas.ti) and by adhering to the 
objectives of the research as well as 
to the built orienting categories 
(analysis axis described in the instru-
ment) that allowed us to represent 
and analyze te Åndings from an 
information saturation guideline.

is ay, te Åeldor conclud-
ed it four eectie interies 
about the topic of research (to busi-
ness managers) per selection to ex-
pert guidelines (Bonilla-Castro & 
Rodriguez, 200). It is important to 
remember that the number of par-
ticipants was selected due to the fact 
that in Colombia that is a very low 
number of people in management 
that participate in the own brand 
commercialization chain, as we 
mentioned when revising the litera-
ture, and for this reason, the infor-
mation saturation criteria was essen-
tial when detecting the additional 
contribution of the participants does 
not cange or are signiÅcantly con-
tributive among them (Flick, 2009; 
Salgado, 2007; Strauss and Corbin, 
2008). On the other hand, the deep 
interview technique was enough to 
question, delve into, and build infor-
mation regarding the management 
and awareness of own brands based 
on what was suggested by Creswell 
(2013) and to the possibility of repre-
senting such management in cogni-
tive schemes (Ortegón, 2011).

It is important to highlight that 
we carried out to interviews in Bo-
got and te oter to in dierent 
regions of Colombia. All these to 
understand te dierence in com-
mercial and regional concepts. Af-
terwards, we carried out a herme-
neutical analysis by using the Atlas.
ti software, version 6.0.

able  Literature Dimensions ithin the On Brand Management and Positioning Environment.

iension escrition

Own brand quality

Processes related to guaranteeing that the product has charac-
teristics that ensure tranquility and security to gain trust and 
possible re-purchases (Hsiao, 2014; Rodmell, 2011; Richmond, 
2010; Sethuraman, 2006; Road, 2001).

Own Brand price

Since this is a sensitive variable when making a purchase (re-
garding own brands), it is necessary to generate strategies that 
decrease low quality perceptions with respect to the product 
(Rubio et al., 2014; Hsiao, 2014; Durham, 2012; Rodmell, 2011; 
Road, 2001).

Own brand positioning 

An own brand requires positioning work regarding acknowledg-
ment, credibility, and closeness to the Ɯnal consumer. This is de-
veloped by working together with intermediaries and manufactur-
ers because they are part of the commercialization chain (Hsiao, 
2014; Ficher et al., 2012; Gómez, 2011; Qian, 2011; Road, 2001).

Own brand image

Regarding own brand image, it is necessary to have processes 
that project diƛerentiating factors regarding commercial cate-
gory groups (Rubio et al., 2014; Ailawadi, 2004; Ostrosky & Cha-
yo, 2003; Vila, 2001).

Sorce On construction, 201.

able  Research Participants.

 osition conoic Relationsi onnotation

1

General
manager

Distributor (National) Only national distributor of 
mass consumption products, 
specialized in own 
brand commercialization.

2

Owner and 
manager 

Chain of supermarkets (regional) Positioned regional chain that 
uses own brands as diƛerenti-
ation, commercialization, and 
positioning strategy.

3
General
manager

Storekeeper Association (regional)

Fosters a unique storekeeper 
association format that inten-
siƜes its positioning by using 
own brands of great quality 
and competitive price.

4 President Factory (National)

First Colombian company ded-
icated to manufacturing food 
products focused on develop-
ing own brands.

Sorce Company managers, 201.

questions distributed in three guid-
ing categories that correspond to the 
following dimensions: a) commer-
cialization strategies of own brands 
oriented to the traditional channel; 
b) own brand positioning strategies, 
and c) awareness perception 
achieved by own brands with respect 
to commercial brands per the objec-
tives of the study.

rocere
We carried out for deep interviews 
with the main intermediaries of each 
one of the participants of the tradi-
tional channel. We also based our 
questioning process and the analysis 
on the recommendations suggested 
by Salgado (2007), which consist of 
the division and validation of the 
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ire  On Brand. Source On 
Construction, 201.

Marca Propia

Caracteristicas 
de compra 

(60-25)

Aspectos de la 
comercialización 

en el canal 
tradicional 

(35-14)

Is
 p

ar
t o

f

Reslts
The answers of the participants can 
be summarized in three guiding 
categories, represent it in three 
families: (a) own brand commercial-
ization strategies oriented to the 
traditional channel; (b) own brand 
positioning strategies, and (c) own 
brand awareness perception with 
respect to commercial brands. For 
this reason, these are the main units 
of analysis or of families.

Along these lines, Figure 1 rep-
resents the cognitive scheme whose 
analogy point is the own brand family.

This way, we refer to the primary 
category that corresponds to the 
purchase characteristics that have a 
subjacent element with respect to 
the commercialization within the 
traditional channel.

It is evident that when talking 
about own brands, purchase char-
acteristics are important because 
they show the grounds for our theo-
ry with 16 mentions and 2 connec-
tions. Nevertheless, we highlight 
that the aspects of commercializa-
tion within the traditional channel 
are an important part of the pur-
chase characteristics with 3 men-
tions in the hermeneutic units and 
14 connections. 

elo, you can Ånd a erbatim 
that represents the importance of 

this network: There is an essential 
reason for private brands to exist. 
The reason is: it changed the power 
equation... Today, the brand that 
reaches the consumer, or the one 
that executes the sale is the one that 
is powerful.

For this reason, this verbatim al-
lows interpreting the reason why 
the purchase characteristics of the 
own brand consumer, when talking 
about the traditional channel, are 
tied to commercialization aspects 
such as reaching the consumer 
from the closeness that this type of 
cannel oers to te Ånal consumer.

The main category has indepen-
dent axial codes that are part of the 
purchase characteristics. Howev-
er, there are other codes that are 
related to the commercialization 
within the traditional cannel, as can 
be seen in Figure 2.

Additionally, the category pur-
chase characteristics has axial codes 
or secondary categories that are di-
rectly related. Nevertheless, the 
codes that are directly related are: 
quality, modern channel, competi-
tion, name of the establishment, 
commercial brand, portfolio, 
and awareness.

At the same time, the codes relat-
ed to purchase characteristics 
are: product categories, knowledge, 
scale economy, brand Ådelity, con-
sumer perception, way of doing 
business, socio-commercial condi-
tion, and product testing as the 
purchase facilitator.

Likewise, consumer perception 
is the code with greater basis: 64 
verbalizations followed by quality, 
with 8. These codes refer to the 
way consumers perceive the chang-
es private brand products have 
within the traditional channel, 
where quality is an essential attri-
bute when deciding what to buy.

This is related to what was men-
tioned in one of the interviews.

riate or on rands ere reated to 
to tings o rice and uait not 
ut uait ut inerior  tin tis 
tougt canged  did it cange t 
canged ecause te riate rand 
oner understood tat tis is an asset 
tat can e more auae tan te ot-
er assets or tis reason te oner 
started asing te manuacturer to use 
te same or etter uait tan te eader 
brand had per deƜnition. his mere 
act made te ercetion o te consum-
er cange and e more ositie toards 
te uait o riate rands n act n 
the country here already are premi-
um riate rands and tis is an indica-
tor tat te concet o riate 
rand canged

Additionally, while listening to 
the comments of another interview-
ee, an additional axial code or sec-
ondary category that is important to 
mention is knowledge, with 46 
verbalizations. This refers to the un-
derstanding consumers have when 
buying an own brand product.

It is evident that purchase char-
acteristics has codes interrelated to 
commercialization aspects within 
the traditional channel such as, 
low price, availability, credit, trust, 
distributor, cost structure, number 
of stores, and basic products or 
family food basket.

For this reason, low prices has 
1 verbalizations, followed by 
trust with 24 verbalizations. It is 
important to highlight that from the 
perspective of the participants, low 
prices is another essential attribute 
when making a purchase within the 
traditional channel and the own 
brand scenario.

To illustrate this, below you can 
Ånd te transcription of te inter-
view made to one of the participants: 

ets sa tat  o te oomian 
ouation earns te minimum age 
his income is very lo, and if e oer an 
on rand roduct o eceent uait 
at a etter rice and e roide eoe 
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ire  Purchase Characteristics. Source On Construction, 201.

Marca Propia

Caracteristicas de compra 
(60-25)

Conocimiento (46-3)

Sociocomercial (4-4)

Economía de escala (4-1)

Fidelidad de marca (19-3)

Capacidad de compra (37-3)

Categorías de productos (27-3)

Forma de hacer negocios (31-2)

Prueba de productos como
habilitador de la recompra (7-5)

Percepción del consumidor (64-3)

Marca comercial (22-5)

Calidad (58-3) Portafolio (19-4) Competencia (12-4)

Numero de tiendas (12-5)

Precios bajos (51-5)

Estructura de costos (20-4)

Crédito (2-5)

ConƜanza (-)

Disponibilidad (12-5)

Productos básicos 
o canasta familiar (6-4)

Distribuidor (8-4)

Relacionamiento (9-3)Canal moderno (7-4)Nombre del establecimiento (7-4)

Aspectos de la 
comercialización 

en el canal tradicional 
(35-14)

Is associated with

Is part of

Conventions

it te oortunit to tr it it is sure 
tat te are going to ee it and te 
rice ecomes imortant or tem due 
to teir mont income

Figure 3 introduces a scheme of 
the lexical family with respect to the 
brand awareness. Firstly, it is related 
to the perception between own and 
commercial brands with 8 verbal-
izations. Secondly, there is commer-
cialization aspects within the tradi-
tional channel with 3 verbaliza-
tions. Finally, there is the positioning 
strategy with 71 verbalizations.

When asked how interested are 
you in promoting brand awareness 
and visibility in the stores? one of 
the interviewees replies:

Interested This means: an own 
brand is an asset of the brand own-
er; it has its own value  There are 
two strategies implied: talking about 
a brand, referring about a modern 
channel. There is one strategy: 

when the brand is the same one 
used by the establishment and there 
is another one when the own brands 
are dierent from te one of te es-
tablisment, and dierent per cate-
gory. Right? So, you can see that 
stores Éxito use Éxito as their own 
brand: Éxito oil, Éxito margarine, 
Éxito pasta 1

When referring to awareness 
in own brands, there are two ways 
of looking at it: when well-known 
establishments within the modern 
channel use their own name in their 
products, and when they do not use 
their same name, but launch their 
own brand to position it among the 
rest. This last concept is generally 
used within the traditional channel.

1. ernimo artins te name o is store is 
 and ea ategor as a rand (2016).

Within the lexical family of 
aareness e can Ånd commer-
cialization aspects within the tradi-
tional cannel it aial dieren-
tiation codes regarding price, credit, 
brand as an asset, low prices, cost 
structure, basic products or family 
food basket, availability, distributor, 
and number of stores.

Lastly, Figure 3 shows the con-
cept called value perception as an 
analysis unit of greater relevance 
with 6 verbalizations and 13 con-
nections, followed by low prices 
it  erbalizations and Åe con-
nections. At the same times when 
asking the opinion of the consumers 
with respect to the price and if this 
is the only important variable when 
buying a known brand, we found 
answers like this:

This is not the only important 
variable. It is not only the own 
brand; it is having every product 



anagement and management o on rands in olomia | Karolina Bohórquez-T., Luz Tobón-G., Héctor Espitia, Leonardo Ortegón C., Sandra Rojas-B.

47Cuad. Latam. de Admón. | ISSN (impreso) 1900-5016 - ISSN (digital) 2248-6011 | enero - junio 2017 | Volumen XIII - Numero 24 | Págs. 40-51

ire  Traditional Channel.Source On Con-
struction, 201 .

◆ Canal tradicional

Aspectos de la 
comercialización 

en el canal 
tradicional 

(35-13)

Percepción de la 
comercialización 

(90-21)Is
 p

ar
t o

f

iara  Scheme o the Guiding Category Regarding Aareness. Source On Construction, 201.

 Marca como un activo (-)

 Diferenciación (-)

 Numero de tiendas (-)

 Disponibilidad (-)

 Precios bajos (-)

 Distribuidor (-)

 Crédito (-)

 Estructura de costos (-)

 Productos básicos o canasta familiar (-)

◆ Percepción entre 
marcas propias y 

comerciales (85-17)

◆  Notoriedad

◆ Servicio (10-10)

◆ Aspectos de la 
comercialización en el canal 

tradicional (35-13)

◆ Esrategias 
de posicionamiento (71-19)

 Perción de valor (-)

◆ ConƜanza (24-6)

Is associated with

Is part of

Conventions

with the best prices of the city. The 
fact that some new supermarkets 
use the idea of being a lost island in 
the middle of the ocean indicates 
that customers go two or three times 
there. Then, people learn that our 
stores are cheaper and that the ser-
ice is dierent e obiously alays 
work for this. However, we do not 
use the same policy, we use regular 
percentages tat do not aect te 
family food basket, meaning that if 
I sell cheaper eggs, I do not want to 
charge more for the rice. No. Every-
thing should be balanced and the 
price must be fair.

The axial code of the perceived 
value is not only based on designing 
low prices strategies, but also in 
grouping dierent ariables suc as, 
service and product availability be-
cause Colombian consumers consid-
er these essential aspects. Lastly, this 
family uses the positioning strate-
gy, which corresponds to the other 
primary categories, axial codes, 

price dierence, credit, brand as an 
asset, low prices, availability, distrib-
utor, number of stores, and val-
ue perception.

To complement this, when de-
scribing the lexical family of tradi-
tional channel, Diagram 4 shows 
the presence of two guiding catego-
ries: commercialization aspects 
within the traditional channel with 
3 verbalizations and 13 connections.

This category makes part of an-
other guiding one: commercializa-
tion perception, which is the most 
representative with 90 verbaliza-
tions and 21 connections. The per-
ception of commercialization with-
in the traditional channel (as part of 
every guiding category) is the most 
frequent in the total result of the re-
search and analysis. The own brand 
awareness is essential for the com-
mercialization within the tradition-
al cannel. elo you can Ånd te 
comments made, from to dierent 
points of view, regarding this:

n our stores e aas carr out a 
stud or our on rand roducts some 
sames e as our customers and em-
ployees to try dierent brands and e 
seect te ones it te greatest score

he reason hy e use on brands is 
dierentiation. ur goal is that our stores 
are dierent from the others, and one ay 
to do tis is on rands ecause te are 
ours te cannot e ound anere ese
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Diagram  is the result of the 
primary category commercializa-
tion perception, which has second-
ary categories that are directly tied 
to knowledge, following the leader 
in commercial brands, socio-com-
mercial, brand Ådelity, product test 
as purcase facilitator and dieren-
tiation. Here, the greatest repetition 
is knowledge with 46 verbaliza-
tions. Among the secondary catego-
ries that make part of commercial-
ization perception we have: hori-
zontal integration, way of doing 
business, and purchase capacity.

The primary categories com-
mercialization aspects within the 
traditional channel and commer-
cialization perception have several 
secondary categories in common, 
including price dierence, brands as 
an asset, basic products of the family 
food basket, cost structure, number 

of stores, value perception, availabil-
ity, low prices, distributor, and trust. 
In this case, value perception has 
more verbalizations, 6, followed by 
low prices, with 1 verbalizations.

iscssion
is researc eplores dierent fac-
tors of own brand management 
within the traditional channel in 
Colombia from the perspective of the 
distribution channel intermediaries. 
It shows how important it is to know 
te dierent processes inoled en 
making purchase decisions and iden-
tify dierentiating components re-
garding commercial brands. In addi-
tion, when positioning an own brand, 
it is recommended to try the product 
since it is manufactured and make it 
available constantly for the customer 
to buy it more than once.

Likewise, it is possible to know 
the variables that determine the 
traditional channel in Colombia 
when selecting an own brand. These 
variables include: quality and price, 
which goes along the lines of the lit-
erature that suggests revising such 
dimensions within the own brand 
management environment (Hsiao, 
2014; Rodmell, 2011; Richmond, 
2010; Sethuraman, 2006; Road 
2001; Rubio et al., 2014; Durham, 
2012). In addition, from the perspec-
tive of intermediaries, Colombian 
consumers are inuenced by price, 
especially when talking about the 
traditional channel. However, they 
also demand that the products have 
a quality standard that is similar or 
better than the commercial brands.

It was also possible to determine 
that to commercialize own brand 
products, the actor must have pro-

ire  Scheme o the Guiding Category ithin the Traditional Channel.Source On Construction, 201.

◆ Percepción 
de la comercialización 

(90-21)

◆ Aspectos de la comercializa-
ción en el canal tradicional

(35-13)

 Diferenciación en precios (-)

 Marca como un activo (-)

 Productos básicos o canasta 
familiar (6-4)

 Estructura de costos (-)

 Numero de tiendas (-)

 Perción de valor (-)

 Disponibilidad (-)

 Conocimiento (-)

 Seguir al líder en marcas 
comerciales (20-3)

 Socio comercial (-)

 Fidelidad de marca (-)

 Prueba de producto como ha-
bilitador de la recompra (7-5)

 Diferenciación (-)

 Marca comercial (-)

 Integración horizontal (-)

 Forma de hacer negocios (-)

 Capacidad de compra (-)

 Precios bajos (-)

 Distribuidor (-)

 ConƜanza (-)

◆ Canal tradicional

Is associated with

Is part of

Conventions
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cesses that allow him to know the 
value perception consumers have 
regarding these products (own 
brand), especially when they are 
bought within the tradition-
al channel.

It was also possible to contradict 
what was exposed by the previous 
literature regarding brand aware-
ness as being essential for commer-
cialization management (Aaker, 
1991; Del Moral & Bañegil, 2001). 
Also, regarding the fact that the 
development of own brands implies 
improvement processes for quality 
perception (Ailawadi & Keller, 
2004; Del Moral, 2007; Hsiao et al., 
2014; Sethuraman, 2006); and the 
channel integration as a relevant 
phenomenon for the environment of 
own brands within the traditional 
channel (Cruz, 2014).

Nevertheless, the results of this 
investigation showed that, from the 
perspective of the managers, there 
is more than one determining char-
acteristic for the management of 
own brands, including diverse as-
pects that complement the litera-
ture. Along these lines, we suggest 
that future research continue these 
guidelines by making comparisons 
between Colombia and countries 
with a representative growth or a 
similar behaviour within the tradi-
tional channel.

Regarding the managerial impli-
cations, it was possible to indicate 
that price and quality are not the 
only variables for commercializing 
own brands within the traditional 
channel in Colombia because the 
organizations should work hard for 
consumers to try own brand prod-
ucts. It is not possible to generate 
future purchases or an evaluation 
from the consumers regarding 
quality and price without this.

At the same time, own brand 
manufacturers should be excellent 
observers and copy commercial 
brands because these are the ones 

recognized by consumers. Likewise, 
own brands are an asset that can be 
of more value than the other assets 
within a company. It is a priority to 
have security inventories that pre-
vent reserve breaches that harm the 
awareness achieved.

On the other hand, from the 
perspective of managers, own 
brands are recognized by the name 
of the establishment and if this is 
well-positioned, consumers will be 
receptive. Nevertheless, for distribu-
tors (acting as intermediaries) own 
brands that belong to others is just 
another commercial brand. For this 
reason and according to one of the 
interviewees we can talk about a 
new term for this product marketer 
in own brands that could be the 
designation of exclusive brands.

Exclusive brands, per Solar & 
Román (2012), are understood as an 
oer ell renon by consumers. 
Usually, they are associated with 
high prices, possession, and with ex-
periences out of the ordinary (Co-
lombo & Castrillón, 2010). Among 
tese caracteristics, e can Ånd as-
pects such as the materials used, 
shapes and symbols characteristic of 
pacaging, customer proÅle, artis-
anal production, and in some catego-
ries that include watchmaking and 
cosmetics: innovation and technolo-
gy (Saldarriaga, 2012). For this rea-
son, when transforming own brands 
and products in exclusive brands, it is 
important to consider the physical 
factors of the product combine with 
the psychological aspects of the con-
sumer to mirror luxurious brands 
(Eng & Bogaert, 2010).

For this reason, we recommend 
managers to use the term exclusive 
brands as a dierentiating concept 
and to study decision-making and 
applicable processes to the con-
struction and positioning of own 
brands. We also suggest that future 
research compares Colombia to 
countries with a representative 

growth or a similar behaviour with-
in the traditional channel. This 
would complement the ideas stated 
here to enhance the scope that 
brand awareness and management 
have for intermediaries to be strate-
gies that increase customer loyalty 
regarding own brands.

This way, it would be possible to 
compare the visions intermediaries 
ae it te ones of Ånal consum-
ers because this would enable to 
determine if the actions taken are 
perceived and applied by the con-
sumer, who is the one making the 
Ånal decision.

The limitations of the study in-
clude te diculties eperienced 
when obtaining interviewees and 
the obvious low number of inter-
views. The reason for this is that in 
Colombia that are not many people 
that manage own brands. This 
should be taken into account in fu-
ture researc in order to conÅrm or 
contradict te Åndings stated in tis 
or, ose Ånal goal as to pro-
mote a better knowledge of business 
practices and of the marketing of 
this emerging category.
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