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SINTEZA LUCRARII

Planificarea strategica este un concept puternic dezbatut de autori consacrati, precum
Ansoff, McDonald, Mintzberg sau Drucker, rolul sau intr-o organizatie si contributia sa la
succesul activitatii acesteia fiind uneori supraestimate si alteori subestimate.

Daca acestui proces 1 se atribuie pozitia consolidatd pe piatd a companiei, imaginea
favorabila a acesteia in randul clientilor potentiali sau profitul obtinut, atentia acordatad
planificérii de marketing se limiteaza de cele mai multe ori la nivelul unui capitol de carte, cu
atat mai mult, cu cat domeniul analizat este cel public. Mai mult, sectorul public este privit
mai degraba din perspectiva managementului implementat, si mai putin din punct de vedere al
managementului marketingului.

De aceea, lucrarea de fatd 1si propune sd dezbatd problema managementului
marketingului in domeniul serviciilor publice, de-a lungul celor opt capitole, grupate in doua
parti.

Astfel, prima parte reflectd stadiul cunoasterii serviciilor publice si redd, totodata,
principalele aspecte teoretico-metodologice cu privire la planificarea strategicd identificate in
literatura de management si marketing.

Cea de-a doua parte evidentiaza rezultatele a patru cercetdri de management al
marketingului — doud de tip cantitativ si doua calitative — , precum si modelul propus privind
procesul de planificare strategica aplicabil in institutiile publice.

Astfel, primul capitol descrie locul si rolul serviciilor publice 1n sectorul tertiar. Acesta
debuteaza cu aparitia si dezvoltarea serviciilor publice si continud cu tipologia, caracteristicile
si continutul acestora, subliniind in final importanta sectorului public in economie.

Plasarea planificarii strategice de marketing n contextul aplicarii marketingului in
sectorul public a condus, insd, la includerea unui alt capitol in prima parte a tezei, care
trateaza atat necesitatea, cat si stadiul actual al implementarii managementului marketingului
in acest domeniu.

De asemenea, lucrarea prezintd si elementele specifice celor doud domenii ale
marketingului serviciilor — macro-marketing si micro-marketing — si il propune pe cel de-al
treilea: mezo-marketing.

Intrucat in prima parte a tezei sunt evidentiate particularitatile planificarii strategice de
marketing in domeniul serviciilor publice, dar si coordonatele marketingului extern, intern si
interactiv din sectorul public din Romania, preocuparea mea de a face o radiografie completa

a acestui domeniu se va evidentia si in capitolele urmatoare.



Astfel, cele doua cercetari de management al marketingului de tip cantitativ prezinta
deopotriva institutiile publice in perceptia cetatenilor romani si managementul marketingul
implementat in cadrul acestora.

Prima dintre cele doud cercetari este justificatd de faptul ca cei mai multi prestatori de
servicii publice sunt organizatii fard scop lucrativ, unul dintre avantajele planificarii strategice
fiind imaginea favorabild, pe care acestea si-o pot forma in randul publicului. Rezultatele
acestei cercetdri se concentreaza asupra urmatoarelor patru aspecte: nivelul increderii in
institutiile publice, influenta mediului politic asupra domeniului public, satisfactia
respondentilor privind functionarea organizatiilor publice si imaginea functionarilor publici.

Cea de-a doua cercetare constituie o premisa in proiectarea altui studiu de tip calitativ,
redat in capitolul al saselea, contribuind totodatd la identificarea sistemelor de planificare
utilizate de organizatiile romanesti publice si private. De asemenea, sunt abordati factorii de
succes ai planificarii strategice de marketing si barierele in implementarea acesteia, precum si
rolul si beneficiile planului de marketing.

in ultimul capitol, pe baza cercetirii calitative referitoare la locul si rolul planului de
marketing in institutiile publice din Romaénia, este propus un nou model conceptual privind
procesul de planificare in aceste organizatii. Modelul porneste de la descrierea instrumentelor
specifice planificarii la nivelul administratiei centrale si locale, dar si la nivelul Intreprinderii
publice si continud cu etapele planificarii, facand referire totodata la nivelul calitativ al acestui
proces.

Rezultat in urma analizei modelelor de planificare strategica existente in literatura de
management si marketing si a particularitatilor din sectorul public din Romania, modelul vine
in ajutorul institutiilor publice care doresc sd deruleze un proces eficient de planificare
strategica.

Aparitia serviciilor publice, precum si cresterea rolului acestora in cadrul unei
economii nationale au constituit adevarate provocari pentru stiinta marketingului si totodata
pentru specialistii din domeniu.

Diferentele dintre sectorul public si cel privat, care au fost tratate in primul capitol al
tezei si printre care se numard si pietele de monopol, relatiile mai putin personalizate intre
clienti si prestatorii serviciilor publice, lipsa segmentarii consumatorilor si necunoasterea
nevoilor acestora, organizatii fara scop lucrativ, cu resurse limitate si prestatii aparent gratuite,
au condus la identificarea unor particularitati ale marketingului serviciilor publice.

Realitatea economico-sociala a Romaniei indicda numeroase probleme in domeniul

serviciilor publice, care determind un grad de satisfactie scazut al clientilor.



Institutiile publice si in special cele din administratia locald se confruntda cu un flux
mare de clienti, o ratd mare de vizitare si o continud presiune a solicitantilor. Consecinta
directd a acestei suprasolicitdri rezidd in alocarea majoritétii resurselor pentru desfasurarea
activitatilor curente si mai putin pentru dezvoltare institutionald. De aceea, clientii nu sunt
satisfacuti de prestatia functionarilor publici decat intr-o masurd relativ micd. De asemenea,
atmosfera din institutiile publice, organizarea activitdtii cu publicul si ineficienta
functionarilor se regédsesc printre principalele nemultumiri ale romanilor.

In plus, personalul din acest sector recunoaste punctele slabe ale administratiei publice
din Romania: salarizarea si motivarea angajatilor necorespunzatoare, birocratia, coruptia si
legislatia inadecvata.

Astfel, prin implementarea marketingului in propriile structuri, intreprinderile publice
se vor adapta la realitatile economiei si societdtii romanesti, raspunzand in acelasi timp
structurilor similare din tarile Uniunii Europene si din alte state dezvoltate. Ele vor reactiona
prompt si adecvat la schimbarile externe si diversele interese, urmand ca imaginea lor sa se
imbunatateasca, gradul de satisfactie a angajatilor publici cu privire la locul lor de munca sa
creascd, iar serviciile publice sa devind mult mai bune atat din punct de vedere calitativ, cét si
din punct de vedere al adaptabilitatii la necesitatile clientilor.

Desi efortul adoptarii marketingului in domeniul serviciilor publice este unul
considerabil, si deseori pot interveni obstacole precum influenta puternica a mediului politic,
resursele financiare reduse sau chiar inexistente, incompetenta personalului din conducere si a
celui operational, dar si inexistenta unor modalitdti adecvate de implementare a solutiilor
adoptate, consecintele favorabile ale reformei prin marketing in acest sector sunt deosebit de
importante.

Printre acestea se numara: prestatori de servicii publice care actioneaza eficient si etic
in cadrul Intreprinderilor, clienti care beneficiazd de respectul, amabilitatea si
profesionalismul ofertantilor, fiind totodata satisfacuti de prestatia solicitatd si mult mai bine
informati, datoritd unei mai mari transparente a activitatilor desfasurate, proceduri clare,
simple si corecte derulate in Intreprinderile prestatoare de servicii publice, dar si neutralitate
din punct de vedere politic.

Elementele specifice domeniului serviciilor publice se refera, in primul rand, la
existenta celor trei niveluri ale acestui sector, care necesitd implementarea marketingului.
Astfel, cel de-al doilea capitol al lucrarii de fatd dezvoltd conceptele de macro-marketing si

micro-marketing, specifice administratiei centrale (Guvern, ministere, agentii), respectiv



prestatorilor individuali de servicii publice (unitati de invatamant sau medicale, institutii de
transport public, furnizori de utilitati publice, etc.).

Totodatd, este propus conceptul mezo-marketing, care vizeazd marketingul
implementat 1n administratia publicd locald. Aceste trei niveluri ale marketingului in
domeniul public sunt justificate atdt prin complexitatea si efectele pe termen lung ale
deciziilor adoptate de ministere, In colaborare cu institutiile locale si celelalte intreprinderi
publice, cat si prin numarul mare si diversitatea factorilor de decizie si/sau de influentd din
acest sector.

Partea practica a lucrarii include rezultatele celor patru cercetari de marketing, doua de
tip cantitativ si doud calitative. Primele doua prezinta atit institutiile publice in perceptia
cetdtenilor romani, cat si marketingul implementat in cadrul acestora.

Astfel, conform respondentilor, institutiile publice, in special cele influentate de
factorul politic, nu se bucura de o mare incredere din partea cetatenilor. De asemenea,
influenta mediului politic asupra principalele domenii de activitate ale sectorului public este
perceputa Tn mod diferit: mare In administratia centrald, locala, financiard, medie in serviciile
de Invatamant si sdnatate si scazutd in Institutia bisericii. Mai mult, respondentii sunt
satisfacuti intr-o micd masura atat de interventia factorului politic in principalele domenii de
activitate ale sectorului public, cat si de functionarea institutiilor publice.

Totodata, lucrarea de fatd identifica o legatura puternica si semnificativa din punct de
vedere statistic intre nivelul increderii respondentilor in principalele institutii publice din
Romania si gradul lor de satisfactie cu privire la functionarea acestora.

Respondentii considerd ca institutiillor publice le sunt specifice comunicarea
defectuoas si orarul scurt cu publicul. In plus, elementele asociate functionarilor publici sunt
in principal coruptia si comiterea de erori in prestarea serviciilor publice, iar principalul
impediment in aplicarea sau respectarea normelor de conduita profesionala poate fi nivelul de
scazut de salarizare al acestora.

O importantd majora este detinutd de urmatoarele elemente de evaluare a institutiilor
publice: profesionalism (posedarea calitdtii impuse si cunoasterea executarii serviciului),
capacitate de raspuns (dispozitia de a-1 ajuta pe clienti si de a le furniza un serviciu rapid),
credibilitate (veridicitate, incredere, onestitate in privinta serviciului furnizat), intelegerea
clientului (eforturi pentru cunoasterea clientilor si a nevoilor lor).

In acest context este ridicata problema marketingului dezvoltat in organizatiile publice.

Astfel, cea de-a doua cercetare indica faptul cd in cadrul intreprinderilor prestatoare de



servicii publice se implementeaza anumite concepte de marketing, insd nu in mod continuu si
eficient.

Desi se intrevede utilitatea implementdrii marketingului, acesta este tratat cu
superficialitate, fapt demonstrat prin absenta structurilor organizatorice de marketing sau
prezenta redusd a acestora in cadrul institutiilor, personal slab pregatit, alocarea unor resurse
financiare reduse activitatilor de marketing.

Institutiile publice acordd o importantd mare clientilor si publicului larg si o
importanta redusa concurentilor, iar aprecierile respondentilor cu privire la elementele macro-
mediului de marketing in care activeaza sunt in cea mai mare parte favorabile, cu exceptia
mediului politico-legislativ, care poate influenta in mod nefavorabil activitatea organizatiilor
publice. Tot favorabile sunt si aprecierile respondentilor cu privire la adaptarea produselor si
serviciilor institutiei publice la cerintele pietei, Intrucat importanta opiniilor clientilor in
privinta stabilirii ofertei publice este ridicata.

Cea de-a treia cercetare a fost proiectata avand la baza rezultatele studiului prezentat
anterior si a avut drept rezultat identificarea sistemelor de planificare utilizate de organizatiile
romanesti, deopotriva publice si private.

Desi rezultatele acestei cercetari nu sunt caracterizate de reprezentativitate, poate fi
identificata o diferenta intre intreprinderile din sectorul public si cel privat, in privinta
consecventei si preocupdrii pentru derularea unui proces de planificare strategica de
marketing, dar si In privinta Intelegerii rolului acestei planificari.

Elemente precum resurse financiare reduse, personal nespecializat, absenta scopului
lucrativ sau perceptia conform careia serviciile publice deservesc nevoi sociale, acestea fiind
prestate la nivelul intregii societati conduc la o planificare precard in cadrul institutiilor
publice.

Conceptul planificarii strategice de marketing in domeniul serviciilor publice a fost
analizat pe parcursul unui capitol din tezd, cu accent asupra celor trei niveluri de
implementare: cel corporativ si/sau divizionar, nivelul unitatii strategice de afaceri si nivelul
organizatoric.

In serviciile publice, planificarea strategica la nivel corporativ se realizeaza in sfera
guvernamentald, avand drept etape elaborarea misiunii Guvernului (parte componenta a
programului de guvernare), denumirea diviziilor, adicd a ministerelor si acordarea fondurilor
bugetare diviziilor stabilite in faza anterioard, in baza Legii bugetului de stat. Planificarea la

nivel divizionar se identificd cu planificarea in cadrul fiecarui minister. De asemenea,



ministerele au propria misiune si decid cédror unitati strategice de afaceri sa aloce sume de
bani, precum si valoarea acestor bugete.

In sectorul public nu se poate vorbi de planificarea activititilor noi si restringerea
activitatilor mai vechi, ci mai degraba de transformarea, modificarea unor sarcini, sau
schimbarea titulaturii ministerelor, in functie de climatul socio-politic al tarii.

In cazul institutiilor publice, la nivelul unitatilor strategice de afaceri, este optimi
alegerea strategiei suprematiei prin costuri, deoarece acestea sunt constranse sa se incadreze
in bugetul primit de la stat si nu au scop lucrativ. In schimb, prestatorii de servicii publice care
activeaza Tn mediul privat se pot concentra pe celelalte doua tipuri de strategie, avand in
vedere cd au o flexibilitate mult mai mare privind gestionarea bugetelor, selectarea
segmentelor de clienti sau proiectarea serviciilor.

Particularitatile care intervin la nivelul functional, in ceea ce priveste planificarea de
marketing vizeaza mixul de marketing. Astfel, pretul poate fi impus total sau partial prin
interventia statului in economie, sau poate fi liber, formandu-se in urma confruntarii cererii cu
oferta. Alte doua criterii care stau la baza tipologiei preturilor in sectorul public sunt:
modalitatea de platd si momentul platii.

Cu alte cuvinte, tariful serviciului public poate fi platit in mod direct de catre client in
momentul prestatiei, sau indirect, prin intermediul taxelor si impozitelor platite catre stat.
Iluminatul stradal sau serviciile de aparare si ordine publica au in vedere plata indirectd, spre
deosebire de serviciile culturale, care se bazeaza pe plata directa a pretului.

In privinta platii, aceasta se poate realiza in avans sau post-prestatie. In Romania,
serviciile de telecomunicatii presupun plata abonamentului lunar in perioada premergatoare,
in timp ce in Croatia achitarea taxei de drum se realizeaza la iesirea de pe autostrada.

Politica de pret in domeniul serviciilor publice se raporteaza si la alte aspecte. Desi
prestatorul de servicii publice poate detine o situatie de monopol pe piatd, acesta este supus
controlului riguros al autoritatilor de stat, ceea ce conduce la o inflexibilitate in privinta
stabilirii tarifelor ofertei sale. In aceasta situatie preturile au o valoare stabilita independent de
volumul cererii sau pozitionarea intreprinderii si serviciilor pe piata.

In plus, nivelul preturilor aferente serviciilor publice trebuie si fie acceptabil pentru
toate categoriile de clienti, Intrucdt numeroase intreprinderi publice sunt finantate pe baza
taxelor si impozitelor platite de cetdteni catre stat si datoritd necesitatii satisfacerii nevoilor
publicului, in conditii de echitate si egalitate.

Politica de distributie Tn domeniul serviciilor publice are In vedere decizii cu privire la

locul, modalitatea si intervalul de timp In care oferta poate fi accesatd de clienti si efectiv
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livrata. Prestarea serviciilor publice se realizeaza atat la sediul ofertantului, cum este cazul
serviciilor de invatdmant superior, cu prezentd in campus, sau al serviciilor culturale — piese
de teatru, concerte de muzica clasica, filme —, cat si la sediul sau in gospodaria clientului.

Modalitatea de prestare a serviciilor publice are in vedere doud aspecte: caracterul
ofertei (obligatoriu sau optional) si gradul de interactivitate al consumatorului cu personalul
din prima linie (inalt sau redus). Spre exemplu, o ofertd obligatorie constd in primele zece
clase ale invatdmantului preuniversitar, in timp ce studiile universitare pot fi urmate doar de
absolventii de liceu, care opteaza pentru o anumita pregdtire sau cariera.

In cazul serviciilor de sanitate, personalul medical interactioneaza cu pacientii, prin
identificarea afectiunilor, prescrierea tratamentului si verificarea periodicd a starii de
sanatate, spre deosebire de serviciile de transport public, in cadrul cdrora, caldtorii rareori
poartd discutii cu angajatii companiilor respective (cel mult, in momentul achizitiondrii si
validarii legitimatiilor de calatorie, sau oferirii de informatii cu privire la traseul mijlocului de
transport).

Din punct de vedere al intervalului de timp in care un serviciu public poate fi prestat,
se poate afirma cd acesta poate fi mai mare sau mai mic, in functie de standardele si
procedurile care stau la baza prestatiei, sau de complexitatea acesteia, cat si in functie de
preferintele clientilor. Astfel, dacd un serviciu cultural este prestat intr-un interval de cateva
ore, despre utilitatile publice se poate spune ca sunt livrate pe o perioadd nedeterminata.

In ceea ce priveste modul de abordare a politicii de promovare, se observi o diferenti
intre intreprinderile de stat si cele cu capital privat, care activeazd in domeniul serviciilor
publice. In prima situatie, de cele mai multe ori ofertantii se bucura de situatia de monopol,
sau de suprematia pe piata datorita aplicarii unor preturi mai mici (subventionate de stat) si de
aceea nu intrevad necesitatea utilizarii tehnicilor promotionale.

In plus, o promovare intensi conduce la cresterea numarului de clienti, si astfel la o
gestiune mai dificila a tuturor resurselor (in special a celor financiare), care sunt limitate. Spre
deosebire de firmele private, prestatorii publici nu isi masoara succesul in termeni de castig
financiar, ci in functie de masura In care au reusit sd acopere nevoile clientilor potentiali.

De asemenea, obligatia institutiilor publice de a justifica orice cheltuiala prin rezultate
usor masurabile este un impediment in utilizarea anumitor tehnici promotionale. De aceea se
poate afirma cd politica de promovare detine o importantd mai mare in intreprinderile de
servicii publice, care provin din mediul privat.

Cu toate acestea, statul initiazd numeroase campanii in vederea promovarii unor

comportamente, mai degraba decat a unor servicii publice. In aceasta categorie se incadreaza
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spoturile publicitare care vizeazd purtarea centurii de sigurantd in timpul calatoriei cu
autoturismul, convingerea pdrintilor rromi de a-si trimite copiii sd studieze la scoald, sau
atragerea unor fonduri europene pentru dezvoltarea unor domenii economice nationale.

Datoritd faptului ca institutiile publice nu vizeaza doar segmentele de piata profitabile,
ci intreaga societate, mesajele transmise de acestea nu sunt puternic personalizate, existand
riscul ca ele s nu fie corect decodificate, apreciate, intelese sau insusite de catre receptori.

De altfel, promovarea din domeniul serviciilor publice este in mare parte determinata
de activitatea organismelor din administratia publicd centrala si de mediul de marketing
politico-legislativ. Un Guvern nou va propune noi proiecte (dezvoltarea infrastructurii la nivel
national, imbunatatirea sistemului de Tnvatdmant, evaluarea starii sdnatdtii tuturor cetatenilor),
urmand ca promovarea prestatorilor publici sa fie in concordantd cu directiile trasate la nivel
central.

Tehnicile de promovare utilizate cel mai des de prestatorii de servicii publice — in
special unitdtile de Tnvatamant, cele de sanatate si ofertantii de utilitati publice — sunt insa
publicitatea prin tiparituri, publicitatea prin internet si publicitatea exterioard. Institutiile din
administratia publica centrald beneficiazd chiar si de publicitate gratuitd prin intermediul
mijloacelor mass-media, in timp ce universitatile sau clinicile medicale pot fi promovate de
absolventii de studii superioare, respectiv fostii pacienti, in calitate de clienti efectivi.

Totusi, cel mai eficient mijloc de comunicare al intreprinderii publice — depdsind astfel
sfera promotionala — este personalul sau, intrucadt de aptitudinile, amabilitatea si
profesionalismul acestuia depinde imaginea organizatiei.

Lucrarea de fatd propune in final un model de planificare strategica de marketing
specificd domeniului serviciilor publice, avand la baza informatiile culese in cadrul celei de-a
patra cercetari de marketing privind locul si rolul planului de marketing in intreprinderile
publice, dar si modelele existente in literatura de specialitate.

Astfel, au fost identificati patru factori care influenteaza nivelul calitativ al procesului
planificdrii in sectorul public, dar si etapele acestui demers. Factorii sunt urmatorii:
importanta marketingului in cadrul organizatiei, cunostintele de marketing ale angajatilor din
compartimentul de marketing si ale personalului din conducere, eficienta organizdrii si
derularii activitatilor din cadrul intreprinderii si viziunea de marketing a managerului.

Revenind la etapele modelului planificarii strategice de marketing In domeniul
serviciilor publice, acestea sunt:

1. implicarea consumatorilor efectivi si potentiali, precum si a celorlalti participanti la

crearea si livrarea serviciilor publice, in procesul planificarii strategice de marketing;
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asigurarea concordantei intre masurile adoptate la nivelurile ierarhice superioare si
executiile realizate la nivelurile functionale;

formarea echipelor de lucru, instruirea membrilor acestora si numirea unui
coordonator;

colectarea informatiilor din piata,

stabilirea alternativelor strategice,

alegerea strategiei optime, precum si

stabilirea si implementarea programelor de marketing (demararea actiunilor tactice).
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SYNTHESIS OF THE DOCTORAL THESIS

Strategic planning is a concept strongly debated by well-known authors, such as
Ansoff, McDonald, Mintzberg or Drucker, its role in an organization and its contribution to
the success of its work being sometimes overestimated and sometimes underestimated.

Whether this process is attributed to the company's consolidated market position, its
favorable image among potential customers or the profit obtained, the attention paid to
marketing planning is often limited to a book chapter, all the more so with how the analyzed
domain is the public one. Moreover, the public sector is viewed more from the perspective of
the implemented management, and less from the point of view of marketing management.

Therefore, this paper aims to discuss the issue of marketing management in the field of
public services, throughout the eight chapters, grouped in two parts.

Thus, the first part reflects the state of knowledge of public services and also shows
the main theoretical-methodological aspects of strategic planning identified in the
management and marketing literature.

The second part highlights the results of four marketing management research - two
quantitative and two qualitative - as well as the proposed model of strategic planning process
applicable in public institutions.

Thus, the first chapter describes the place and role of public services in the tertiary
sector. It begins with the emergence and development of public services and continues with
their typology, characteristics and content, finally emphasizing the importance of the public
sector in the economy.

The placement of strategic marketing planning in the context of the application of
marketing in the public sector led, however, to the inclusion of another chapter in the first part
of the thesis, which addresses both the need and the current stage of implementing marketing
management in this field.

The paper also presents the specific elements of the two areas of service marketing -
macro-marketing and micro-marketing - and proposes the third: meso-marketing.

Since the first part of the thesis highlights the particularities of strategic marketing
planning in the field of public services, but also the coordinates of external, internal and
interactive marketing in the public sector in Romania, my concern to make a complete x-ray

of this field will be highlighted in chapters next.
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Thus, the two quantitative marketing management researches present both the public
institutions in the perception of the Romanian citizens and the marketing management
implemented within them. The first of the two researches is justified by the fact that most
public service providers are non-profit organizations, one of the advantages of strategic
planning being the favorable image that they can form among the public. The results of this
research focus on the following four aspects: the level of trust in public institutions, the
influence of the political environment on the public domain, the satisfaction of respondents
regarding the functioning of public organizations and the image of civil servants.

The second research is a premise in the design of another qualitative study, presented
in the sixth chapter, while contributing to the identification of planning systems used by
Romanian public and private organizations. The success factors of strategic marketing
planning and the barriers in its implementation, as well as the role and benefits of the
marketing plan are also addressed.

In the last chapter, based on qualitative research on the place and role of the marketing
plan in public institutions in Romania, a new conceptual model is proposed on the planning
process in these organizations. The model starts from the description of the specific planning
tools at the level of central and local administration, but also at the level of the public
enterprise and continues with the planning stages, referring at the same time to the qualitative
level of this process.

Resulting from the analysis of the existing strategic planning models in the
management and marketing literature and of the particularities of the public sector in
Romania, the model comes to the aid of public institutions that want to carry out an efficient
strategic planning process.

The emergence of public services, as well as the increase of their role in a national
economy have been real challenges for the science of marketing and also for specialists in the
field.

Differences between the public and private sectors, which were addressed in the first
chapter of the thesis and include monopoly markets, less personalized relationships between
customers and public service providers, lack of consumer segmentation and ignorance of their
needs, non-profit organizations, with limited resources and seemingly free services, have led
to the identification of some peculiarities of public service marketing.

The economic and social reality of Romania indicates numerous problems in the field

of public services, which determine a low degree of customer satisfaction.
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Public institutions and especially those in local government face a high flow of
customers, a high visit rate and a continuous pressure from applicants. The direct consequence
of this overload lies in the allocation of the majority of resources for the development of
current activities and less for institutional development. Therefore, customers are satisfied
with the performance of civil servants only to a relatively small extent. Also, the atmosphere
in public institutions, the organization of activity with the public and the inefficiency of
officials are among the main grievances of Romanians.

In addition, staff in this sector recognize the weaknesses of the Romanian public
administration: inadequate pay and motivation of employees, bureaucracy, corruption and
inadequate legislation.

Thus, by implementing marketing in their own structures, public enterprises will adapt
to the realities of the Romanian economy and society, while responding to similar structures
in European Union countries and other developed countries. They will react promptly and
appropriately to external changes and various interests, and their image will improve, public
employees' satisfaction with their jobs will increase, and public services will become much
better both in terms of qualitatively, as well as in terms of adaptability to customer needs.

Although the effort to adopt public service marketing is considerable, obstacles such
as the strong influence of the political environment, limited or non-existent financial
resources, incompetence of management and operational staff, and lack of adequate ways to
implement solutions can often occur. Adopted, the favorable consequences of the marketing
reform in this sector are particularly important.

These include: public service providers who act efficiently and ethically within
companies, customers who benefit from the respect, kindness and professionalism of bidders,
while being satisfied with the requested service and much better informed, due to greater
transparency of activities, clear, simple and fair procedures in public service providers, but
also political neutrality.

The specific elements of the public services field refer, first of all, to the existence of
the three levels of this sector, which require the implementation of marketing. Thus, the
second chapter of this paper develops the concepts of macro-marketing and micro-marketing,
specific to the central administration (Government, ministries, agencies), respectively to
individual public service providers (educational or medical units, public transport institutions,
public utility providers, etc.).

At the same time, the meso-marketing concept is proposed, which aims at the

marketing implemented in the local public administration. These three levels of public domain
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marketing are justified both by the complexity and long-term effects of decisions taken by
ministries, in collaboration with local institutions and other public enterprises, and by the
large number and diversity of decision-makers and / or influencers in this sector.

The practical part of the paper includes the results of the four marketing researches,
two quantitative and two qualitative. The first two present both public institutions in the
perception of Romanian citizens and the marketing implemented within them.

Thus, according to the respondents, public institutions, especially those influenced by
the political factor, do not enjoy great trust from citizens. Also, the influence of the political
environment on the main areas of activity of the public sector is perceived differently: high in
central, local, financial administration, medium in education and health services and low in
the Church Institution. Moreover, the respondents are satisfied to a small extent both by the
intervention of the political factor in the main fields of activity of the public sector, and by the
functioning of public institutions.

At the same time, the present paper identifies a strong and statistically significant link
between the level of respondents' trust in the main public institutions in Romania and their
degree of satisfaction with their functioning.

Respondents consider that public communication is specific to poor communication
and short opening hours with the public. In addition, the elements associated with civil
servants are mainly corruption and errors in the provision of public services, and the main
impediment in applying or complying with the rules of professional conduct may be their low
level of pay.

Of major importance is the following elements of evaluation of public institutions:
professionalism (possession of the required quality and knowledge of service execution),
responsiveness (willingness to help customers and provide them with a fast service),
credibility (truthfulness, trust, honesty about the service provided), customer understanding
(efforts to know customers and their needs).

In this context, the issue of marketing developed in public organizations is raised.
Thus, the second research indicates that certain marketing concepts are implemented in public
service providers, but not continuously and efficiently.

Although the usefulness of marketing implementation can be seen, it is treated
superficially, as demonstrated by the absence of organizational marketing structures or their
low presence in institutions, poorly trained staff, and allocation of limited financial resources

to marketing activities.
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Public institutions attach great importance to customers and the general public and a
low importance to competitors, and respondents' assessments of the elements of the marketing
macro-environment in which they operate are mostly favorable, except for the political-
legislative environment, which can adversely influence the activity of public organizations.
Respondents 'assessments regarding the adaptation of the public institution's products and
services to the market requirements are also favorable, as the importance of customers'
opinions regarding the establishment of the public offer is high.

The third research was designed based on the results of the previously presented study
and resulted in the identification of planning systems used by Romanian organizations, both
public and private.

Although the results of this research are not representative, a difference can be
identified between public and private sector enterprises in terms of consistency and concern
for a strategic marketing planning process, but also in terms of understanding the role of this
planning.

Elements such as limited financial resources, non-specialized staff, lack of profit or
perception that public services serve social needs, these being provided at the level of society
as a whole lead to poor planning in public institutions.

The concept of strategic marketing planning in the field of public services was
analyzed during a chapter of the thesis, with emphasis on the three levels of implementation:
corporate and / or divisional, the level of strategic business unit and organizational level.

In public services, strategic planning at the corporate level is carried out in the
governmental sphere, having as stages the elaboration of the Government mission (component
part of the government program), the naming of divisions, ministries and the granting of
budgetary funds to divisions established in the previous phase. Divisional planning is
identified with planning within each ministry. Ministries also have their own mission and
decide which strategic business units to allocate money to, as well as the value of these
budgets.

In the public sector one cannot speak of planning new activities and restricting older
activities, but rather of transforming, changing tasks, or changing the title of ministries,
depending on the socio-political climate of the country.

In the case of public institutions, at the level of strategic business units, it is optimal to
choose the strategy of cost supremacy, because they are forced to fit into the budget received

from the state and are non-profit. Instead, public service providers operating in the private
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sector can focus on the other two types of strategy, given that they have much greater
flexibility in managing budgets, selecting customer segments or designing services.

The particularities that intervene at the functional level, in terms of marketing
planning target the marketing mix. Thus, the price can be imposed totally or partially by the
state intervention in the economy, or it can be free, being formed following the confrontation
of the demand with the supply. Two other criteria underlying the typology of prices in the
public sector are: the method of payment and the time of payment.

In other words, the public service tariff can be paid directly by the customer at the
time of the provision, or indirectly, through taxes and duties paid to the state. Street lighting
or defense and public order services consider indirect payment, as opposed to cultural
services, which are based on direct payment of the price.

With regard to payment, this can be done in advance or post-delivery. In Romania,
telecommunications services involve the payment of the monthly subscription in the
preceding period, while in Croatia the payment of the toll is made at the exit from the
highway.

The pricing policy in the field of public services also relates to other aspects. Although
the public service provider may have a monopoly situation on the market, it is subject to strict
control by the state authorities, which leads to inflexibility in setting the tariffs of its offer. In
this situation, prices have a value set regardless of the volume of demand or the positioning of
the company and services on the market.

In addition, the level of public service prices must be acceptable to all categories of
customers, as many public enterprises are financed on the basis of taxes paid by citizens to the
state and due to the need to meet the needs of the public, in a fair and equal manner.

The distribution policy in the field of public services takes into account decisions
regarding the place, manner and time frame in which the offer can be accessed by customers
and actually delivered. The provision of public services is performed both at the bidder's
headquarters, as in the case of higher education services, present on campus, or cultural
services - plays, classical music concerts, movies - and at the client's headquarters or
household.

The way of providing public services takes into account two aspects: the nature of the
offer (mandatory or optional) and the degree of interactivity of the consumer with the staff in
the first line (high or low). For example, a compulsory offer consists of the first ten classes of
pre-university education, while university studies can only be followed by high school

graduates, who opt for a certain training or career.
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In the case of health services, medical staff interact with patients by identifying
conditions, prescribing treatment and periodically checking their health status, as opposed to
public transport services, in which passengers rarely have discussions with employees of
those companies (at most, when purchasing and validating travel documents, or providing
information on the route of the means of transport).

From the point of view of the time in which a public service may be provided, it may
be stated that it may be higher or lower, depending on the standards and procedures
underlying the provision, or its complexity, as well as in depending on customer preferences.
Thus, if a cultural service is provided within a few hours, public utilities can be said to be
delivered indefinitely.

Regarding the approach of the promotion policy, there is a difference between state-
owned enterprises and those with private capital, which operate in the field of public services.
In the first situation, most of the times the bidders enjoy the monopoly situation, or the
supremacy on the market due to the application of lower prices (subsidized by the state) and
therefore do not see the need to use promotional techniques.

In addition, intense promotion leads to an increase in the number of customers, and
thus to a more difficult management of all resources (especially financial ones), which are
limited. Unlike private companies, public providers do not measure their success in terms of
financial gain, but in terms of the extent to which they have managed to meet the needs of
potential customers.

Also, the obligation of public institutions to justify any expenditure through easily
measurable results is an impediment in the use of certain promotional techniques. That is why
it can be said that the promotion policy is more important in public service enterprises, which
come from the private sector.

However, the state is launching numerous campaigns to promote behaviors rather than
public services. This category includes commercials aimed at wearing a seat belt while
traveling by car, convincing Roma parents to send their children to study at school, or
attracting European funds for the development of national economic areas.

Due to the fact that public institutions do not only target profitable market segments,
but the whole society, the messages transmitted by them are not highly personalized, there is a
risk that they are not correctly decoded, appreciated, understood or appropriated by recipients.

Moreover, the promotion in the field of public services is largely determined by the
activity of the bodies of the central public administration and by the political-legislative

marketing environment. A new Government will propose new projects (development of
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infrastructure at national level, improvement of the education system, assessment of the health
of all citizens), and the promotion of public providers will be in line with the directions drawn
at central level.

However, the promotion techniques most often used by public service providers - in
particular educational institutions, health care providers and public service providers - are
print advertising, internet advertising and outdoor advertising. Institutions in the central public
administration even benefit from free advertising through the media, while universities or
medical clinics can be promoted by graduates, respectively former patients, as actual clients.

However, the most effective means of communication of the public enterprise - thus
exceeding the promotional sphere - is its staff, as the image of the organization depends on its
skills, kindness and professionalism.

This paper finally proposes a strategic marketing planning model specific to the field
of public services, based on the information gathered in the fourth marketing research on the
place and role of the marketing plan in public enterprises, but also existing models in the
specialized literature.

Thus, four factors were identified that influence the qualitative level of the planning
process in the public sector, but also the stages of this approach. The factors are the following:
the importance of marketing within the organization, the marketing knowledge of the
employees in the marketing department and of the management staff, the efficiency of
organizing and carrying out the activities within the company and the marketing vision of the
manager.

Returning to the stages of the strategic marketing planning model in the field of public
services, these are:

1. the involvement of actual and potential consumers, as well as other participants in
the creation and delivery of public services, in the process of strategic marketing planning;

2. ensuring the concordance between the measures adopted at the higher hierarchical
levels and the executions carried out at the functional levels;

3. formation of work teams, training of their members and appointment of a
coordinator;

4. collection of market information,

5. establishing strategic alternatives,

6. choosing the optimal strategy as well

7. establishing and implementing marketing programs (starting tactical actions).
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