Journal of Public Administration, Finance and Law

NEW STRATEGIC APPROACHES IN ROMANIAN PUBLIC
ADMINISTRATION

Ana-Maria BERCU
Alexandru loan Cuza University
lasi, Romania
bercu@uaic.ro

Mihaela MiSU
Alexandru loan Cuza University
lasi, Romania
misu.mihaela89@yahoo.com

Abstract: In the condition of a dynamic environment where the citizens needs and requirements are
constantly changing, a particular importance in ensuring a competitive advantage, it assumes strategic
approach of the public organization, where marketing becomes a source, a management model necessary
for increasing efficiency of the organization. Marketing fulfils four functions in public organization, which
reflects a circuit in a continuous movement, aimed to investigate the market, identify community needs, to
meet the needs of citizen, therefore lead to increase economic efficiency and permanently connecting the
public organization to dynamic environment, this in turn can be achieved by a thorough and efficient
market research for the Community that addresses. Therefore the marketing strategy in public organization
is @ new concept, a new way of thinking, a new orientation which is designed to meet the needs of citizens
and to improve the image of public organizations. This paper proposes a comprehensive approach to
community development strategies through public marketing. The structure of the paper is represented by
introduction, specialized literature review and content. Our research highlights the importance and the
need of implementing a marketing strategy in the public organization for local development and beyond.
Keywords: strategies, public administration, public marketing theory, public management

1. THE CURRENT STATE OF KNOWLEDGE

The scientific research conducted by specialists from the public management field
gave the possibility to establish several opinions regarding public marketing and strategic
directions for impact implementation, monitoring and evaluation in public administration.
Thereby, Alexandru Nedelea (2006) in his study ,,Marketing in Public Administration”
argues that public marketing is marked by a number of features caused by the specific of
public field, the environmental influence on public institutions and by some specific
elements from the public service.

Public marketing could be seen as a form of social innovation for public
administration, it could represent a new way for resolving the various problems of the
public system regarding the promotion of its programs, their necessity and effects. For
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public institution, marketing represent a method to obtain and keep people satisfied with
the programs developed and implemented by the public field.

Also, this issue has concerned on Vasile Munteanu in his study ,,Public
Marketing” (2006), stating that public marketing is concerned with the development of
principles, regularities, methods and techniques available for connecting the services
offer and demand (public, for information, charities). Public marketing’s objective would
be to meet the citizens’ needs and social prosperity.

Lurdes Marlene Seide Froemming in his study ,Marketing publico” (2009) argues
that in order to obtain benefits from using public marketing concepts, it is necessary to
apply the principles of strategic planning, as it is achieved in any management activity.

The organization strategy problems discussed by Ana - Maria Bercu in her study
,Public management strategies” (2013), defining the strategy as being a series of
organization goals and objectives, for medium and long term, an optimum use of
organization resources for the purpose of achieving them in order to obtain a competitive
advantage according to the organization's missions.

Adriana Grigorescu, Constantin Bob, Emilian Dobrescu in their study ,,Public and
Private Business Marketing ”’(2007), underlines that public marketing has show up as a
new approach for public organizations because of their need to offer services to citizens
in a satisfactory manner. This it aims to change the citizens attitude about the society’s
problems overall.

Martial Pasquier in his study ,,Marketing del sector publico’(2009) stand by the
idea that the services offered by public sector are not a smooth unit. The services nature
(health, education, infrastructure etc.), the intervention method (direct implication,
delegated to another authority etc.), the management system, the public organizations
environment (the authorities’ situation, government monopoly, controlled competition,
endless regulations etc.) are extremely varied. The author believes that studying these
public organizations services and activities from the marketing’s perspective, it could
finally establish some clear criteria to facilitate the method for implementing the
marketing tools in the public field.

Also, on this line Judith J. Madill in her study ,,Le marketing dans le secteur
public” (1998: 10-20) shows that marketing in the public sector is not a smooth activity
because there are four types of marketing in the public service and underlined that there
are major differences between public marketing and private marketing, these differences
make it impossible to apply marketing techniques from private field to the public one.
The author believes that a well-designed public marketing strategy that takes into account
the characteristics of institutions from public field, it could help a lot the public officers
to serve the citizens and overall to achieve the institution’s objectives.

In contradiction to the ideas developed by the author Judith J. Madill is the
opinion of the authors Andreas Kaplan and Michacla Haenlein that in their study ,,The
increasing importance of public marketing: Explanations, applications and limits of
marketing within public administration (2008), quoting Parker shows that for marketing,
the public administration recalls associations of bureaucratic processes, inefficiency and
lack of performance, while for public administration, marketing is sometimes seen as a
non-productive and resource consumption sector.
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Chias Suriol Josep, in his study ,,Una teoria general del marketing publico’
(1995), states that public marketing represents the changing science from public sector.

On this line, the author Santesmases Mestre Miguel, in his study ,,Marketing.
Conceptos y estrategias” (1996) believes that public marketing is a part of the business
marketing that circumscribes to the exchange activities between public authorities.
However, it doesn’t include activities carried out by the companies from public property
which compete with the private sector and seek economical benefits.

José Luis Vazquez Burguete, Pablo Gutiérrez Rodriguez, Maria Purificacion
Garcia Miguélez, Helena Maria Baptista Alves in their study Pasado, presente y futuro
del Marketing Pablico. El ciudano como consumidor de las administraciones publicas
(2010) have introduced the concept of public marketing both in a limited way and in a
wide way.

Lucica Matei in the study Public Management (2006), shows that the public
sector has always performed public marketing, but didn’t use this term. One of the main
reasons put in favour of public marketing development is the necessity to discover the
citizens’ needs for meeting the general interests with a quality service. And knowledge
needs is just the core of marketing.

2. THE NEED FOR PUBLIC MARKETING AND STRATEGY IN PUBLIC
ORGANIZATIONS FROM ROMANIA

In the speciality literature there are a number of interpretations for the strategy
concept, it isn’t allowed a single universal and unanimous accepted definition. The recent
practice in the social sciences field is accompanied by a growing interest in seeing the
strategy as a social practice (Nordqvist, Melin, 2009: 15-17), with implications for the
development of public organizations. From a historical point, the strategic planning was
seen as one of the most important practices of an organization.

The strategy can be defined as a set of organization goals and objectives, on a
medium and long term, optimal resources utilization for achieving them, to obtain a
competitive advantage according to the organization's missions. Regardless of how the
strategy is defined, it maintains a social economic development for public organizations
through efficient and optimal resources utilization (human, informational, financial, and
technological) and through a satisfaction of citizens needs.

A public organization characterized by strength, formalism and inflexibility, must
answer to the ever growing and changing citizens needs, which requires a high degree of
adaptability and compliance. The strategically directions can lead to the organization’s
development, to diversification and expansion. From here, it could be applied a number
of strategies such as: communication, diversification, development, administrative,
economic strategies and especially marketing strategies.

It is important to understand that marketing is not limited only to advertising or
promotion and product pricing determination; distribution and promotion are a part from
the marketing strategy (Madill, 1998: 19).

In terms of a dynamic environment where the citizens needs and requirements are
constantly changing, a special importance in ensuring a competitive advantage is the
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strategic approach of public organization, where marketing becomes a source, a
management model necessary for ensuring the organization efficiency growth.

As such, marketing can be defined as planning, coordination and control of all the
public organization activities, focused on the current and potential markets. Through a
permanent satisfaction of citizens needs, it is pursuing the organization objectives
achievement.

The public organizations come into contact with citizens, with which it should
maintain good relations. Their purpose is to provide public services such as: transport,
health, education, social security etc.. Although they often own monopoly (eg. passports
and identity cards releasing, defence services etc.), some services are provided by private
actors that offer a qualitative version (eg. private schools, private hospitals, courier
services etc). In some opinions (Anton, 2013: 108-110), for the health system in Romania
the main challenge is to improve the mix of resources to support medical (doctors,
hospital beds and pharmaceuticals) and to develop a strategy for this sector which must
have the aim to grow the role of private health systems as: introduction of new formal
mechanisms to co-payment for reduce informal payments, further market development
and regulation of insurance voluntary health.

As a result, the role of public marketing strategy is to determine citizens’ needs, to
develop and to improve the products and services offered, to improve the communication
between public organization and citizens and also to measure the level of citizens’
satisfaction (Lurdes, Seide, 2009: 19).

At present, there are many problems in public organizations and in the way how
public services are provided, this leading to a low level of gratitude and satisfaction for
the society.

The major difference between public marketing and marketing from the private
field is that the public organization doesn’t seek a profit, doesn’t sell a particular product
or service, but wishes to inform, to present some issues that would have a major impact
on society, for example the advertising campaigns for information made by Romanian
Police regarding the reduction of deadly accidents number, broadcasted by Romanian
televisions, their purpose is to determine public opinion awareness on the dynamics and
consequences of road accidents and also to reduce the number of road accidents that are
caused by excessive speed and passer’s indiscipline.

But, public marketing techniques uses the techniques from the private field, by
promoting the policies developed by the public organizations, but as already stated, for
example, from an advertising campaign (for information) it isn’t intended to have as a
immediate outcome, selling a product but rather it wants to keep the citizens informed
and satisfied with public services.

It is important to mention that public marketing strategy isn’t used to transform
the public sector into a private sector. This it should take into account the specific
characteristics of the public sector, in orders to fortify them by applying marketing
concepts. But, public organization must remain careful and not to think that marketing is
able of anything: marketing is not a universal cure; it is only a process that allows an
efficient organization of the public sector (Romain, 2007: 53-54).
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In public organizations, the resources (human, material, financial, informational)
are allocated mainly on current activities” evolution (collecting taxes and fees etc.) and
less on its services development and innovation, so citizens’ are not satisfied with the
way they are served by public officers and with the method of solving problems.

Public marketing is considered to be an application of the methods and practices
from the private sector into the public one, but it is taking into account the environment
and the public activity’s feature. There are a number of barriers in the marketing
application process in public organizations, which are based on the lack of confidence
shown by the staff from public organizations and on the reservation that comes from their
part, and public officers perform their duties in a traditional manner and without taking
into account the needs and the changing and growing requirements of the citizens.

In some cases, in a public organization when it makes a decision, first it isn’t
detected the demand and then later it is build the required offer. An example may be the
decision to build a gym in a community where the proportion of young population is
relatively small and so it isn’t show interest and benefit for that community. This decision
is made precisely because it refuses to use public marketing techniques designed to
remove these differences between "demand" and "offer".

Because of failing to promote the public services and the new techniques of using
these services, citizens have a specific negative mentality towards them. In the way that a
large part of public organizations do not have a website or if they have it has poor
information, there isn’t the possibility of using public services online, or it is limited. For
example, seeing all websites of the city halls from urban area of Moldova, there was
found that some websites such as Darabani, Adjud, Roznov, Comanesti City Hall have
some vague information about the city hall’s activity overall, without including online
services, public documents, the number of website visits, etc., while the websites of
Galati, lasi, Piatra Neamt City Hall presents a wide range of information about online
services, how to use them, public documents useful to citizens, the number of website
visits, a section that promotes certain private companies from the area, etc.

So, through the marketing strategy implementation in public organizations, they
will adapt to the social economic realities, because researching the society needs overall
and identifying the main complaints of the citizens and their needs, they will be able to
act immediately in direct correlation with the changes and the various citizens
requirements. Under these conditions, their image is improved, the satisfaction level (for
public officers and society) increases and the public services will be better, especially
considering the adaptability to the citizens needs.

Public organizations’ marketing performs four functions that can be represented
schematically as follows:

1 1
I 1
I >
I addresses | I
D - A ____ I e e e 2
I I
I 1
____________ e o e . A
] ! . . .
i Increasing economic efficiency :4 ______ K Quick connection to the dynamic
1 1
I

_____________________

1
1
. . |
I environment of public I
1 .. 1
I organization I
! I

Issue 3/2013 23



Journal of Public Administration, Finance and Law

Figure 1.1 Marketing functions in public administration
Source: processing of information by Nedelea (2006)

The four functions that marketing it performs in public administration,
represented in Figure 1.1, reflecting a circuit in a continuous movement, designed to
research the market, identify community needs, to meet the needs of citizens, lead to
increasing economic efficiency and permanently connecting public organization to
environmental dynamics, which in turn can be achieved by a thorough and efficient
market, which addresses community.

Since the public sector there are little choices and public services offer is poorly
promoted people are turning more often to the private sector. In this regard we can
mention medical services (hospitals, private clinics), education services (kindergartens,
schools, and private universities), and postal services (courier service). As a result, public
marketing is required, in order to investigate the "market" thus identifying the needs, and
also to investigate the level of citizens’ satisfaction.

The public administration misunderstands marketing term because it always is
associated with advertising, but it has four instruments: product (service), price,
distribution and promotion (the correct information). So the basic idea of marketing is
"satisfaction and value for the citizen". According to town halls analysis in the Moldova
region was found that out of 55 analyzed only 12 municipalities have implemented the
counting number of hits, which means that public organizations are not directly
concerned to monitor the site impact to the citizens and that the information presented are
of a real value to society as a whole.

As such, even if the relationship is not commercial between citizen and public
administration, because citizens do not pay directly and do not choose their supplier,
marketing in the public sector is useful in terms of knowledge needs of the population
and the need to provide quality services that meet the citizens’ needs. Basically, a public
organization must research the market and identify those taxpayers’ needs that they serve.

Currently, implementing the marketing strategy in public administration in
Romania is no more a fashion but a necessity, due primarily to the evolution of society
and secondly the requirement of the public sector to meet the multitude of general and
collective needs, most of the time with more limited resources (both financial and
human).

3. RESEARCH REGARDING THE DEGREE OF IMPLEMENTATION OF
THE MARKETING STRATEGY WITHIN PUBLIC ADMINISTRATION IN
ROMANIA

3.1. The current stage of implementation of marketing within public institutions in
Romania
Currently, public institutions in Romania make decisions and allocate financial,

material, economic and informational resources without taking into account the
population’s requirements and the degree of necessity of a certain service.
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At this time, the public marketing strategy is implemented the most in the public
transportation field, in the medical field, in education and it is implemented least or not at
all within city halls.

A direct marketing program named Ad Personam took place at the public
transport level. 1t was deployed in medium cities and focuses on 7 pilot projects from 7
European countries (Albacete (Spain), Baia Mare (Romania), Besangon (France),
Funchal (Portugal), Heraklion (Greece), Lancaster (United Kingdom) and Modena
(ltaly)). Ad Personam promotes Local Public Transport and it is a European project, co-
financed by the European Commission within the “Intelligent Energy Europe” program.

In Romania this program underwent development in Baia Mare by the Baia Mare
City Hall and SC Urbis SA (local public transport company).Towards this purpose, the
city hall put together a marketing strategy, researching the field and advertising
appropriately. The Baia Mare municipality considers the Ad Personam project the
starting point of a new friendly and intelligent local transport system, creating a
marketing plan that desires its expansion to a national level by involving more local
public transport companies, as well as city halls®.

In the medical field there are frequent ad campaigns designed to inform the
citizens of the excessive use of some products. The Ministry of Health comes to the aid
of the citizen by offering products according to their needs and requirements. There is
also a series of campaigns to aid people suffering of cancer, HIV, hepatitis etc. all of
these in a partnership with the public health domain. The public medical sector is
developing marketing strategies with the purpose of helping the citizens have a healthy
life.

As for the education sector, public marketing is applied somewhat. For example,
universities create a marketing strategy every year to promote their colleges and draw in
students, involving campaigns to inform potential students and research their
requirements, needs and wishes.

At this point in time, public organizations in Romania are poorly promoted,
especially on the Internet, which is a disadvantage when it comes to their image (and the
image of the public sector) and when it comes to a more extinctive approach to the
organization’s budget itself.

It is estimated that currently the public marketing strategy is implemented and
promoted most in the health, public transport and education fields and it will gradually
spread to the other fields and local institutions, like city halls and local councils. Research
was conducted on official websites of city halls from the urban area of Moldova to
identify the degree of implementation of public marketing in city halls.

3.2 The purpose of the research

The purpose of this research is to emphasize the degree of implementation of the
marketing strategy within city halls from the urban area of Moldova, to emphasize the
importance and necessity of phasing it into our country’s public administration.

Yhttp://www.marketingpublictransport.eu/spip.php?article579 (accessed on 11.03.2012).
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3.3 The research hypotheses and goals

The conducted analysis emphasizes that local administration pays a great deal of
attention to public marketing and indentifying marketing activities that are taking place in
the urban area of Moldova.

Hypotheses

H1. Within public organizations marketing is a concept, a way of thinking, an
orientation meant to answer to the needs of citizens and to improve the image of public
administration

H2. The local administration misunderstands the term “marketing” because they
always associate it with publicity, not the complex content showcased by the four
instruments: product (service), price, distribution and promotion;

H3. Local administration marketing is a systematic search process that leads to
knowing the market and the consumer.

H4. City halls contain a public marketing organizational structure.

General objective

The general objective of the study is to emphasizing the degree of public
marketing implementation in the city halls in urban areas of Moldova.

Specific objectives

a. Identifying the existence of city halls’ official sites for the purpose of analyzing
public institutions.

b. Identifying the popularity of official websites for the city halls in Moldova’s
urban area.

c. Identifying the quality of the services offered through the official websites for
the city halls in Moldova’s urban area.

d. Identifying the attention city halls pay to public marketing by analyzing local
development strategies.

3.4 Research methodology

The research technique used was description (losif, 2001: 23). This entails taking
a photo, an image based on observations and documents. The methods used in this
research looked at both quantitative and qualitative elements.

Quantitative methods entailed the collecting of numerical data, processing and
analyzing it and presenting them as tables or charts.

The Qualitative methods were comparison, decomposition, grouping and
generalization.

Comparison represents the most common form of materializing the logical
thinking process applied in the examination of phenomena, through which one seeks to
establish the similarities and the differences between them. It is the first step of analysis
because it leads to obtaining a qualitative and quantitative characteristic of the researched
phenomenon’s evolution.
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The decomposition method entails splitting the researched phenomena and
processes to their basic elements in order to gain in-depth knowledge of them. It is a
deductive process, moving from generalization to specifics, from the whole to the part.
The method ensures the possibility of locating effects and causes within time and space.

The grouping method entails identifying essential characteristics of the researched
collective and forming groups based on them. This method requires conducting a
multilateral research that leads to identifying the homogenous groups of characteristics.

Generalization (or result evaluation) is a qualitative method of reuniting the
conclusions we drew from the study into a coherent ensemble, while at the same time
keeping the essential aspects (Niculescu, 1997: 22).

Applicative research

In order to conduct this research an analysis of the official websites for the city
halls in Moldova’s urban area was performed. These city halls were chosen because they
represent a homogenous, heterogeneous population and because the percentage of
population living in an urban environment is greater than the percentage of population
living in a rural environment, making the results of the research more relevant.

Data was obtained by individually accessing each official website for the city
halls in Moldova. They were found on the internet by using the Google search engine
(this step was necessary because there is no standard model for the domain name, for
example the Onesti city hall’s website is http://www.onesti.ro/ , while the Gura
Humorului city hall can be found athttp://www.primariagh.ro/). The research was
conducted between 17.02.2013 — 05.04.2013.

What was researched?

a. the existence of the city halls’ websites, the design, advertising the city, the
local companies and the city hall;

b. number of hits the website got;

c. conducting polls on the website;

d.the existence of local development strategies and how much they value
marketing.

e. the existence of a public marketing department within the organizational
structure

For the city halls that have an official website, each researched element was
graded (very good, good, satisfactory, bad, and very bad). A description can be found in
Appendix 1-5.

3.5 Analyzing and interpreting data

a. The existence of the city halls’ websites, the design, advertising the city, the
economy and the city hall

Public organizations’ budgets could grow if they had internet advertising through
a website, on account of the fact that they could advertise the surrounding areas and the
tourism potential with the resources they value and most importantly they can obtain
money through each click on links or banners, for their contribution to sales or ads, also
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local businesses could be included on the city hall website, thus raising their profit as
well as the city hall budget.

Advertising activities are a landmark of public organization activities due to them
supplying information that can be considered one of the three basic instruments that the
organization uses to influence the citizens’ opinions, attitudes and behaviour, next to the
economy policy instruments and the regulations (Andreas, Kaplan, 2008: 205).

Advertising within public organizations needs to follow the change in the
citizens’ perception of it by showcasing quality of service and public servant
professionalism.

As such, advertising is the way to present an image of the organization that
attempts to improve it, displaying the organization’s prestige while also seeking the good
will of the public by displaying success and accomplishments. This is necessary and
efficient for the public sector.

An analysis of the official websites of city halls in Moldova’s urban area revealed
first of all that most of the have an official website (only two out of 55 don’t have one,
Beresti city hall in Galati county and Darmanesti city hall in Bacau county) and the city
halls of Brosteni (Suceava county) and Podu lloaei (lasi county) only have a blog
featuring mostly information about the town. Aside from these there is also the website of
Vicovu de Sus city hall which could not be accessed due to an error that persisted
throughout the entire duration of the research. As such we can conclude that the public
administration took a first step towards promoting and implementing a viable and
efficient marketing strategy.

Official websites are diverse, from encompassing to lacking in detail. There are
some websites that should be an example for the entire Moldova area, like the Galati city
hall website. It has a clear structure, a simple design and it is easy to find information.
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( Formulare online

(U Economie locala

PRIMARIA MUNICIPIULUI GALATI

Forum

/ % Harti online

@ 4% Forum

(& E-TAX

PRIMARIA MUNICIPIULUI GALATI

Figure 3.1 Galati City Hall Website
Source: http://www.primaria.galati.ro/ (accessed on 11.03.2013)
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In the Portal section there is data about the city hall, local council, organization,
public services, the schedule, it includes surveys, counts the number of hits, a map of the
city, European projects undertaken or completed, the local development strategy etc. The
Online forms section contains declarations, applications for issuing licenses, permits,
authorizations, etc.

The Local economy section features local economy news, information about
companies, institutions and organizations in the city, local investments, foreign exchange
etc. Companies, institutions, organizations are grouped by area of activity (health,
banking, computers and telecommunications, etc.) and their address, phone number and
daily schedule are displayed, in other words promoting the local economy and attracting
investors to the area. That is why we can say that Galati is a major economic centre in
Moldova.

As such the official website of Galati City Hall promotes both the city hall by
providing useful information to citizens about the public services they offer, undertaking
marketing research and developing a local strategy based on the needs of the citizens, and
the city by promoting local investors while pursuing other investors.

Another official site offering information about public services offered to citizens,
trying to get closer and closer to them is the lasi City Hall site.

Stiri despre Iasi
Pasaj Octav Bancila
m Mesajul prin_l_arl_:lui
Gheorghe Nichita
[ contat |

1utile pasaj bancila
asite
Abonare newsletter 7~” - - -
e ==,
- =
Nu existd evenimente =3 Mf/&:‘?‘: ’ ‘ I m’
astdzi
< e ™

V]

Figure 3.2 lasi City Hall Website
Source: http://www.primaria-iasi.ro/ (accessed on 11.03.2013)

Raportul Primarulul Municiplului lasi

It has a nice design but it requires some improvement, it is too simple, but the
information is available to citizens, all European projects undertaken and completed are
presented and detailed, it presents some aspects of the city in general but it could promote
culture, economy, tourism and public institutions better.

Regarding the official website of Piatra-Neamt City Hall, it offers a wide range of
information, from things related to the city in general to those directly related to the
public institution. The public information it contains is meant to inform citizens about the
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organization, its activities and its responsibilities, the sights of the city and its promotion
in general. The design is pleasing; colours were used in the coat of arms that is a dark
brown, red and gray.

PRIMARIA PIATRA NEAMT

SITE-UL OFICIAL AL MUNICIPIULUI PIATRA NEAMT

numegtie stofgee

ﬁ SECTIUNI ORASUL NOSTRU CARTE DE OASPETI GALERIE FOTO FORUM CONTACT ALTE SERVICH

Figure 3.3 Piatra Neamt City Hall Website
Source: https://www.primariapn.ro/ (accessed on 11.03.2013)

This site promotes both the city with a photo gallery of main sights, and public
administration. A page that is useful to citizens is named "see how public money are
being spent,” it consists of an interactive map that can be accessed at the following link
http://www.hartapiatraneamt.com/, it enables citizens to track investments, their location,
their status and their value. This map enables users to search for an investment in Piatra
Neamt and also select an area of interest:
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Figure 3.3 Piatra Neamt City Hall Website
Source: http://www.hartapiatraneamt.com/ (accessed on 11.03.2013)

As such, this site is created to suit the needs and demands of citizens, promoting
online services, ensuring high transparency and growing closer to citizens.

On the other hand, the vast majority of sites in the urban area of Moldova are
created only because local authorities are required to have a website, they contain little
information, contain no online services, they do not present the city hall departments, the
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daily schedule, the public documents, etc. In other words they do not "sell themselves”
appropriately, do not promote themselves or provide public services that citizens need.

In this regard the Darabani City Hall (Suceava County) website can be given as an
example.

« BROIECTE FINANTATE

« INFORMATII UTILE
te

Figure 3.4 Darabani City Hall Website
Source: http://www.primariadarabani.ro(accessed on 11.03.2013)

As shown in the figure above, the site is simple, it does not provide information
about the City Hall activity, contact details, name of the mayor, the existing departments,
organization, does not include surveys, counting the number of hits, promote economy
area, investors, public institutions and most importantly it does not provide citizens with
the necessary information about the municipality (daily schedule, offices etc.)

The Adjud City Hall official website also offers little information, it is outdated,
badly promotes the town and the overall activity of the city hall, and most importantly it
does not target citizens, it doesn’t take into account the needs and wishes of society.

With more involvement by the public authorities, they could be closer to citizens
by implementing a well-designed official website that responds to the demands of
citizens in an effective manner.

There are major differences between the two categories of websites. Though they
all are in urban areas of Moldova, their websites and the services available through them
are totally different, what distinguishes them most is the implementation of marketing
strategy.

By creating a marketing strategy in line with the requirements, needs and desires
of citizens we would see an increase in long-term socio-economic development, the
overall public administration picture would improve and people would be more satisfied
with the public services provided.

For City Halls that have an official site it has been analyzed primarily in terms of
design, the promotion of the city, the economy (companies in the area), the city hall as a
whole and according to the degree of fulfilment of each of these criteria, a grade was
established for each municipality in accordance with Appendix 1.
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very good well satisfactory very low

Figure 3.5 Classification of municipalities according to the rating given to the design, their
promotion of the economy and the city
Source: processing data by the authors

It follows from the above figure that most official websites of municipalities in
urban areas of Moldova were rated satisfactory which means that most have overloaded
pages, menus with many sub-categories, the promotion of the city and the local economy
is weak but it’s there, even if only to a small extent. The three sites that were rated very
well were Galati (Galati County), Piatra Neamt (Neamt County), Gura Humorului
(Suceava County), they have a professional website, the pages include new and relevant
information. You can easily browse the information about the city and promoting
companies in the area is great. They are closely followed by the 8 sites that were
evaluated as good.

An encouraging aspect is the fact that only 4 of the 50 official sites were rated
very bad (Darabani, Roznov, Salcea, Solca), which means that marketing is starting to be
implemented locally and attention is paid to promoting public image, but it requires some
work.

b. Counting the number of hits

As for counting the number of hits the site gets, it is only slightly implemented,
meaning that public organizations are not directly concerned with monitoring the impact
that the site has on the citizens, if the information presented there are of real value to
society as a whole and whether citizens use the services that are provided online.

very good well satisfactory very low

Figure 3.6 Classification of municipalities according to the rating given for counting the
number of hits
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Source: processing data by the authors

From the figure above we can conclude first of all that of the 50 official sites
owned by municipalities in urban areas of Moldova 17 have implemented this service
while 33 have not yet implemented counting the number of hits, and second of all it can
be observed that of the 17 that have implemented it, most of them evaluated as very good
and good, according to Appendix 2, which means that these municipalities show the total
visitors, visitors per day, per current week, per current month, they make charts to
identify the point at which there was a decrease or an increase in hits, you can compare
the two cities by the charts and also they show the number of online visitors.

Table 3.1 Municipalities / cities that have implemented counting the number of hits
County City / Municipality

BACAU Baciu
Onesti
Comanesti
BOTOSANI Stefanesti
IASI Tasi
Pascani
SUCEAVA Suceava

Campulung Moldovnesc
Gura Humorului
VASLUI Barlad
Husi
VRANCEA Focsani
Adjud
Marasesti
Odobesti
Panciu
GALATI Galati
Source: processing data by the authors

Counting the number of hits the site could be considered feedback from the
public. For this purpose it’s considered that the greater the number of hits, the higher
quality of the offered services and the more citizens are satisfied with the information
presented on the site.

It follows from Table 3.1 that City Halls / cities that have implemented counting
the number of hits are the most interested in the quality of services and the importance
that people attach to the information presented on those sites. You can also track the
increase or decrease in the number of visitors accessing the website depending on the
importance and utility of the services, posted information, and thus identify which are the
necessities and preferences of citizens.

c¢. Conducting surveys on the website
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In the public sector as well as in the private sector, market research is needed to
identify which are the needs of citizens, their shortcomings, desires, and what you can
improve, in order for the public organization to use the adequate tools to provide high
quality services to society with professionalism and perseverance.

In the case of public organizations, marketing research helps the manager
understand the external and internal context of the organization on order to identify the
strong suits, the weaknesses, the opportunities and the threats, as well as to evaluate and
develop viable alternatives for the citizens. In other words, marketing research leads to a
better understanding of the environment, for the purpose of making better decisions from
an economic, political and social standpoint (Olay, 2003: 7) .

According to the analysis of official websites of City Halls in Moldova’s urban
area it was concluded that of the 50 City Halls that have an official website, only 6
implemented online surveys.

Table 3.2 Municipalities that have done surveys on the site

County City / Municipality

BACAU Bacdu
Moinesti
Comanesti
NEAMT Piatra Neamg
VASLUI Negresti
GALATI Galati

Source: processing data by the authors

Of these, the most useful surveys were applied by the Galati City Hall. They had
5 surveys on different local affairs:

SONDAJ CURENT
DESCRIERE SONDAJ : SUNTETI DE ACORD CU INTERZICEREA FUMATULUT IN LOCURILE PUBLICE 2

Ma abtin 111 woturi. {1.49 %) o
Nu 1934 voturi. (25.94 4) —
Da 5411 voturi. (72.57 %) | —————————

TOTAL VOTURI EXPRIMATE: 7456 - PANA IN DATA DE 31/03/2013

Sondaje mai vechi

Ce parere aveti despre noul site ?

Spatiul verde al orasului Galati necesita cu precadere:

Care este grupa de varsta a persoanelor ce acceseaza portalul ?
‘Cum considerati ca este cooperarea dintre Politia Comunitara si cetateni ?

Figure 3.7 Surveys conducted by the Galati City Hall
Source: http://www.primaria.galati.ro/portal/voteaza.php?pollid=5
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They promote and involve citizens in decision-making, aiming for public services
in line with their wishes, needs and views, while promoting increased communication.
Performing activities in accordance with the wishes of citizens means they will be happy,
satisfied and have a real opportunity to change the city as they wish, achieving high
transparency.

The websites for the municipalities of Bacau, Moinesti and Piatra Neamt
conducted surveys on public opinion about the current site, which means that they are
interested in citizen feedback and willing to create a site that is useful to both the entire
population in the area, and people in other areas, granting everyone the right to
participate in these surveys.

The City Hall of Negresti (Vaslui county) asked the question “Do you think
changing the current mayor would benefit the city of Negresti?” and the City Hall of
Comanesti (Bacau county) asked “If there were a conference for the purpose of informing
citizens about our urgent priorities at this point in time in Comanesti, which of the
following approaches would persuade you to participate”.

2 2
1 1
very good well satisfactory low very low

Figure 3.8 Classification of municipalities according to the rating given on creating online
surveys
Source: processing data by the authors

It follows that in the implementation of surveys a single municipality was rated
very well (according to Appendix 3), namely Galati City Hall. It was interested in the
wishes of citizens in various areas and it tries to grant them in a satisfactory manner. The
analysis carried out on the sites pointed out that municipalities that have implemented
such surveys have sites that have received good and very good marks.

Marketing research for government needs to retrieve information from citizens
and their reaction to the public services. Preparation, implementation and evaluation of
marketing strategies in a public organization should be based on accurate information, on
the exact knowledge of the realities, phenomena and processes in society as a whole.

d. The existence of local development strategies on the website

After analyzing the sites of urban municipalities of Moldova it was found that of
the 50 municipalities that have official website, 17 have published local development
strategy.
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B Published development

strategy

B Don't published development

strategy

Figure 3.9 Rates for publication on the website of the local development strategy

Source: processing data by the authors

As such, only 31% of municipalities (urban area of Moldova) communicate to the

people what they want to achieve in a certain period of time and subject their plans to a
public debate in order to identify the needs and wishes of citizens and later to integrate

that into the strategy.

Table 3.3 Municipalities and cities that published their development strategy on the website
County City / Municipality

BACAU Moinesti
Onesti
Comanesti
Targu Ocna
BOTOSANI Dorohoi
IASI lasi
NEAMT Piatra Neamt
Roman
Roznov
Targu Neamf
SUCEAVA Falticeni
Gura Humorului
VASLUI Bérlad
Husi
VRANCEA Adjud
Marasesti
GALATI Galati

Source: processing data by the authors
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The table above shows the cities and towns that published the development
strategies. They were analyzed and were marked according to Appendix 4.

very good well satisfactory low very low

Figure 3.10 Classification of municipalities according to the rating given to local
development strategies
Source: processing data by the authors

It follows from the above figure that most of the urban area of municipalities in
the urban area of Moldova evaluated as very bad, meaning they only published the local
development strategy, but they don’t contain marketing issues. However, they
accomplisheda first marketing activity, namely informing citizens about development
strategy.

According to Figure 3.10 and the emphasis on marketing in these development
strategies, a classification of the official websites of municipalities in urban areas of
Moldova was made.

Table 3.11 Classification of municipalities according to the contents of their development

strategy
Rankings City / Municipality
1 Galati (Galati County)

Piatra Neamt (Neamt County)

Tasi (Iasi County)
Gura Humorului (Suceava County)

g Bl WN

Onesti (Bacau County )

Source: processing data by the authors

From the table above we can see that the development strategy of the Galati City
Hall is in first place, being the only one that was rated very good on account of the fact
that it contains marketing issues, placing a greater emphasis on targeting public services
at citizens’ satisfaction (this is accomplished through marketing research and informing
the citizens of the implementation of public services etc.). In addition they provide: the
transparency of decision-making and expenditure of public funds through public
information on planning costs and city planning regulations, the improvement the public
image of the City Hall by providing quality public services consistent with the
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requirements of citizens, the conservation and enhancement of cultural heritage and
tourism by developing a marketing strategy for the city.

As such, the Municipality of Galati pays attention to service quality and
improving services, promoting a positive image, ensuring a high transparency and
developing and implementing a marketing strategy, being the only municipality in the
subject analysis which takes into account the implementation of a marketing strategy.

Piatra Neamt City Hall ranks second in terms of the contents of the local
development strategy. At first, this strategy was subject to public debate through a
questionnaire, identifying the desires, needs and shortcomings of citizens, in other words
they accomplished what specialized literature calls marketing research.

As a benchmark they proposed a modern local government based on satisfying the
needs of citizens, which is achieved using marketing research and the creation of
information points at the local government level.

Regarding the local development strategy of lasi City Hall, it ranks third because
some aspects of marketing are covered. It aims to create a favourable image for lasi,
creating a knowledge-based industry, the use of tourism potential, all of which are
achieved through European projects and through careful promotion. A representative
marketing aspect is the implementation of promotional activities to become a major
service centre for the region.

Gura Humorului City Hall ranks fourth. Their city development strategy puts
more emphasis on tourism, thus they propose campaigns to promote and inform the
public of investment opportunities in the area. It also promotes environmental protection
in order to attract tourists. Marketing activities envisaged under this scenario are
promotion and advertising campaigns.

The fifth is Onesti City Hall because the local development strategy addresses
marketing issues but to a lesser extent, from the outset stated that city development is not
only a problem of the local authority, it is about the willingness and ability of citizens to
be actively involved.

The development of local government is the goal, first of all through improving
the image of the city hall through surveys on the degree of population satisfaction when it
comes to local government. As such, the emphasis is on offered services, service
improvement according to the needs and desires of citizens, at the same time conducting
marketing research and taking into account the marketing mix (product/service, price,
distribution and advertising).

e. The existence of a public marketing department in the organizational
structure

Looking at all the sites and thus at the organizational structure it was found that of
the 50 municipalities that have an official website, 12 do not have an organizational
structure published on their website and none have a public marketing department in the
structure.
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2
0 [I—
very good well satisfactory low very low

Figure 3.12 Classification of municipalities according to the rating given for the
organizational structure
Source: processing data by the authors

It follows from the above figure that most municipalities were rated bad (cf.
Appendix 5), meaning that they have published a scanned organization chart in which
they present the main departments, offices and services without relevant details.
Organization charts did not get a very good rating because they do not have a marketing
department in their organizational structure. A positive aspect is that a large number of
charts were evaluated as good and satisfactory, which means that local authority pays
some attention to public marketing and its usefulness in the institutions.

According to research conducted on the official websites of municipalities in
urban areas of Moldova, they have websites but some are made so as to provide quality
services to citizens and also to create a favourable image showing public services, how to
use the online services, they include a promotion section where some private sector
companies from the town in question are promoted, the local development strategies,
counting the number of hits etc.. The best five sites in the urban area of Moldova are
presented according to the marks they received for each element analyzed on the official
website. Their classification is shown in the figure below:

M The existence of the city halls” websites, the design, advertising the city, the economy and the city hall
@ Counting the number of hits

i Conducting surveys on the website

H The existence of local development strategies on the website

M The existence of a public marketing department in the organizational structure

FBFBFBFB FB FB FB
B B B B B B B B B
Sat Sat SatSat s
0 0 0 0
Galati lasi Piatra Neamt Gura Bacau
Humorului

Figure 3.13 Ranking of the five municipalities based on the marks they obtained
Source: processing data by the authors
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According to the figure above the first is Galati City Hall's website. As specified
in the first part of the research, it has a nice design, offering a wide range of information
related to the city, to the public institution and to businesses in the area.

It presents all aspects the research focused on: it has a website, it implemented
counting the number of visits, it conducts polls on various topics, and there is a local
development strategy that contains important aspects of marketing. As such, the
Municipality of Galati covers all four marketing tools: product / service, price,
distribution and promotion (public information) and it received the highest number of
very good ratings.

This is followed by the websites of lasi, Piatra Neamt, Bacau and Gura
Humorului, which also have useful information for citizens, but it focuses to a lesser
extent on marketing activities compared to Galati.

Table 3.5 Top websites of the municipalities involved in the research

‘ Rankings City / Municipality
1 Galati (Galati County)
2 Iasi (Iasi County)
3 Piatra Neamt (Neamt County)
4 Gura Humorului (Suceava County)
5 Bacau (Bacau County)

Source: processing data by the authors

On the other hand the vast majority of sites are made only because they are
required to have a website. They contain little information, contain no online services,
they do not present the city hall departments, the daily schedule, public documents, etc.
In other words they do not "sell" themselves appropriately, they don’t promote
themselves or provide public services that citizens need. In this regard a classification
was made of the worst five sites belonging to the municipalities under investigation. The
municipalities that only have a blog or don’t have a site at all were not taken into account.

Table 3.6 Inferior websites belonging to the City Halls involved in the research

Rankings City / Municipality

1 Darabani (Botosani County)

2 Solca (Suceava County)

3 Buhusi ( Bacau County)

4 Murgeni (Vaslui County)

5 Slanic Moldova ( Bacau County)

Source: processing data by the authors

The Darabani City Hall website is in first place because it does not present
primarily useful information for citizens; there don’t have an organizational structure of
the City Hall, the name of the mayor, a way to contact the City Hall, services,
departments, etc. It covers only a few aspects of the law, general data and nothing

Issue 3/2013 40



Journal of Public Administration, Finance and Law

specific to Darabani City Hall. They do not promote themselves and do not implement
public marketing in their activities.

M The existence of the city halls” websites, the design, advertising the city, the economy and the
city hall

W Counting the number of hits
Conducting surveys on the website

M The existence of local development strategies on the website

H The existence of a public marketing department in the organizational structure

Sat
S S S S
| i i i “

Darabani Solca Murgeni Slanic Moldova Buhusi

Figura 3.14 Classification of last five City Halls based on marks obtained
Source: processing data by the authors

The above figure tells us that Darabani Town Hall (Botosani County), is classed
on first place of lower level town halls top, analyzed according to the criteria of design
(but very poorly), followed by Solca Town Hall (Suceava County), which obtained the
same ratings, on third place there is Murgeni Town Hall (Vaslui County), this one
presenting a more attractive design than the other two, and promoting in a smaller
proportion of the town, Slanic Moldova Town Hall (Bacau County), which, even it is a
resort, it does not promote tourism and the city at a quality level, does not have publish
the developing strategy and the most important, does not present the main landmarks,
making it to the forth place in lower level town halls top, followed by Buhusi Town Hall
(Bacau County), that has both the local published developing strategy and some of the
marketing aspects (like promoting public services).

3.6 Research conclusions
3.6.1 Validating / invalidating research assumptions

After analyzing and interpreting the data from this research, the first hypothesis
formulated above is confirmed, namely that marketing in public organization is a
concept, a way of thinking, an orientation that is designed to meet the needs of citizens
and to improve the image of public administration, the more it is used in the public
sector, the higher performance of public authorities and citizens' satisfaction and also a
high efficiency socio — economic there it.

Also, the assumption that public administrative does not correctly understand the
“marketing” term, because it is always associated with advertising, is confirmed, meaning
that most sites presents some information on free public institution without focusing on
offered product / service, the way that those are being distributed, and most importantly
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on the needs of citizens, seeing only a marketing tool to promote, actually presenting
information, as appearing from the research conducted.

Another assumption made previously and confirmed is that government
marketing research is a systematic process that leads ultimately to the prior knowledge of
the market. Here may be mentioned first surveys on the internet in order to find out the
needs, wishes and views of citizens as well as the measuring existence of the number of
visits required to give public authorities an indirect feedback on the information
presented on the site.

The assumption on the fact that in the content of the town halls organizational
charts there is a public marketing organizational structure was invalidated because
according to analyzing municipality organizational charts for the towns of Moldova, was
found that neither a municipality of 50 who has a site, has no public marketing
department in their organizational structure.

Reported to literature, the results reinforce the base idea, from which was started,
namely that marketing is an instrument influencing and leading to citizen satisfaction.
Therefore, in the future, it is important that each public institution to pay more attention
to marketing activities and implementing a marketing strategy in line with citizens' needs
to respond favourably to the wishes and problems concerning them.

Thus, public administration must turn its attention and focus more on public
marketing strategies and how to implement them.

3.6.2 Premises of future research

In the future, it is important for every public organization to pay a lot more
attention to the marketing side, because to effectively meet citizens' needs, it is useful a
continuously market research, identifying their needs, offering better services and all the
same, creating a favourable image of public administration. Thus, public administration
has to focus their attention more on citizens and society as a whole.

Highlighting the importance of the perception of civil servants in the town hall
marketing strategy, specifically what are the benefits, what are the marketing activities
etc. could be a future research.

4. CONCLUSIONS AND RECOMMENDATIONS

The existence of a large number of issues which should be resolved in the public
organizations and which can’t be solved efficiently and operatively, requires the
establishment of some marketing departments or externalization it, because in this way
the costs would be much lower and avoids political influence.

Adaptation to the marketing environment and its active influence requires that the
politic authority to develop a marketing policy according to market requirements. Such a
policy is expressed by formulating a set of strategic goals, appropriate strategies and a set
of tactics (specific measures) under an interdependent relation (Olteanu, Cetina, 1994:
71).

For this purpose every public organization should develop a marketing plan that
includes internal and external environment analyzing, setting goals, monitoring the
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implementation, identification and description of activities/sub-activities, establishing the
budget and of course controlling and evaluating of it. Thus, designing this plan,
organizations will be able to identify the needs and grievances of citizens, and so may
support them.

Another proposal with a positive impact on public organizations is the
implementation of a public marketing legislation which containing certain rules that
should be respected by the public sector as a whole.

At the same time, another important aspect of public marketing perspective is the
promotion of public institutions and creating a positive image in the society in general
and for the citizens in particular. For this purpose it should be introduced public
marketing as a discipline of study for students of public administration. Another proposal
that has been made in specialized literature and that we sustain is to make students
associations, eventually students of public administration and marketing, thus
constituting "public promoters”, they having the role to promote a good image of the
public sector.

To be always closer to the citizen and his needs the public organizations must be
on the internet, must be transparent about their activities and must achieve what in
specialized literature is called online marketing, to respond promptly and efficiently to
citizens' requirements including the required information through an e-mail posted on the
site.

Public marketing strategy should not be seen only as a modern form of promotion
of the public institution and by creating a random site because they are required
according to standards set by the European Union, should be considered all others
instruments like product (passports, public transport etc.), price and placement, in other
words the marketing mix.
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Appendix 1

The Scale used to evaluate the existence of city halls websites, design, city promotion, local companies and

city halls:

Qualifying Description

Very Good (FB) —> websites made in advanced technology;

-> pages are well structured,;
-> loading speed is high;
—> navigation is easy;
-> information about the city and promoting companies in the area are very rich;
—> information are up to date and easy to find.
Well (B) —> colours used are consistent with the emblem of the city;
-> presented data on the city's economy;
—> companies in the area are promoted;
-> information is easily accessible.
Satisfactory (Sat) —> website page loaded;
- menus with many subcategories;
—> promote the city and the local economy but there are data deficient.
Low (S) —> no dynamic website;

—> design is accomplished in the manner least professional;
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Very Low (FS)

-> structure of the pages is deficient;
—> promote the city and the local economy lacks;
—> information is not clear and timely.

—> design is too simple;

-> very poor navigation;

—> contact information on missing;

-> not promote the city, the local economy, the city as a whole.

Source: the authors

Appendix 2

The Scale used to evaluate the counting number of hits

Qualifying

Description

Very Good (FB)

Well (B)

Satisfactory (Sat)

Low (S)

Very Low (FS)

- the total visitors;

—> presents visitors per day, per month, the current week, current month;
- the number of visitors online;

—> presents the chart hits for a certain period,;

-> possible comparisons between two sites in terms of the number of hits.

- the total number of hits;
-> presents the view page;
-> the chart hits situation.

—> the number of page hits;
—> not the number of visitors online;
—> a brief history of visits.

-> only the number of visitors "you are visitor number xyz";
- no history of visits;
-> does not show the number of visitors online.

—> presents only a number without specifying what is mentioned only "statistics".

Source: the authors

Appendix 3

The Scale used to evaluate the online surveys on site:

Qualifying

Description

Very Good (FB)

Well (B)

Satisfactory (Sat)

—> the surveys for different problems and different fields of activity;
—> the survey for feedback on the site;

-> the statistics (results) without having to vote in advance;

—> can be visualized all questionnaires.

-> the opinion surveys for an issue, area of activity;
-> presents feedback survey about the site ;

—> shows statistics (results) only after vote;

-> can be visualized all the questionnaires;

—> shows survey to a particular field of activity;
-> shows statistics, the results;
—> can be visualized all questionnaires, but only after the vote.
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Low (S)

Very Low (FS)

-> shows survey only feedback regarding site;
-> shows statistics, results only after voting.

—> shows only site feedback survey

Source: the authors

Appendix 4

The Scale used to evaluate the existence of local development strategies and marketing importance:

Qualifying

Description

Very Good (FB)

Well (B)

Satisfactory (Sat)

Low (S)

Very Low (FS)

—> has published local development strategy

-> shows relevant marketing issues;

—> includes developing and implementing a marketing strategy;
-> include the marketing research.

—> has published local development strategy;

-> shows marketing aspects;

-> strategy has been subject to public debate;

-> has conducted a survey among citizens on development strategy.

—> has published local development strategy;

-> contains marketing aspects about the image of the village / town hall;
-> promotes public service.

-> has published local development strategy;
—> shows marketing aspects related to promotion and advertising.

—> has published local development strategy.

Source: the authors

Appendix 5

The Scale used to evaluate the existence of a public marketing department in organization charts
(organizational structure):

Qualifying

Description

Very Good (FB)

Well (B)

Satisfactory (Sat)

Low (S)

Very Low (FS)

—> organizational chart has published;

-> is a dynamic organization;

—> includes offices / departments detailed;

—>have in its organizational chart a public department of marketing.

-> organizational chart has published;
-> has an interactive organizational chart and relevant information;
-> includes offices, departments and sub categories with explanations.

—> organizational chart has published;
-> organizational chart is scanned;
-> provides information on types of main departments.

—> organizational chart has published;
-> have an organization chart listed scanned departments.

—> organizational chart has scanned.

Source: the authors
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