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The habilitation thesis entitled "The strategic marketing orientation of the organization - a 

competitive approach" summarizes and documented the main contributions and results that we 

have achieved in scientific and didactic research after awarding the doctorate in the field 

Marketing, as well as its own academic, scientific and professional career development plan 

according to the two areas of interest, strategic marketing and sales management. 

The first part of the paper presents significant elements in the development of theory and 

marketing practice at the organization level, containing the results of some scientific 

documentation activities and fundamental and applied research conducted to know the level of 

implementation of marketing and sales concepts in the practice of organizations in order to capture 

the managerial implications and to make recommendations for increasing business performance. 

The success of a business depends on many factors, including competence in marketing 

and sales, can be considered fundamental, especially in the context of fierce competition in all 

areas of activity. Speed adaptation to the competitive environment, analyzing the competitive 

environment and exploiting market opportunities are a few considerations necessary to develop a 

strategic marketing orientation of organizations. 

 The main purpose of any market-oriented organization will be to achieve a competitive 

position on the benchmark market due to a sustained competitive advantage. Thus, there is a need 

to adopt and implement a marketing strategy capable of achieving and maintaining such a 

significant position within the reference market, as well as finding the best sales tactics to achieve 

profitability and marketing performance. 

Therefore, the author's main scientific achievements were grouped on the two major areas 

of interest, strategic marketing strategy and sales management. These areas have been the main 

areas of scientific interest since the PhD thesis "Marketing Strategies in the Competitive 

Environment", continuing with the title of PhD in Marketing in 2004. Documentary and research 

efforts have resulted in books, articles, and scientific communications made both during and after 

the PhD thesis. Thus, the author has developed as a unique author and co-author, 6 books in the 



field of marketing, marketing communication and sales strategies, published 4 articles in ISI 

indexed journals, having nonzero impact factor, published 50 scientific articles in journals indexed 

in international databases and more than 30 scientific papers at international and national 

conferences. 

The presentation of the contribution to the stage of marketing knowledge and the practical 

implications for the representatives of the Romanian business environment are presented in the 

two chapters of the habilitation thesis. Chapter 1 presents conceptual and practical scientific 

results in the marketing of market-oriented organizations in the context of competition in the 

European space.  

Thus, in order to achieve marketing performance, marketing managers must understand the 

decisive role of marketing strategy in gaining and strengthening a competitive position in the 

reference market. Choosing the best strategic option depends on the knowledge and analysis of the 

competition as well as on the use of fundamental marketing concepts in practice. Competitiveness 

of organizations is based on a series of marketing skills developed in order to achieve competitive 

advantage. Any marketing decision made on a conscious basis based on marketing analysis and 

marketing strategy will lead to the emergence of competitive behavior based on loyalty and fair 

play towards consumers, first of all, but also against other competitors on the market. 

An important point of this chapter is the results of some quantitative marketing researches 

carried out among Romanian companies, researches addressing relevant aspects regarding the 

adopted competitive behavior, the importance of the knowledge and analysis of the competitors in 

the field of activity and the concrete ways of adopting the strategies competitive marketing. 

Starting from the premise that the companies studied are at the forefront of the Romanian 

companies regarding the implementation of the marketing, the results obtained can be analyzed 

qualitatively and regarding the existing situation at national level. 

The second chapter of the first part of the habilitation thesis contains the scientific 

achievements of the author regarding the second area of interest, sales management, considered a 

fundamental area in the practice of multinational companies, focused on the marketing- sales 

interface. Selling, as a practical activity, is the purpose of any business, but the occasional sale of 

a company's products / services is not a solution for managers. Applying marketing and marketing 

strategies involves, besides a good business environment analysis, a knowledge of the relations 



between the two departments, marketing and sales, on the one hand, of the two functions of the 

company, marketing and sales, on the one hand on the other hand. 

In this sense, knowing the role and place of the sales force in the organization's activity is 

a significant step in understanding the marketing decisions that will be taken in order to achieve 

the business. Consequently, the presentation of the marketing and communication elements 

necessary to support the sales activity are decisive components in the structure of sales skills 

training. 

Organizing the sales force business involves setting clear sales targets that are subordinated 

to the organization's marketing objectives. Also, in order to achieve positive sales results, the sales 

force must be organized according to certain criteria and the marketing policy pursued by the 

company. Equally important are managerial decisions regarding recruitment and selection of sales 

force, preparation and motivation of sales representatives, valuation and control of sales force 

activity. 

The sales strategies presented in the paper are based on the most modern conceptual 

approaches used in the practice of large companies operating in highly competitive markets 

approaches that require the development of marketing and sales skills without which business 

success can not be achieved. 

This chapter presents finally some representative quantitative market studies conducted by 

the author in the last few years in the field of marketing and sales, with emphasis on the 

characteristics and the role of sales forces in the marketing activity of competitive organizations. 

The themes of these researches reflect the concerns focused on the two directions of interest, 

marketing and sales, as well as the surprise of managerial implications and the proposal of viable 

recommendations in the activity of strategic oriented organizations. 

The second part of the habilitation thesis contains the academic, scientific and professional 

career development plan, structured on the following main directions - didactic activity and 

professional training; research activity; scientific contribution and professional prestige. 

The experience gained in the years following the PhD thesis, the scientific and didactic activity 

carried out with involvement and seriousness contributed to the achievement of significant results 

so far as regards the number of specialized books (6 as unique author and one in quality co-author, 

all in the field of strategic marketing and sales strategies), the 4 ISI articles (2 with an absolute 

influence score higher than 0.15), over 50 articles published in international databases, 



participation in national and international conferences, participation in 5 research projects and 9 

research projects funded by European funds, more than 40 citations in prestigious journals, have 

led to positive results in didactic activity and research. 

The professional development proposals are synthesized as follows: improving the didactic 

activity by paying attention to the training needs of students and master students in line with the 

skills required by employers; updating the informational content of the didactic materials used in 

the teaching process, building relevant case studies for acquiring and acquiring the marketing skills 

necessary for the future marketing specialists, providing training courses in line with the trends in 

the international specialized literature; periodic improvement of the discipline records related to 

their own fields of specialization; collaborating with teachers and researchers to publish innovative 

science articles in ISI-rated journals with a non-impact impact factor or with an absolute score of 

more than 0.15; participation in international conferences in the economic field, business area, 

marketing; developing the quality of reviewer in the evaluation of scientific papers published in 

recognized journals in the national and international academic space and obtaining membership in 

the scientific / editorial committees of various prestigious conferences or magazines; developing 

collaborative relationships with business professionals. 

Priority will also be given to capitalizing on their own experience in didactic and scientific 

research in student guidance and professional collaboration with young PhD students from the 

Doctoral School of Marketing. 

In conclusion, I appreciate that the skills, competences and experience of teaching and 

research acquired from the moment of the PhD thesis up until now will be useful to me in the 

process of coordinating the scientific activities undertaken by PhD students within the Doctoral 

School of Marketing, from the Bucharest University of Economic Studies. 


