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The habilitation thesis Marketing positioning approaches for organisations in the current context 

of market dynamics presents the main academic and scientific achievements of Associate Professor 

Ph.D. Iliuţă Costel NEGRICEA, subsequent to obtaining the Ph.D in Marketing, and highlights the 

future development directions of his professional career. 

The focus of the research approach was to identify the dynamics of various elements of influence 

for the process of substantiation, formulation and implementation of marketing strategies, of the 

determinants involved in this complex process of brand positioning within the marketing ecosystems 

specific to the reference market. The researches contribute to identifying the sources of strategic 

differentiation of the organization, starting with understanding the advantages and disadvantages of 

different market segmentation strategies, as well as the consumer behavior, specific to different 

generations, consumer markets or product or service categories. Moreover, research efforts intended to 

highlight the need for a dynamic adaptation of the organization's activity to the evolution of the reference 

market, and based on the obtained results, a series of adjustments for specific marketing processes and 

instruments have been proposed. 

The research results have an impact on the development of strategic marketing processes, on 

understanding the determinants of the positioning process of the organization’s idea, message or 

product. They address the managerial needs of knowing and adapting the organizational approach by 

understanding the multidimensionality of competitive advantage and adopting timely decisions to 

constantly optimize the main categories of target groups. 

The four chapters of the habilitation thesis are grouped into two parts. The first part discusses the 

author's research directions in studying the evolution of the elements underlying the organization's 

marketing strategy, consisting of segmentation, targeting, differentiation and positioning activities, and 

emphasizing the contribution to knowledge development. The second part of the thesis is dedicated to 

academic and research achievements and a future career development plan. 



The first chapter presents a series of researches performed for the purpose of understanding the 

market segmentation process from a generational perspective and of the impact of marketing processes 

and tools on different behavioral variables specific to cohorts. The chapter underpins generational 

marketing concepts and analyzes the variables involved in the formation and display of consumer 

behavior, assessing the incidence of demographic variables (exogenous variables) and psychological 

ones (endogenous variables) through various market studies. The results of marketing researches 

regarding the motivation and satisfaction of tourism services consumers are presented, as well as the 

impact of digital communication on the attitude towards the brand, encountered within various 

cohorts. The determinants of consumer satisfaction for different age groups belonging to two national 

markets were studied, with satisfaction being closely related to the expectations and perceived value of 

products or services, and the premise of loyalty to a specific brand. In addition, research results were 

presented in terms of the relationship between the demographic segmentation variables and the 

marketing communication via YouTube for brand preference. 

The second chapter of the thesis includes several research results regarding determinants of the 

marketing positioning process within two consumer markets, studied independently 

and comparatively. A first study included in this chapter presents the impact of trading forms of food 

and soft drinks on consumption in the South African market. This study identified and presented features 

related to the soft drinks market and their marketing points with an impact on how organizations develop 

consumer-oriented marketing strategies. Variables such as price, quality and convenience of the 

purchase process are important differentiators in the buying process. 

A second research included in this chapter addresses the efforts of positioning organizations in 

the apparel market and highlights the sources of information used by the Romanian consumer, the 

preferred outlets and the reasons behind the purchasing decisions. 

The third study aims to determine the impact of financial behavior in two developing countries, 

namely Romania and South Africa, highlighting similarities and differences in revenue generating 

sources, allocation of revenue by categories of expenditure and rational and emotional influences in 

distributing consumer-specific revenues to the two markets. The research results show that educated 

young people from different cultures display important similarities in terms of financial behavior, these 

considerations being different compared to the specific behavior of their societies. 

The third chapter presents a series of elements on how to develop a competitive advantage and 

maintain it by adopting strategies and tactics specific to organic marketing and corporate social 

responsibility. The first study presented in this chapter emphasized the competitive advantage of micro-

enterprises and small and medium enterprises related to ecological concerns, using the dimensions of 



organizational competitiveness and studying the impact of organic marketing tools and organization’s 

descriptive variables on these dimensions. According to the study, organizations marketing organic 

labels are recognized as providing higher value to the market, benefiting from price differentiation, while 

those organizations that advocate for environmental protection and communicate efforts made in this 

direction, have greater chances to earn a distinct position within the market. At the same time, producer 

organizations should aim to improve brand image by associating themselves with environmental 

endeavors. 

The second research approach included in the third chapter presents the study of organizational 

marketing positioning within the market by considering corporate social responsibility (CSR) 

initiatives. The research focused on the positioning efforts through CSR activities 

for internet service providers in Romania. In the context of increased competition, markets were divided 

into smaller segments, and companies began to face difficulties in maintaining themselves on the market 

on the long-term by using the classic elements of marketing mix. According to the presented studies, 

CSR focused strategies for market positioning can be effective tools for small and medium-sized internet 

service providers, while general CSR strategies to support market positioning can be especially 

implemented by large providers, since they are more easily able to provide the means to support social 

causes and to stimulate their employees. 

The fourth and fifth chapter are included in the second part of the thesis and addresses the 

development plan of the future professional career, introducing the professional experience accumulated 

so far, specific to didactic and research activities. The two dimensions, the professional experience to 

date and the future prospects, have been detailed for three directions: didactic activity, scientific research 

and activities with impact on academic processes and connections with the economic 

- social environment.  

 

 


