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The Habilitation Thesis entitled FROM THE ECOLOGICAL MARKETING TO THE 

ECOLOGICAL PRODUCTS MARKETING – SOLUTIONS FOR COMPETITIVITY, is spleted into 

two sections. The first is presenting the original results obtained by PhD. Mihai Ioan ROSCA in 

the academically and scientifically research, subsequent to achieving the PhD title. And in the 

second part is presented the individual capacity of the candidate to conduct research teams, to 

organise and to manage didactical activities of explaining and facilitating learning and research. 

The first part presents the researchers domain of interest, meaning marketing research 

applied in the ecological marketing and ecological products marketing domain. This section is 

spleted in 4 chapters. 

The first chapter entitled Ecological Marketing Elements, presents the research results 

obtained immediately after the PhD title, giving the authors vision on the place that ecological 

marketing should have in the marketing science. Its stats with the pressure on the environment 

that led to the apparition of ecological marketing. Then the movements, that took or should have 

taken place, are presented, like the transformation from an excessive consumption economy to an 

environmentally concern economy. It follows a definition of the ecological marketing concept and 

the conclusion of the chapter that states the place of ecological marketing in the marketing 

science. 

The second part is dedicated to the corporates social responsibility policy and the 

connection between this concept ant the ecological marketing science. The CSR concept was 

developed and largely researched as being a highly actual subject on this period of time.  The 

chapter is following the concepts of “cause related marketing”, “sponsorship” and “volunteering”, 

putting accent on the first because of the novelty of the subject. The last two subchapters are 

presenting two researches realised by the researcher together with the CSR collective developed 

by the Marketing Faculty. First is dedicated to the importance of the natural environment in the 

CSR policy of the companies, and the second is presenting a CSR activity analysis of the world’s 

most important companies, study that was published in a prestigious foreign publishing. 



The third part is the most expense one because of the many scientific articles developed 

by the researcher on this domain as a result of two scientific project gained by him on the area of 

ecological products, especially food products. 

To summarise the concept of ecological products is presented from more points of view, 

from the legal one to the one usually used by consumers. The concepts are unclear, the laws are a 

little bit vague also and sometimes unjust from some points of view and then only the science 

remain to analyse and conceptualise what truly is an ecological product.  The laws can change 

overnight, but the researched facts not so easily. This is why we analysed as many concepts of 

products that are being sold as ecological, as possible, like: local products, the ones labelled as 

ecological, traditional grown products, organically products, as well as the one considered by the 

consumer as being ecological but not labelled as.  Because of the fact that the consumer is in the 

center of our attention it seems highly important for his opinion to by thoroughly studied, 

analysed  and used in the marketing decisions. This chapter contains also some studies regarding 

consumer behaviour and some ecological agro-food products markets segmentation 

proposals.  In the end as a conclusion of ecological agriculture future development, that for 

Romania would mean using the actual potential of this field and transforming the labour 

presumed to be unproductive, working small land surfaces without chemicals and technology, 

into a competitive advantage, by penetrating foreign markets with traditional grown products.  

The fourth part is dedicated to the new ways of researching developed within the faculty. 

Two studies, in the researched area, are being presented, first a typology of the persons that are 

having a healthy way of living (weekly sports programme, balanced eating, fewer additives, etc.) 

and the second is the analysis of the way the nature images are used in the advertising process. 

For the first study the SESAME platform, from BRAT, was used, that is accessing data’s from the 

SNA Focus research, the largest research conducted on the Romanian advertising market, and for 

the second research, the newest acquisition of the Marketing Faculty, in the research field, was 

used, the eye-tracking system. 

The second part of the dissertation is smaller in length and it presents, in the first place, 

the vision that the researcher is having on the academically carrier. In this part the link between 

the three personal development directions until the current moment, is explained: education, 

scientific research and the business environment. From here it results the researcher capacity to 

coordinate research teams, to organise and to manage didactical activities of explaining and 

facilitating learning and research. 

Not least, in the subchapter entitled, Instead of closing, is presented a vision of the 

system that the authors would like to develop for the Marketing Faculty PhD students. The system 

would integrate scientifically research into the Romanian business environment to ensure its 

increasing  


