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Synthesis of the PhD thesis 

 

 

The European construction we are witnessing, viewed from a historical perspective, was 

"prepared" by generations of politicians, but also by writers, philosophers, intellectuals and 

European peoples who wanted peace and prosperity in a united Europe. Through the successive 

expansions, the European Union has grown from the six founding states, at 28 today, the last 

expansion taking place in 2007, and this included our country. Thus, Romania's accession to the 

European Union on January 1st, 2007, represented from a historical point of view a recognition of 

the Romanians and their belonging to the great family of the old continent, after centuries that 

marked a tumultuous history both for our country, but also for Europe as a whole. The European 

Union is a unique economic and political union in the world, which operates through the ongoing 

efforts of the Member States to always achieve objectives that reduce the economic and social 

disparities between the regions and unite primarily all these large and old nations that make up the 

Union. 

Romania has benefited during the pre-accession period from European funding to help it 

meet the criteria of a Member State of the Union through the PHARE, ISPA and SAPARD 

programs managed by the Ministry of Public Finance as the National Assistance Coordinator and 

the sole negotiator for external loans. 

The first financial year in which Romania participated as a Member State was the 2007-

2013 programming phase. Romania has had access to European funds, these being the financial 

instruments by which the European Union acts to eliminate the economic and social disparities 

between the regions in order to achieve economic and social cohesion. The implementation of 

European funds in Romania was based on the National Development Plan. 

This strategic planning document has had the major role of aligning national development policy 

with community development priorities by promoting social and economic development measures. 

NDP is the document underlying the elaboration of the National Strategic Reference Framework 

2007-2013 (NSRF), a strategy agreed with the European Commission for the use of the Structural 

Instruments and the creation of the Operational Programs (OPs) implementing the European funds. 
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Each Operational Program elaborates the Applicant's Guide for each priority funding axis, which 

is the source of information for beneficiaries for project preparation. 

The EU programming periods follow the multiannual financial framework which sets out 

the annual budgets for a period of 7 years. Thus, as a full member, Romania has actively 

participated in the programming phase 2007-2013 and is currently implementing projects related 

to the 2014-2020 programming period. 

European funds have some particular characteristics: they are a complementary form of 

funding, they are subject to multiannual programming and can be awarded for a single subsidy for 

the same action. These financial instruments represent the direct contributions from the EU budget 

to the Member States for the implementation of projects related to EU policies and EU external 

assistance programs. Thus, EU funded development projects represent the common effort of 

Member States to reduce the differences between them and to homogenize the European Union at 

a social and economic level.  

The management of EU funded projects is the responsibility of the beneficiaries applying 

for funding and, in this context, the Member State ensures all the monitoring, control and payment 

mechanisms. The EU funded projects are a way to access non-reimbursable funding. The 

absorption of European funds in Romania is a process characterized by the relationship between 

the Managing Authority and the Beneficiary. And here, as in any business relationship, the 

communication between partners and access to information are key factors that can make the 

difference between success and failure. 

The implementation of EU funded projects promotes a common goal of the European 

Union, namely the regional and structural development. Marketing communication is essential 

for the successful implementation of Operational Programs, so the general public, potential 

beneficiaries, various actors involved in the absorption process, and the general public need to 

have permanent access to information during project implementation, to be aware of the impact 

that the European funds have in Romania. 

The concept of marketing communication is currently widely used in the public sector, 

although the term is traditionally identified with private business activities. Today, marketing 

communication at the institutional level is mandatory as it generates the informational flow to the 

target audience and, also, contributes decisively to the image of the institution in relation to both 

the general public and the one directly interested.  
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Information and publicity are basic principles in the management of EU funded projects. 

The information measures ensure transparency in the use of European non-reimbursable funds and 

increase public confidence in EU institutions and policies. At the same time, the information 

actions contribute to ensuring transparency in the use of funds and compliance with the applicable 

legislation. In recent years, the European Commission has recognized the importance of 

communicating with citizens, especially at local, community level. Communication and 

information activities aim to raise awareness of the financial instruments made available by the 

EU and their positive impact on people's lives, as well as increasing the level of absorption of 

Community funds. For the 2014-2020 programming period, the European Commission places 

greater emphasis on communicating the results. Accordingly, the goal of the communication 

strategy is to increase awareness of the 2014-2020 period, its objectives and results, by involving 

stakeholders and the general public, thus facilitating communication of information. The main 

purpose of the promotion and publicity campaigns is to inform the general public and target groups 

of the importance of the European Commission's non-reimbursable financial contribution to 

project development. Information is therefore an essential component for the planning and 

implementation of European funds for all Member States. 

European funds are an important complement to national policies, both directly and 

through a leverage effect, contributing to the harmonious development of the EU as a whole and 

to the promotion of a sustainable environment. Today, by accessing European funds, public and 

private agencies can develop sustainable projects that bring added value to the Romanian social 

and economic environment. The basis for a project funded by European non-reimbursable funds 

is the investment, which results in the accumulation of human, financial and material capital. In 

order to establish the market parameters of the project, the beneficiary of an EU funded project 

must establish, from the beginning, the coordinates of a marketing plan to determine the key 

elements and to coordinate the communication and promotion activities, taking into account the 

possibilities and resources of the organization and at the same time, the obligations imposed by 

the Managing Authorities.  

Once the project coordinates have been established for which non-reimbursable funds are 

to be accessed, the beneficiary has to design an implementation plan that will materialize in 

management strategies and marketing communication. The marketing communication plans of the 

projects respect the obligations set out in the financing agreements and are designed to implement 
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the information and promotion activities. The development of a communication plan involves 

coordinating communication operations. In order to maximize the impact of communication 

efforts, the project manager must ensure the following: communication activities must be 

completed in time; the accuracy of disseminated information; the project activities must be closely 

coordinated with the Managing Authority; communication actions should target the right audience; 

activities should be adequate in terms of resources spent, timing and expected impact. 

The EU funded projects may vary significantly depending on their operational programs, 

their objectives, their purpose and their magnitude. Smaller projects involve more modest 

resources and can last only a few months, while a larger project can attract millions of Euros of 

funding and extends over several years. Thus, the marketing communication plan of the 

beneficiaries must take into account the following variables: general objectives of communication; 

target groups; specific objectives for each target group; main activities that will take place during 

the period covered by the communication plan; communication tools; performance indicators; 

feedback provisions (where applicable); human resources; financial resources. 

The marketing communication strategy of European funded projects must cover all 

target groups of the project and must be goal-oriented. This requires the implementation of 

measures to build relationships between the brand / project and the client, in the sense that 

ultimately the final beneficiary of the EU funded projects is the citizen. 

That is why the importance of the PhD thesis consists in the foundation of a systematic 

assemblage of ideas and hypotheses describing the importance of marketing communication in the 

promotion of the financing obtained through the European funds, which has the potential role of 

materializing in management measures that can be implemented to enhance communication and 

publicity processes among the general public and potential beneficiaries. European funds are a 

topic of great importance in Romanian society and, in order for the mechanisms involved in the 

absorption of European money to operate at maximum parameters, it is necessary to provide 

correct and continuous information to the stakeholders by using marketing communication tools. 

The aim of such measures is to target the final beneficiaries of the investments made through 

structural instruments, namely the citizens, therefore it is important to improve communication 

with them so that the general public can become aware of the impact of European investments in 

Romania.  
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These were the statements which were the basis for the thesis and its research. The aim was 

to identify the role and extent of the importance of marketing communication in the process of 

implementing investments made from European money. 

A first objective of the PhD thesis was to identify the perception of the experts in the field 

regarding the role of marketing communication in the process of accessing and implementing the 

European funds. A particular theme of this research is the marketing communication that the 

institutions involved in accessing the European non-reimbursable funding do in relation to the 

potential beneficiaries and the general public. It is well known that marketing is a new solution to 

the frequent problems of the public system to promote its programs, thus being a form of social 

innovation for the public sector. Therefore, the quality of the marketing communication process 

of the Managing Authorities represents a decisive factor in the implementation of the projects and, 

respectively, in the increase of the absorption of the European funds. 

The main objective was to identify new marketing communication solutions in the 

European funds sector that would have a positive impact on the awareness of investments made 

by European funds at both national and community level and implicitly so that those interested in 

the implementation of a development project have access to information and become aware of the 

advantages that can benefit from the implementation of a project funded by European non-

reimbursable funds. In this respect, it was analyzed how each actor involved in this process 

contributes to marketing communication, related to the general perception of the public, and so the 

measures that can make marketing communication more efficient and its results in the process to 

promote EU funded projects have been researched.  

The PhD thesis deals with the European funds policy and analyzes the role of marketing 

communication in European funded projects in promoting investment made through 

structural instruments. It was structured in two parts: the first part studied the role of marketing 

communication in the EU funded projects and in the second part two marketing researches were 

carried out. 

The first part of the thesis entitled Theoretical Aspects of Marketing Communication, 

European Financial Mechanisms and Implementation of European Funds in Romania comprises 

six chapters and has a theoretical orientation by presenting the current state of knowledge from the 

point of view of the marketing communication elements at the institutional level and within the 
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EU funded projects. Also, the first part of the thesis deals with the topic of European construction 

and the role of European funds in Romania, from pre-accession period to the present time. 

CHAPTER 1 Marketing and marketing communication in the public sector defines the 

framework of marketing communication in public administration communication processes and, 

also, analyzes communication barriers and aspects concerning the communication relationship of 

the public administration with the citizens. 

CHAPTER 2 Integrated marketing communication in the implementation of EU funded 

projects addresses the particularities of marketing communication from the perspective of EU 

funded projects. This chapter defines the processes of integrated marketing communication that 

lead to the development and maintenance of a good relationship with the direct public. In this 

respect, the marketing communication tools used to promote European funded projects such as 

advertising, online marketing, public relations activities, direct marketing, promotional campaigns 

are described, so that the message reaches the interested public. 

Next, CHAPTER 3 The financial mechanisms of the European Union defines the 

evolution of the European Union from the beginning to the complex construction of today, 

considered by many as a precursor of a form of a federation; this chapter also presents other 

Member States' examples of absorption of European funds. 

CHAPTER 4 is entitled Implementing European Funds in Romania. Here are analyzed 

the financial years in which Romania participated as a member state of the European Union, ie the 

period for accessing the pre-accession funds, the financial year 2007-2013 and the present 

programming phase, namely 2014-2020. Thus, this chapter describes the financial mechanisms 

that Romania, as a member state of the Union, has implemented in order to be able to access 

European non-reimbursable financing. 

CHAPTER 5 Communication Strategy at national level for European Funds describes the 

provisions on information and publicity of Structural Instruments in Romania and also describes 

the beneficiaries' obligations to promote and inform on the implemented projects. 

In the end of this first part, in CHAPTER 6 The marketing communication process in 

promoting projects funded from non-reimbursable European funds is analyzed and the actual steps 

to be taken in the context of carrying out the communication and project publicity activities, are 

described.  
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In the second part of the thesis, called Marketing research on the role of marketing 

communication in the promotion of structural instruments, a qualitative marketing research and 

quantitative research were carried out as follows: 

- The qualitative research outlined in CHAPTER 7 was conducted amongst experts 

involved in the implementation of European policies in Romania to understand the role of 

marketing communication in European funded projects in promoting investments made through 

structural instruments. For this research we have selected 4 project beneficiaries and 4 experts 

involved in coordinating the mechanisms for implementing European funds in Romania. The 

marketing communication was identified by the respondents as a main form of communication 

that is encountered in the process of accessing and implementing European funds, having the role 

of disseminating the necessary information to the general public. Following the responses provided 

by all 8 respondents, the resulting findings show that there is a need to step up marketing 

promotion measures for EU funded projects to increase their impact on the community and society 

as a whole. These measures would be beneficial for all actors involved in the European funds 

sector in Romania. Respondents also expressed the idea that current beneficiaries could be more 

actively involved in the overall marketing strategy of the Structural Instruments and thus contribute 

to promotional activities for potential beneficiaries and the general public through a know-how 

sharing, through seminars, work-shops, open-door days, promotion in local media and social 

media, etc.  

- In view of the conclusions highlighted by the qualitative research, we considered 

necessary to carry out a quantitative research to analyze among the respondents the role of 

marketing communication in the EU funded projects in promoting investments made by European 

funds. Thus, the quantitative research found in CHAPTER 8 was aimed at determining the role 

of marketing communication in European funded projects from the perspective of the general 

public, potential beneficiaries and beneficiaries. Also this chapter proposed a conceptual model 

for the promotion of EU funded projects and a proposals were made for improving the marketing 

communication process in the implementation of projects with European non-reimbursable 

financing. 

The obtained results have led to the conclusion that there is an increased interest among 

the general public for the European funds, and the respondents expressed their intention to know 

more about the projects implemented in our country and about the impact of the European funds 
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in the society. Thus, the respondents identified marketing communication in promoting investment 

as the most important factor for the dissemination of information to the general public and potential 

beneficiaries, appreciating in a very high proportion that better marketing promotion within the 

EU funded project implementation process would encourage the development of similar projects. 

The novelty of the theme lies in the researches carried out and in drawing a new paradigm 

in the philosophy of marketing communication in the European funds sector. The results of the 

research show very clearly that the general public and potential beneficiaries appreciate the role 

of marketing communication in the dissemination of information on projects implemented from 

European non-reimbursable funds as very important. The most important conclusion that 

emerges from respondents' answers is the need for horizontal information, meaning that the current 

beneficiaries have a more important role in marketing communication as a whole and in 

communicating the results of the projects they are implementing. At this time, the project 

promotion by the beneficiaries represents, for each Operational Program, a contractual obligation 

between the Managing Authority and the beneficiaries. The contractual provisions stipulate that 

the beneficiaries must advertise the projects and inform the target audience about the financing 

obtained from the European Union and the Government of Romania through the respective 

Operational Program, through which they have obtained European non-refundable financing. 

Thus, the beneficiaries mainly undertake the following promotion and information actions: 

organizing the project launch and closure conferences; to use all communication products made in 

the projects financed by technical guidance in the Visual Identity Manual; to keep records (on 

paper and / or electronic form) recording all documents and products related to the information 

and publicity activities undertaken; the printed publications that are published under the title of the 

project must necessarily indicate the Operational Program, the project and the participation of the 

EU; the websites developed within the financed projects will contain on the home page mandatory 

logos: the logo of the project, the logo of the Structural Instruments, the emblem of the Romanian 

Government and the flag of the European Union; the beneficiaries are required to provide 

transparent and accurate media information on the EU funded project.  

Even with this set of existent rules, the findings of the research show that although at 

central level, the responsible institutions and structures carry out information and publicity 

activities in order to raise awareness of the possibilities for funding and the impact of European 

funds in society, there is also the need to inform the beneficiary - potential beneficiary and 
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beneficiary – general public. Therefore, by extrapolating, we can consider as a more practical 

example a direct example for the potential beneficiaries if the project beneficiaries would have a 

better marketing communication, so that the implemented projects serve as an example of good 

practice for the future beneficiaries who want to access European funds and to develop similar 

projects. 

At the same time, another notable result is the validation of the proposed conceptual 

model on marketing communication within the sector of non-reimbursable European funds, which 

has the role of defining a marketing promotion framework with the role of raising awareness 

regarding EU funded investments in Romania. It takes into account all the factors involved in the 

implementation of European funds in Romania, including the channels of communication used 

and the reasons for discouragements. 

Finally, in CHAPTER 9 Final conclusions, managerial implications, limits and trends of 

further research, the thesis conclusions were formulated, while taking into account the managerial 

implications of the research, the limits of the research and the trends of further research.  

Thus, research within the PhD thesis has shown that it is necessary to step up marketing 

promotion measures for EU funded projects in order to increase their impact on public awareness. 

These actions would be beneficial for all actors involved in the European funds sector in Romania, 

the main aim being the correct and timely information of the final beneficiaries of the investments 

made through the Structural Instruments, namely the citizens. 

Adapting marketing communication tools to the specifics of the European funded projects 

involves adapting the organization to the specific requirements set by the financier, and the project 

manager should evaluate the external environment in which they operate so that marketing 

communication generates added value. Also, the management of EU funded projects must match 

the organization with the agreed legal and institutional framework by signing the financing 

agreement between the beneficiary and the Managing Authority. Thus, in the context of 

communication and promotion activities, the beneficiaries have set out a number of minimum 

conditions that they have to comply with in terms of the publicity of the implemented projects, but 

they must take into account the fact that, by applying these provisions, the creative contribution to  

the design of marketing materials and the implementation of marketing communication activities 

are not limited in any way. In other words, their attractiveness and content consistency are the 

responsibility of the beneficiaries. 
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However, we must admit that EU funded projects also suffer from strictness and barriers 

similar to a free and competitive market. In this respect, the increase of the marketing 

communication of the beneficiaries, beyond the obligations set out by the regulations in force and 

the financing agreement, would involve financial resources, time resources and, most likely, 

additional human resources. 

Therefore, in order for the beneficiaries to make an increased contribution to the marketing 

communication process, a consensus is needed from the European and Romanian decision makers, 

who can adjust the regulations from this point of view, so that for the next financial year the 

funding beneficiary has a more active role in marketing communication for the European funds 

sector. 

Therefore, in view of the conclusions of the PhD thesis, since this type of proposals will 

be taken into account by the decision makers, it is necessary to carry out more opportunity analyses 

of the costs of implementing these actions at the level of European policies and national ones to 

promote European funds, so that ultimately the beneficiaries receive a more prominent role in 

marketing communication in European funded projects in promoting investments made through 

European funds.  


