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Abstract: Defining the scope of activity should be treated with the utmost responsibility. The 

importance of this aspect of strategic management grows more dynamic within the 

contemporary social-economic conditions, thus requiring businesses to frequent policy 

changes, assuming, among other things, modifying the structure of the products or services 

produced and securing new markets. 
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Introduction 

From the point of view of their nature, the objectives of a company can be economic and social. 

Through economic objectives it is aimed to optimize the resources’ efficiency of a company, among 

which we can list: first of all the goal of economic efficiency, such as net income, profit, net intake 

rate, etc., and targets for the company growth rate, market share and competitiveness, its ability to 

adapt to environmental changes. Social objectives express the result of interaction between company 

interests and the environment in which they operate. In accordance with the concept of marketing, 

economic goals are conditional, even social goals, especially, the degree of satisfaction of needs 

manifested on the market. The two categories-economic and social objectives are therefore not likely 

"alternative", but should be harmonized. The company operates in the field of postal communication, 

the main activity is the management, development, exploitation of mail service and cooperation with 

similar foreign organizations in achieving these services internationally, according to Order no. 

31/2002 approved by Law no. 642/2002 on postal services and licenses or authorizations. [1] 

 

1. Integrating the Marketing Vision into the Company’s Activity 

The company provides under contracts or agreements or legal provisions, mail services necessary to 

national defence system and the system of national security, at the request of the competent public 

authorities. 

 

The company participates in the free market and post press services value added as a competitor and 

carry out other collateral activities necessary to meet the conditions of profitability of its core business, 

namely foreign trade, procurement, information technology and research and design, medical services, 

education, socio-cultural etc. 

 

Romanian Post is divided into several departments, each with its role in the business: [2] 

Economic Department: 

- Accomplishes the tasks of the company in the financial, accounting, settlement, treasury and 

economic analysis; 

- Ensuring the financial plan, the available funds needed to carry out the plan rhythmic activity; 

- Follows up costs, setting results and profitability and provide basic benefits to substantiate 

BVC; 

- Follows up on company liquidity considering reports subunits; 

- Developing the methodology for the collection and processing of statistical data unit (benefits, 

income, and expenditure) used in the management of the postal system. 

 

 

 

 

http://www.ugb.ro/etc
mailto:daniel.gherasim@ugb.ro


50 

Strategic Development Department: 

- Application of legal regulations and decisions for empowered to issue regulations and 

directives in the fields of scientific research, technological development and introduction of 

technical progress, investment, information technology and supply; 

- Drafts annual plan investment and RK buildings, taking into account the Strategic.  
 

Development Plan of the Post: 

- Developing, testing, implementing and generalization of computer applications; 

- Ensuring the supply of raw materials, operating materials, stationery and office supplies, 

printed with special and normal work and protection equipment, etc., needed Central 

Administration and sub CNPR-SA. 
 

Commercial Division: 

- Formulating the main lines of the company's commercial strategy, quantifying and setting 

targets and deadlines thereof; 

- Providing methodological guidance unit verification and control of commercial activities of 

the Company Subsidiaries; 

- Carrying out market research, determining market requirements and consumer behaviour; 

- Conducting quantitative and qualitative research on customer perception towards postal 

services and their satisfaction. 
 

Administrative Department: 

- Ensuring database of spaces (buildings) and land; pursuit of obtaining title deeds on them; 

- Developing and updating the methodology and work rules of the Company for ensuring the 

archival work; 

- Developing proposals for provision of furniture and other inventory items; 

- Preparing and updating the database on the operating fleet. 
 

Operational Division: 

- Organizing the methodology and delivery of postal services; 

- Coordinating and guiding the work of postal service; 

- Programming development and modernization of postal and transport networks; 

- Ensuring control to achieve all tasks arising from instructions for, laws, orders and 

instructions for the submission, processing, transport and distribution of postal items. 
 

Human Resources Department: 

- Developing organizational structure and management of the Company and Branches; 

- Coordinating and providing methodological assistance in all phases of the development and/or 

updating the Central Administration ROF and Branches; 

- Standardizing the development work plan, taking into account the proposals of Branches and 

breakdown after approving the performers; 

- Organizing the tracking of how to integrate and use of personnel; ensuring 

recruitment/selection/postal staff career planning; 

- Developing the payroll system. 
 

Control Department: 

- Organizing, coordinating, controlling, guiding and tracking the achievement of the control in 

the postal network of the Company; 

- Monitoring of special events occurring in the postal network and operative information 

management. 

 

Postal network at the local level is harmonized with the requirements of communication needed to 

allow access to postal services in any locality, operating standards, holding a total of 479 subunits. 

This makes the deployment of subunits both individuals and legal entities to move toward the postal 

system for the payment and collection of various utility bills and local services. Collaboration between 

Romanian Post and civil society took place in good conditions, the specific services provided by post 

for a long period of time, supporting and population and economic benefit in this regard, post being a 

traditional partner. 
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2. Structures and Responsibilities in Elaborating the Marketing Strategy 

Within the activity of any organization, choosing marketing strategy marks an important moment, 

which completes the stage where there is defined mission and the purposes, based on a careful analysis 

and relevant to its situation. 
 

Marketing Strategy designates lines defining the attitude and conduct of the undertaking in order to 

achieve certain objectives. It is the overall objectives to be accomplished in concrete - a period of 

time, means and methods by which they translate into practical, expressing trends and demands to be 

taken to achieve the specified performances, whose level is measured by means of indicators 

businesses, such as business volume, market share, profit etc. [3] 
 

The marketing strategy adopted specifies: 

● position the organization and it aims to ensure the market; 

● aims pursued; 

● intentions by which they will achieve in a certain period of time; 

● as a series of decisions, the marketing strategy aims finality optimal business activity in an optimal 

period and reflects: 

- Sphere of activity; 

- Long-term orientation; 

- Responses to market demands; 

- Attitude towards the environment and its behaviour with respect to its components; 

- Manner of adapting to environmental dynamics; 

- Correlation of its activity with the available resources; 

- Choosing one path to follow, one of many possible alternatives. 
 

Successful strategies are those which determine market opportunities and competitive advantage, 

based on results of the control marketing that brings out: risks, favourable circumstances, strengths 

and weaknesses of the organization. By putting those into practice should be to create such a system of 

relationships between enterprise and environment to ensure its placement in the best possible position 

in dealing with other competitors. 
 

No matter how precise and realistic targets set as a firm, unless choose appropriate ways and means of 

realization, i.e. not adopt an appropriate strategy, goals can not be achieved. Therefore has great 

importance for marketing strategies that ensure achieving targeted performance. 
 

Develop marketing strategy is a comprehensive and permanent information, analysis and decision, an 

exhausting process of searching for optimal solutions to solve clearly defined problems. In recent 

decades we have witnessed the development of concepts, theories, techniques that contribute to the 

formulation of strategies, the synthesis of which we find embodied in "strategic planning process". [4]
 
 

 

Strategic planning is "the process of formulating objectives and long-term strategy for a company or 

strategic business unit by linking existing resources pursuing opportunities thus, defining and 

achieving concrete goals, obtaining the desired position, reducing risk of errors and finding the best 

solutions to achieve maximum benefit." 
 

Marketing strategy decision-making is an act expressing the result of a complex process, whose 

background includes: analysis of strategic factors and formulating strategic alternatives that will 

choose the strategy for each stage, product or market. 
 

The assembly of factors influencing enterprise strategies include: on the one hand exogenous factors 

that can not handle it because they belong to the market and endogenous factors belonging to the 

enterprise and its control. 
 

High capacity of external factors influence uncontrollable over the company, so they should be known 

and analyzed to predict their evolution and the manner in which they affect the activity of the 

enterprise. The most important external factors are: current and potential customers with their 

behaviour, competitors position you hold in the market, distribution policies used, all components of 

the macro. 
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Internal factors represented by the company's resources: material, financial and human resources are 

available to them and can harness as required.  

 

Develop marketing strategy involves on the one hand setting strategic directions for achieving its 

goals, which require actions such as market segmentation, target group and positioning designation 

product or service, and on the other hand, the composition of the marketing mix that will implement 

the chosen strategy. 

 

The process of developing marketing strategies, which involve risks and expenses, sometimes very 

large resources is conducted in several distinct but interdependent phases. The literature of the last two 

decades, the strategic planning process has been a subject often addressed each author trying to 

staggered process, we note that the key issues are the same, even if they are in another manner 

formulated. 

 

Mindful of its mission, the Romanian Post has developed a sales force, which had as a strategic 

development of services so that they become more accessible, attractive and relevant to all larger 

groups of consumers. 

 

Marketing activities supported a number of strategic and business objectives through a number of 

initiatives, such as analyzing markets and products that enables customers to guide Romanian Postal 

services in key areas of development, the study of the postal market and key players on this market. 

 

3. The Marketing Strategies of the Regional Directorate of Postal Bacau 

The marketing strategies of the Regional Directorate of Postal Bacau are formulated and coordinated 

by Commercial Service, which checks and controls business activities, market research menus, 

determine market requirements and consumer. 

 

Regional Directorate of Postal Bacau conducted an analysis of 2011 in order to illustrate the revenue 

increases and decreases, recorded to benefits that are trends, measures were taken for them to underpin 

strategy development DRP Bacau for the year 2011. [5] 

 

The regional Directorate of Postal Bacau develops optimization programs, customized by activity 

where it finds that the plan does not achieve the expected figure. Thus most dynamic segment in 2011 

was external EMS express courier service, which registered an increase of 64% compared to 2010. 

 

Expanding market share can be achieved by developing awareness of the role of marketing and 

customer service development Romanian Post. 

 

This means ensuring know-how necessary, awareness of the importance played by the client to 

improve postal services: 

 firstly identifying potential customers for various types of postal services; 

 keeping the existing customers and their loyalty is achieved by: 

- offering packages of services purchased together to be cheaper than purchased separately; 

- discount CEs offered at a higher volume of referrals; 

- periodic contacted large customers receive from their proposals for improving our work; 

- in the important moments of life postmen and celebrations are congratulated customers 

thanking them for their fruitful collaboration and for proper consistency in using our services; 

- permanent monitoring of customers’ activity to tendering of integrated packages; 

- consulting directories and local newspapers to keep up with business and competitive; 

- to an attractive service offerings through easy presentation, quality of service, security, 

extensive network and not least competitive tariffs; 

- professional permanent employees for clients; 

- building a database specialized fields, allowing customers to request precisely the target group 

of consumers. 
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The main competitors are primarily locally lane domestic and international courier (DHL, TNT, 

CARGUS, FUN courier ATLASSIB) plus private carriers of persons who are regular routes in major 

European countries, transporting and parcels. On passage of financial services, our direct competitors 

are banks. Periodic attempts to obtain information about customers which presents postal competition 

ROMANIAN and try to attract them to the postal services. 

 

Competition for attracting customers implements a series of additional measures such as: 

- simplifying the application forms; 

- increasing the quality of services; 

- diminishing the waiting time at the counter; 

- knowledge services to employees; 

- improve employees in customer benefits; 

- increasing access to the customers in rural areas, especially corporate, financial services and 

fast delivery. 

 

Conclusions 

The Commercial Service coordinates the marketing strategies of the Regional Directorate of Postal 

Bacau, with the following tasks, jobs and responsibilities: 

- Coordinates and directs the work of subordinate employees and follows how they perform 

their job duties; 

- Assesses the effectiveness of subordinate employees and propose measures based on results; 

- Approves monthly schedule visits to clients and seeks their degree of achievement; 

- Manages the logistics; 

- Organizes workshops of subordinate staff to generalize and extend the positive experience of 

working methods effective; 

- Studies the feasibility and efficiency of facilities and special discounts granted to customers; 

- Approves the proposed selling prices of various commodities traded under contracts locally 

determined according to local conditions when they are not required by the contract partners; 

- Coordinates the establishment of market segments incumbent Romanian Post regionally 

compared with those held by competitors; 

- Verifies proper management of customer database at regional level; 

- Coordinates the identification of postal users and potential customers; 

- Coordinates local implementation actions initiated CNPR market research; 

- Coordinates conducting local market research; 

- Coordinates local implementation of promotional activities initiated by CNPR; 

- Report to CNPR service performance; 

- Coordinates participation in local events (fairs, exhibitions etc.); 

- Verifies the results of actions to improve the image of post offices (display, interior design and 

merchandising); 

- Leads the negotiation and renegotiation of all contracts and agreements for the sale of 

products and services at the regional level; 

- Communicates the required information CNPR regarding contracts and agreements concluded 

at local and central level; 

- Regularly checks the results of the contracts and commercial agreements and approves 

profitability measures proposed; 

- Verifies the correct development forecasts of the development activities carried on contracts 

and commercial agreements, and order measures accordingly; 

- Monitors the development of customer loyalty programs; 

- Prepares a report on the situation of complaints received related activities; 

- Collaborates with the heads of other departments of the Regional Directorate of Postal for 

joint projects; 

- Preserves secrecy; 

- Identifies opportunities for revenue growth (extensive and intensive development of 

commercial activities); 

- Adaptations measures proposed by CNPR range of services to local market needs; 

- Monitors customer database creation at local level; 

- Proposes and coordinate training programs; 
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- Carries out documentation and information on initiatives and actions of the company (for the 

media at the request of the Director DRP); 

- Ensures communication within D.R.P. and its subunits; 

- Stores and evaluates questions and calls from the local media; 

- Participates in the DRP relationship between director and representatives of local media 

(interviews, articles appeared under the logo CNPR); 

- Disseminates information to the press about the public actions of the DRP, the DRP request of 

the Director; 

- Disseminates information to local media about the work of the Company, at the request of the 

Department of Public Relations; 

- Participates in the production of printed, audio, video, supporting public benefit company 

representatives; 

- Participates in the organization of presentations, briefings, press conferences, press trips and 

other events of this type; 

- Collects statements, interventions and other public appearances DRP leadership and other 

representatives of the Romanian Post; 

- Stores and analyze statements of public figures when referring to issues included in the agenda 

of the Company and will be sent to the Department of Public Relations; 

- Proposes media relations programs for crisis periods of DRP; 

- Ensures communication with the company, analyzing feedback from the target audience of the 

DRP coverage area and the proposed response strategies; 

- Aims to smooth the advertising contracts concluded at the DRP; 

- Intends to supplement the weekly report directly subordinate employees and also 

complements; 

- Supervises and conducts weekly meetings after the model received from the company; 

- Seeks to achieve targets and tasks outlined before and during the meeting; 

- Establishes policy DRP's sales and transmitted from company policy applies; 

- Submits weekly to the Director's DRP representative from the CNPR appointed Executive 

Director Commercial and sales of other heads of DRP's, after the completion of the report of 

the meeting; 

- Sends via e-mail by a representative from the CNPR appointed Executive Director 

Commercial and other DRP service chiefs sales sites, details about each contract signed the 

same day; 

- Writes warning applies to direct subordinate employees, according to art. 102 letter to the 

Internal Rules; 

- Performs any other duties specific to its field received from the management of the 

establishment; 

- Any inconsistency between practice and norms, reported by a subordinate or personal hearing 

will be reported to the hierarchic manager. 

 

Strategic objectives: 

▪ raising service quality and network discipline; 

▪ efficient activity; 

▪ upgrading and development of new products and services by: 

on short term: 

- Reducing waiting time and movement of items through computerization desks and Track & 

Trace application; 

- Reviewing processes to eliminate unnecessary operations become; 

- Updating postal instructions; 

- Adapting the forms and information flows; 

- Development of existing contracts; 

- Retraining employees on attitude, welcome mode customer, kindly; 

- Printing devices supplies, tires and custom packaging necessary to conduct business; 

- Reducing the waiting time at the counter by marking them, reorganize them by creating 

specialized counters miscellaneous receipts. 
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on medium term: 

- Accessibility to postal services clients through an appropriate tariff policy with market 

dynamics; 

- Development of new contracts; 

- Investigating periodic customer satisfaction levels - through various questionnaires; 

- Rearranging interiors postal subunits (standard and uniform posters made); 

- Participation in the stands, exhibitions; 

- Development of sales incentive programs. 

on long term: 

- Profitable rural postal subunits; 

- Strengthening customer confidence in postal services by measuring service quality followed 

by proposals for their improvement; 

- Revamping and upgrading offices (offices standard); 

- Motivating employees for rendering quality services - Example WESTERN UNION. 
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