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Abstract: The actual challenges for public and private organizations are the EU space and globalization.
Romanian authorities — public administration institutions, are confronted with a profound process of
transformation as a new EU member that has to come to the same expectations and performances as the
others. At the same time the business organizations — companies, national and multinational, are
concerned about the new markets, competition, customers and regulations. Both types of organizations
have to renew their view about the role of marketing and to restructure their approach and behavior
accordingly. We shall examine the most important issues they have to deal with and will propose a
generally correlated action plan to be taken into consideration. As this period of time is under the
economic and financial crises pressure we also take into account the effects of economic decline and re-
launch.

Keywords: marketing, public and private organizations, EU, crises, action plan.



Sectorul  public  constituie una  din
componentele importante ale vietii si dezvoltarii
socio-economice. Datoritd cresterii complexitatii
proceselor care au loc in contextul mutatiilor socio-
structurale, se produce tot mai des fenomenul de
transfer al notiunilor si conceptelor dintr-un sector
in altul.

In ultima perioadd, marketingul public a
capdtat o importantd crescutd datoritd rezultatelor
mai bune pe care institutiile publice le-au obtinut
ca urmare a utilizarii conceptelor de marketing si a
aborddrii problematicii prin prisma acestora.
Marketingul public are ca scop schimbarea
atitudinii  cetatenilor referitor la problemele
importante ale societdtii. Prin intermediul
marketingului public institutia publica este mai
bine si cu mai mare usurintd plasatd in structurile
menite sd asigure functionarea societatii si
rezolvarea problemelor comunititii la nivel local
sau central. Abordarea problematicii care vizeaza
cetateanul, in calitate de contribuabil sau beneficiar
al serviciilor publice, conform principiilor
marketingului, va determina implementarea de
schimbari in domeniul public.

Obiectivele finale ale marketingului public
sunt:

1. intelegerea scopurilor organizatiilor
publice, modul de masurare al acestora si
cum marketingul public poate contribui la
realizarea lor;

2. intelegerea politicilor de marketing
public in contextul politic, legislativ,
economic, social si tehnologic al
organizatiilor publice;

3. analiza optiunilor de comportament
organizational orientat catre obiectivele
stabilite;

4. formularea de politici si strategii de
marketing public pentru organizatiile
publice.

Pentru atingerea obiectivelor mentionate,
specialistii  in marketing public trebuie sa
indeplineasca o serie de cerinte specifice si anume:

a) aria de cuprindere §i cunostintele necesare
vor cuprinde sfera politicului, legislativului,
economicului, socialului si tehnologicului pentru a
permite estimarea si dimensionarea contextului in
care organizatiile publice functioneaza;

The public sector forms one of the important
components of the socio-economic life and
development. Because of the growing complexity
of the processes that take place under the context of
the socio-structural changes, the phenomenon of
the transfer of concepts and notions from a sector
to another happens more frequently.

During these days, the public marketing has
gained a growing importance as a consequence of
the better results obtained by the public institutions
due to the use of the marketing concepts and the
approach of any matter taking them into
consideration. The public marketing has as a goal
the change of the citizens’ attitude regarding the
important matters of the society. Through the
public marketing, the public institution is better and
easier placed into the structures meant to assure the
run of the society and the solving of the community
matters at local and central level. The way the
problems that affect the citizen are approached, in
his quality of a taxpayer or a beneficiary of the
public services, taking into account the marketing
principles will bring about the implementation of
changes into the public sector.

The final objectives of the public marketing
are:

1. understanding the aims of public
organizations, the way to measure
them and how the marketing can
contribute to them,;

2. understanding the public marketing
policies under the political, economic,

legal, social and technological
circumstances of  the public
organizations;

3. the analysis of the possibilities of
organizational ~ behavior  directed

towards the established objectives;

4. the design of public marketing policies
and strategies for the public
organization.

For attaining the established objectives by the
public marketing, experts have to fulfil a number of
specific requirements, namely:

a) the extent and necessary knowledge will
cover the political, legal, economic, social and
technological area in view of allowing the
valuation and quantification of the circumstances



b) stabilirea sistemului de management al
organizatiei publice in context international si
local;

c) capacitatea de a aplica principiile si
tehnicile de marketing 1n proiectarea si
implementarea schimbarii in organizatiile publice;

d) capacitatea de a se concentra 1n identificarea
si evaluarea nevoilor §i asteptarilor cetatenilor cu
privire la nivelul de satisfactie a acestora cu privire
la prestatia institutiilor publice;

e) crearea i utilizarea sistemului de
management care sa permitd  motivarea
functionalilor publice §i aplicarea sistemelor de
calitate in cadrul institutiilor publice;

f) promovarea atitudinilor de incredere, critica

si autocritica, independenta, integritate,
obiectivitate, precautie si meticulozitate in luarea
deciziilor, creativitate, asumarea raspunderii,

inovare, dorintda de schimbare.

Marketingul constituie filosofia majoritatii
afacerilor si a oamenilor de afaceri, desi exista inca
puncte de vedere care sustin cd singurul rol al
acestuia este acela de a determina dorinta de
cumparare.

Relatia care se creeazd Iintre furnizor si
utilizator poate usura determinarea nevoilor si
dorintelor acestora si poate permite In consecinta,
adaptarea furnizorului. Lipsa unei relatii sau
existenta uneia tensionate si lipsite de incredere

reciprocd face mult mai dificild misiunea
furnizorului i mult mai nefericitd pozitia
utilizatorului.

Rolul marketingului in sectorul public este din
ce in ce mai important datoritd aparitiei
componentei private in marea majoritate a
serviciilor publice.

Putem aprecia ca marketingul public este un
marketing menit sa identifice si sd satisfacd nevoile
cetatenilor.

Marketingul in sectorul public este influentat
de diversi factori: sociali, politici §i economici, cu
intensitati diferite dar cu importantd egala.
Criteriile de apreciere a performantei in sectorul
public ca prestator de servicii trebuie sa apartina
unei arii vaste de cuprindere, criteriul financiar
fiind total insuficient.

Kuno Schedler considerda ca alaturi de
transformdrile §i cerintele noului management
public este necesara utilizarea si dezvoltarea

under which the public organizations work;

b) setting down the management system of the
public organization under international and local
context;

c) the capability to apply the marketing
principles and technics in drawing up and
implemetation of the change in the public
organizations;

d) the ability to focus on identification and
assessement of the citizens’ needs and
expectations, their level of satisfaction regarding
the public institutions performances;

e) the design and utilization of a management
system able to allow the public servants to feel
motivated and to apply the quality systems within
the public institutions;

f) the promotion of trust attitudes, criticism
and  self-criticism, independence, integrity,
objectivity, precaution and meticulosity in taking
decisions, creativity, responsibility assumption,
innovation, desire of change.

The marketing is the philosophy of the most
businesses and businessmen,although there are still
opinions endorsing the ideea that the only role of it
is to incite the buying desire.

The relationship created between the supplier
and user can facilitate the establishment of their
needs and wishes and can make the supplier to
adapt consequently. The lack of a relationship or
the existence of a strained one and no mutual trust
make the supplier mission more dificult and more
miserable the user position.

The role of the marketing in the public sector
is more and more important due to the emergence
of the private component in most of the public
services.

We can consider that the public marketing is
meant to identify and satisfy the citizens needs.

The marketing in the public sector is
influenced by different factors : social, political and
economic ones, of different force but equal
importance.The criteria to  appreciate the
performance of the public sector as a supplier of
services have to cover a large area , the financial
one beeing totally insuficient.

Kuno Schedler considers that, together with
the transformations and the requirements of the
new public management it is necessary to use and
develop the public marketing, and says in the



marketingului public, noteaza astfel in rezumatul
lucrarii sale (Schedler, 2006, p.112): ... se
sugereaza  preluarea  structurii  §i  gandirii
marketingului public pentru crearea de solutii
practice In  networking §i  managementul
performant. Rezultatul este o noud abordare
conceptuala pentru politicile sistemelor integrate.”
Desi este o stiintd relativ noua, marketingul
evolueaza rapid. Dupa anii 60, evolutia lui s-a
materializat in urmétoarele planuri principale:

> extinderea functiilor de marketing
in interiorul intreprinderii;
> adaptarea marketingului la crizele

economice §i la noile transformari politice
si social-culturale din economia mondiala;

> dezvoltarea marketingului
international;

> extinderea marketingului in noi
sectoare de activitate, inclusiv in sfera
socialului;

> re-conceptualizarea marketingului;

> dezvoltarea metodelor si tehnicilor

de marketing.

In marketingul vizionar propus de Yann
Gouvennec, acesta are atdt rol strategic cat si
operational. Aspectul strategic reiese din abordarea
holisticd a perspectivei antecedentelor. Aspectul
operational reiese din faptul cad se evidentiaza
rezultatele generate de marketing printr-o abordare
pragmatica.

Daca 1n marketingul traditional activitatile de
marketing erau desfagurate de citre departamentul
de marketing, in marketingul vizionar acestea sunt
propulsate in intreaga organizatie.

In sectorul public la fel ca in cazul unei
companii, la dezvoltarea unui concept de marketing
trebuie avute in vedere urmatoarele:

> pentru orizonturi de timp scurte
sau lungi, elementele dominante ale
contextului sau scopurilor pot varia;

> variatia factorilor de influenta

conduce la necesitatea utilizdrii teoriei
,marketingului de echilibru”;

> mediul social evidentiaza ariile

centrale de interes, schimbarile si cerintele

relevante.

Ca sistem deschis, marketingul public are
urmatoarele caracteristici principale:

»este dinamic; dinamismul se manifesta prin

abstract of his work (Schedler, 2006, p.112) : ,,... it
is suggested to take over the structure and thinking
of the public marketing to create practical solutions
in networking and the performant management.
The result is a a new conceptual approach for the
policies of integration systems.”

Although it is a relatively new science, the
marketing develops rapidly. After the years 60s, its
development/evolution took the following main
directions:

> spreading the marketing functions
within the enterprise;
> marketing adaptation to the

economic crises and the new political
and socio-cultural transformations in
the world economy;

> the development of  the
international marketing;
> the extention of marketing to new

sectors of activity, including the area of
social activities;

> re-thinking of the marketing;

> development of the marketing
methods and technics.

In the visionary marketing proposed by Yann
Gouvennec, it has both a strategic and operational
role. The strategic matter is holistic approached
from the prospective of the antecedents. The
operational aspect results from the fact that the
outcomes produced by the marketing are
emphasized by a pragmatic approach.

If, in the traditional marketing the activities
were achieved by the marketing department, in the
visionary marketing these are spread into the whole
organization.

The model of the marketing activity in the
visionary marketing public sector, same as in the
case of a company, to develop a marketing concept
one needs to take into account the following:

> for short or long periods of time,
the prevailing elements of the context
or the aims can change;

> the variation of the factors of
influence directs to the need of using
the theory of ,,balance marketing”;

> the social environment points out
the central areas of interest, the
changes and the relevant requirements;

As an open system, the public marketing has



dezvoltarea permanentd a marketingului
public de la simplu la complex, de la

dezvoltarea extensiva la  dezvoltarea
intensiva,
»>este  mereu actualizabil, feed-back-ul

asigurat 1i permite sd incorporeze in
permanentd noi informatii de la mediu,
apoi aceste informati sunt utilizate pentru
perfectiondri, dezvoltari, innoiri ale
activitatilor, programelor si proceselor de
marketing; rezultatul este satisfacerea tot
mai bund a cerintelor pietei, ale clientilor-
contribuabili beneficiari de servicii publice
si apropierea tot mai mare de acestia;

»are caracter integrator in sensul ci, treptat,
marketingul se orienteazd catre client,
pentru satisfacerea cerintelor acestuia, toate
functiile si comportamentele Intreprinderii,
devenind un stat-major cu rol de radar.
Aceasta pozitie 1i permite sa supravegheze
mediul si piata, functiile, procesele si
activitatile intreprinderii, sd concentreze
toate informatiile pe care le filtreaza,
oferind conducerii 1intreprinderii pe cele
necesare pentru adoptarea celor mai ferme
decizii. Astfel, marketingul permite
managementului si exercite functiile sale
(organizare, planificare si control) prin
prisma conceptiei de marketing.

»este interactiv;, bazandu-se pe un dialog
permanent cu piata, cu clientii si
consumatorii.

Este necesar ca in aplicarea marketingului
public sd se aiba in vedere caracteristicile acestuia
de sistem deschis pentru a permite surprinderea
unui numdr din ce in ce mai mare de factori care
actioneaza asupra obiectului sau obiectivelor
vizate, pe de-o parte, si, pe de altd parte pentru a
permite actualizarea si modernizarea mecanismelor
de rezolvare.

Marketingul non-profit, ca sarcind
manageriald complexd este conditionat, 1In
consecintd, de un comportament sistematic 1in
luarea deciziilor, care se poate realiza numai printr-
un proces de management.

Faze procesului managerial de decizie in
marketingul non-profit si public, sunt:

1. faza de analiza

2. planificarea strategicd de intreprindere si

the following main characteristics:

»it is dynamic; its dynamism appears by
the constant development of the public
marketing from simple to a complex
state , from the extensive to intensive
development;

»>itis always adaptable; the inherent feed-
back gives it the possibility to use
constantly new data from background,
then these data are wused for
improvement, development, renewal of
the marketing activities, programs and
processes; the result is the ever better
meeting of market requirements, of the
taxpayer clients that benefit from the
public services and a better connection
with them;

> it has an integrator characteristic in the
sense that, gradually, the marketing
directs to the client, for meeting his
requirements, all functions and behavior
of a company, becoming a general staff
with a radar role. This position gives it
the possibility to watch the background
and market, functions, processes and
activities of the enterprise, to concentrate
all data that it filters, giving to the
enterprise management the necessary
ones for adopting the most persistent
decisions. In this way, the marketing
allows the management to run its
functions (organizing, planning and
controlling) after the marketing concepts.

»>1t is interactive; relying on a constant
dialogue with the market, clients and
consumers.

It is needed , when applying public marketing,
to take into consideration its characteristics of an
open system in view of allowing the detection of an
ever greater number of factors acting on the aimed
at object or objectives, on one hand and on the
other hand for the up-dating and modernization of
the solution mechanisms.

The non-profit marketing, as a complex
management task is conditioned , as a consequence,
by a systematic behavior in taking the decisions,
that can be achieved only through a management
process.

The of the decision

stages making



de marketing pentru organizatiile non-
profit

3. managementul calitatii pentru organizatiile

non-profit

4. marketingul non-profit operativ

5. implementarea marketingului non-profit

6. controlul marketingului non-profit.

Conceptul de marketing social sustine ca
sarcina unei Intreprinderi este sa determine nevoile,
cerintele si interesele pietelor tintd — 1n spetd ale
consumatorilor — si sa le ofere satisfactia asteptata,
astfel 1ncat sa sporeascd atdt bundstarea
consumatorilor, cat §i a societatii. (Kotler, 1998,
p.61)

Un alt aspect este cel legat de rolul pe care
trebuie sa-1 joace marketingul atunci céand
interesele  individuale ale producatorilor i
consumatorilor nu coincid cu interesele generale
ale societatii. Unii doresc mobila clasica din lemn
masiv, ceea ce aduce in discutie protejarea
padurilor, sisteme de aer conditionat si alte bunuri
care folosesc substante ce afecteaza stratul de ozon,
multi neglijeazd sau polueazd cu buna stiinta
mediul inconjurdtor. De asemenea, mai existd
intreprinderi care produc cu tehnologii invechite,
poluante. Oamenii de marketing trebuie si fie
tranganti in asemenea situatii, In sensul ca desi
urmaresc sa satisfaca dorintele clientilor lor, trebuie
sd reactioneze rapid la orice diferentd intre
performantele consumatorilor si interesul general al
societatii. Solutiile nu tin numai de cei care practica
marketingul, ci cuprind sistemul mai larg de
educatie, de reglementdri si de activitati civice.

Procedand astfel incat sa nu alimenteze
contradictiile intre interesele consumatorilor si ale
societatii, Intreprinderile care practica marketingul
nu trebuie sa ingradeasca si sa limiteze drepturile
consumatorilor si nici sd-i constrangd pe acestia sa
aleagé ceea  ce corespunde cu dorintele,
1ntrepr1nder1 trebuie doar sa vina in mtampmarea
consumatorilor prin oferirea de solutii alternative,
care sa-i convingd de faptul cd sunt mai bune
pentru ei. Acolo unde este necesar, consumatorii
trebuie sa fie educati prin influentarea deciziilor lor
ca urmare a modificarii In bine a unor factori care
determind aceste decizii. In sfarsit, protectia
consumatorilor va trebui sd inglobeze atat actiunile
intreprinderilor care fac marketing, cat si masurile

management process in the non-profit and public
marketing, are:

1. Analysis stage

2. Strategic planning of the enterprise and the

marketing  activity, for  non-profit
organizations

3. Quality management for non-profit
organizations

4. The operative non-profit marketing

5. Non-profit marketing implementation

6. contolling of non-profit marketing.

The concept of social marketing back up the
ideea that the task of an enterprise is to define the
needs, requirements and interests of the target
markets-namely the consumers’ones-and to offer
the expected satisfaction, so as to increase the
welfare both of consumers and society. (Kotler,
1998, p.61)

Another aspect is linked to the role that has to
be played by the marketing when the individual
interests of producer and consumers are not the
same with the general interests of society. Some
want classic furniture of solid wood, fact that takes
into discussion the forests protection, air
conditioning systems and other goods that use
stuffs that affect the ozone layer, many neglect or
pollute deliberately the environment. It also exists
enterprises  that use  obsolete, polluting
technologies. The marketing people have to be
peremptory with such situations, in the way that
although they try to meet their clients wishes, they
should act rapidly to any difference between the
consumers’ performances and the general interest
of society. The solutions are not dependent only by
the marketing practitioners but they include also
the larger system of education, regulation and civic
activities.

Acting in this way, not feeding the
contradictions between the consumers interests and
society’s ones, the enterprises that deal with
marketing do not have to limit the consumers rights
and neither to restrict them to choose what is in
accordance with their wishes, preferences,
expectations and possibilities. These enterprises
have only to satisfy the consumers, offering
alternative solutions, that make them understand
that these are better for them . Where necessary,
consumers have to be trained by influencing their
decisions as a result of the good change of some



cu caracter public (legislatie, organisme pentru
supraveghere si  control, organisme pentru
protejarea consumatorilor).

De aceea, marketingul viitorului va trebui sa
respecte cu mai multd hotirare urmatoarele
principii (Kotler, 1999,p. 91-93):

> principiul libertatii consumatorului i
producatorului;

> principiul evitarii potentialelor efecte
nocive ale activitatii de marketing;

> principiul satisfacerii nevoilor de baza,
care presupune satisfacerea de citre
sistemul de  marketing atdit a

consumatorilor dezavantajati, cat si a celor
bogati;

> principiul  educdrii i informarii

consumatorilor, 1n  scopul cresterii
satisfactiei §i bundstarii (a calitatii vietii)
acestora pe termen lung;

> principiul protectiei consumatorului.

Respectarea acestor principii §i combinarea lor
cu interesele societdtii este conectatd de politica
publica referitoare la activitatea de marketing.
Organismele publice vor trebui sd ajute, pe de-o
consumatorilor §i minimizarea pericolelor la care
acestia sunt expusi prin achizitie si consum §i, pe
de altd parte, maximizarea eficientei economice, a
profiturilor  intreprinderilor ~ care  practica
marketingul.

O comparatie intre abordarea consumatorului
in sectorul public fatd ce cel privat poate fi
sintetizata astfel: ,,Firmele private existd pentru a
face vanzdri si profit. Satisfactia clientului este
mijloc cétre acest final, nu un final in sine. Aceasta
justificd o manipulare a consumatorilor la un nivel
mai mare decat cel asteptat (cel putin in mod
normal) in sectorul public. Dar notiunea de
cetatean in calitate de consumator ignord multe
aspecte spinoase rezultate din practica firmelor din
sectorul privat angajate cu regularitate in
marketing.”

Controversa cetitean — consumator este dificil
de solutionat i prezintd o serie de aspecte
controversate atit la nivel teoretic cat, mai ales, la
nivel practic. Ca o concluzie la aspectele prezentate
si analizate Aberbach si Christensen (2005, p.243),
afirma: ,,Pe scurt, existd probleme importante in
dinamica serviciului cu clientii din sectorul public,

factors that determine these decisions. Finally, the
consumer protection shall include both the actions
of the marketing enterprises, and the measures
adopted at public level (regulation, supervision and
control organisms, consumer protection organisms)

That is why, the marketing of future would
observe firmly the following principles (Kotler,
1999.p. 91-93):

» the principle of consumer and producer
freedom;

» the principle of avoiding the potential
noxious effects of the marketing activities;
» the principle of meeting the basic
needs, which assumes that the marketing
system meet the needs both of the
disadvantaged consumers and the rich
ones;

» the principle of training and informing
consumers, with the view to increase their
satisfaction and welfare (their quality of
life) at long;

» the principle of consumer protection.

The observance of these principles and their
combination with the society interests belong in a
certain way to the public policy regarding the
marketing activity. The public organisms should
help, on one hand, the maximization of the
consumers possibilities of choice and diminishing
the risks that these are faced with when buying and
consuming and, on the other hand, the
maximization of the economic efficiency, the
profits of enterprises using the marketing.

A comparison between the way the consumer
is approached in the public sector against the
private one can be so contracted: “The private
companies exist to sell and make profit. The
consumer satisfaction is a means to reach this aim,
not the aim itself. This justify a manipulation of
consumers at a higher level than expected ( at least
in an ordinary way ) in the public sector. But the
category citizen as a consumer overlooks many
hard aspects that arise from the practice of private
companies committed to regular marketing .”

The controversy citizen-consumer is difficult
to solve and has a number of disputed aspects both
at theory level and, especially, at practical level. As
a conclusion to the shown and analysed aspects,
Aberbach si Christensen (2005, p.243) say: ,, In
short, there are important problems in the dynamics



atat in teorie cat si in practici. In final, valoarea
acestora rezultd din reactia la aceste probleme.
Adeptii modelului liberal al cetdteanului vor avea
tendinta de a considera aceste probleme ca pret al
traiului intr-o societate liberd, orientata spre individ
si spre exprimarea liberda a preferintelor
individuale. Cei care accentueaza rolul cetiteanului
ca parte a unei colectivititi sau comunitati este
posibil sa aibad dificultati cu fluxurile sistemelor
politice si administrative care acorda prioritate
satisfacerii doleantelor individuale. Ce se poate
afirma cu certitudine este accentul pe suveranitatea
consumatorului n sistemele guvernamentale,
aceasta influentand definitia rolului cetateanului.”
In opinia noastrd, din perspectiva abordarii
sistemice, performanta sectorului public ar trebui
evaluata prin gradul de satisfactie al cetateanului.

Pentru o mai facild intelegere a abordarii de
marketing, consideram necesar sia evidentiem
sistemul relational care existd intre cele trei
elemente fundamentale: firmele (de regula
apartinand sectorului privat), cetdtenii §i structurile
sectorului public.

Intelegerea mecanismelor care stau la baza
constructiei §i functiondrii economiei de piata, pot
permite ajustarea mecanismelor de asigurare a
serviciilor publice.

Cele trei elemente prezentate anterior tind spre
crearea unui mediu concurential sanatos i benefic
dezvoltarii unor relatii bazate pe avantajul reciproc,
adica a credrii situatiilor de tip ,,win-win”.

Astfel, conceptia actuald de marketing privat
se bazeazd pe idea atingerii obiectivelor firmei
determinand si satisfacand nevoile
clientului/consumatorului. Realizarea dezideratelor
de afaceri este astfel pusa sub ,,lupa” perceptiei
consumatorului, dar nu numai.
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of servicing the clients in the public sector,both in
theory and in practice.Finally, their value results
from the response to these problems. The partisans
of the liberal model of the citizen will have the
inclination to consider these problems as a price for
living in a free society, oriented towards the
individual and the free expression of the individual
choices. Those emphasizing the citizen role, as part
of a community, might have difficulties with the
flows of the political and administrative systems
that give priority to the satisfaction of individual
desires. What can be said with certainty is the
accent on the supremacy of consumer in the
governmental systems, this affecting the definition
of the role of citizen.” In our opinion, from the
prospect of a systemic approach, the performance
of the public sector should be assessed by the level
of citizen satisfaction.

For an easier understanding of the marketing
approach, we consider that it is necessary to point
out the relationship system that exists between
three fundamental elements: the companies
(usually from the privat sector), the citizens and the
public sector structures.

The comprehension of the mechanisms that
are the basis of the construction and functioning of
the market economy can allow the adjustment of
the mechanisms providing public services.

The three elements above shown have the
tendency to create a sound competitive
environment and beneficial to the development of
some relationship mutually favourable, that is to
create the ,,win-win” type situations.

Thus, the present concept of the privat
marketing is based on the ideea of reaching the
companies objectives bringing about and satisfying
the needs of the client/consumer.Achieving the
business wishes is thus put under the ,,magnifying
glass” of the consumer perception, but not only
this.
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