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T
he new economy has markedly transformed the structural parameters of the eco-
nomic landscape and contracted the prism for time and space. The role of infor-
mation technology in the new economy has been pivotal. It is particularly potent in

the changing structure of international transactions and production. Digital development
brings a whole new collection of challenges. One of the most important is to un der stand
the question of globalization vs. localization, and how these terminologies differ from
internationalization. Companies must adapt their strategy to every new target market,
especially when doing business in a completely different culture. The last 15 years of in -
novation have generated many international possibilities for businesses large and small.
The economic profile of the new global economy has been driven by technology,

fueled by innovation and entrepreneurial initiative, and is based on new ideas, new per-
spectives and new business strategies. It has opened the door to new investment oppor-
tunities and acted as a catalyst for employment creation.
As you launch your business in new countries, you become part of a growing infras-

tructure that allows you to consolidate your brand globally and diversify your customer
portfolio. However, not all markets are a good fit for your brand.
The first step to a successful expansion into emerging markets is to know what you’re

dealing with. If you can’t make a distinction between globalization vs. localization, you’ll
find it hard to build a cohesive strategy and prepare your
business for multiple markets. We present the main dif-
ferences you should consider when talking about global -
ization, internationalization, and localization.
Globalization refers mostly to the strategy of expand -

ing your business outside national borders. It includes the
processes through which you learn about both interna-
tional law and local regulations, how to build a multina -
tional business environment, and connect with interna-
tional partners to increase your chances of success. Glo -
balization includes the internationalization and localiza-
tion processes.
Internationalization is the part of your global strat-

egy in which you create a product that can be localized.
That means you design and develop a flexible website,
game, app, software, or any other product, that can be
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„Globalization 
has changed us into 
a company that
searches to find 

intellectual capital.”
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adapted to local markets. This in -
cludes a series of technical mea -
sures that make your product
easy to tailor to the tastes of a
new audience.
Internationalization is an es -

sen tial step that allows you to
be gin your localization project.
Localization is the process of

adapting your product to local
markets by making it sound and
‘feel’ local. It goes beyond the
translation of your content. You
should consider aspects like cul -
ture, religion, and local preferen -

ces to create a product that can meet the locals’ expectations. Localization also means
customizing many elements like currency, time format, colours, icons, and every part of
your product that could make it feel foreign to your audience.
As you can see, there are significant differences between globalization, international -

i zation, and localization. However, each of these concepts is equally as important when
you expand to emerging markets. Skipping any step could slow you down and keep
you from building a stable global brand.
Understanding the difference between globalization and localization as well as their

relation to internationalization puts you one step closer to forming a cohesive global strat -
egy. Behind these long and complicated words, the idea is simple: think global, act
locally. For successful localization, you should find a balance between your global brand
and the local versions that you create for each target market. It’s easier when dealing with
countries that share a common cultural background, and gets more complicated when you
approach nations with a different vision of life.

The world that is experiencing globalization in -
tensely is also in need of localization. Par ti ci pa tion,
pluralism, autonomy and decentralization stigma-
tize the state understanding of the new century,
and the collective expression of these concepts,
‘localization’, emerges as a concept that has been
researched and accepted almost all over the world.
It is aimed to create a more democratic and parti -
cipatory government to overcome the negativities
of globalization with localization.

Florin Dãnãlache
Senior Editor

„I recognize that 
globalization has helped
many people rise out of
poverty, but it has also
damned many others 
to starve to death.”
Pope Francis
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A Field of Globalization – ICT Affairs
Lea Nedomova, Petr Doucek
University of Economics, Prague, Czech Republic

E-economy, so-called new economy, has brought some major changes in people’s
behaviour. One of its features is that the ICT sector has become the leading driver
of innovation processes in all countries around the world in the last 20 years.
Thanks to the mass implementation of this technology, the concept of organiza-
tions and companies has considerably changed. However, what has not changed
much is the position of women in society. This article analyses the position of
women – ICT professionals – in the Czech economy. It uses publicly accessible
open data and analyses these data using basic statistical methods. Our analysis
focuses on the representation of women in ICT professions and their wages and
compares them with the wages of men and the average wage in the Czech economy.
At the end, we make some recommendations especially for the education sector to
increase the number of women in ICT education.

Keywords: ICT, wages in ICT, Gender Earnings Ratio, number of women 
in Czech ICT, gender inequality in ICT wages

Introduction
In the past years, information and com -

munication technology (ICT) was the major
source of the development of economies of
European countries (Pridavok & Delina
2013), (Hanclova & Doucek 2012). Its ex -
pansion and implementation in the different
areas of human activity and practically in all
sectors of the economy usually increases
labour productivity and the effectiveness
and efficiency of investments (Hanclová,
et al. 2015). This worldwide trend was also
a part of the development of the econ -
omies of Central and Eastern Europe’s
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„No generation 
has had the 

opportunity to build
a global economy.”

Bill Clinton



post-Communist countries (Bernroider et
al. 2011). However, not all authors eval-
uate the discovered effects of ICT imple-
mentation in economy the same way, for
instance (Fischer, J. et al. 2013). Equality

in the remuneration of men and women
is viewed the same way in all European
Union Member States and in the USA but
Figure 1 shows the actual facts.
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Figure 1 – The Gender Earnings Ratio in USA
(Source: The Gender Earnings Ratio in USA 2011)

The Figure 1 shows the wage gap as it
has narrowed over time. In 1955, women
earned about 64 percent of what men
earn ed. Women now earn 81 percent of
what men earn. Although narrowing, this
chart shows that it has taken American
wo men 55 years to close the wage gap a
mere 13 percent (The Gender Earnings
Ratio USA 2011).
The Faculty of Informatics and Statis -

tics of the University of Economics in
Prague has been researching the macroeco -
nomic impact of ICT on both economic
sectors and the social area for a long time.
The goal of our article was to analyse the
wage trend in ICT professions during the
time period of 2011–2013 and in particular
the disparity between men’s wages and
wo men’s wages. We mainly analysed the
trend in the wages of ICT professional in

general, the trend in the wages of ICT pro -
fessionals by profession groups and the
wage disparity between men and women
(Doucek, 2010), (Marek 2010), (Marek
2013). We focused on two groups based
on the CZ-ISCO methodology, i.e. ICT
spe cialists and ICT technicians.
The following question arising from

this analysis has already been mentioned
in the beginning of this article. What will
the comparison of the average wage in
ICT by profession (ICT professionals, ICT
experts and ICT technicians) and by gen-
der look like? And what is the trend of
any potential discovered disparity?

Methodology and Data Collection
For this article we mainly used open data

from the publicly accessible databa ses of
Czech institutions – the Czech Statistical
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Office (in particular inflation trend data),
the Ministry of Labour and Social Affairs
and the Ministry of Industry and Com -
merce of the Czech Republic. In addition
to local data sources, we used data from
the databases of international institutions,
such as Eurostat, OECD and the World
Bank. For our research and analysis of the
gross wages of ICT professionals in the
Czech economy, we used the methodology
of ICT professions classification – CZ-ISCO.
The classification of ICT profession als is
provided below.
ICT techniciansICT technicians (CZ-ISCO 35) sup-

port the regular operation of computer and
communication systems and networks and
perform technical tasks related to telecom -
munications and to the transmission of
image, sound and other types of telecom-
munications signals on land, on the sea or
in the air. These professions require ICT
skill on level of one category lower [10]
then ICT Specialists.
ICT specialistsICT specialists (CZ-ISCO 25) re -

search, plan, design, write, test, provide
consultations and improve ICT systems,
hardware, software and related concepts
for specific applications; process related
documentation, including policies, prin-
ciples and methods; design, develop, su -
pervise, maintain and support databases
and other information systems to ensure
optimal performance and data integrity
and security (CZ-ISCO 2010).
We then analysed the data using MS

Excel statistical tools and R software ap -
plication.

Data Analysis
The overall results of the analysis of the

wages of ICT professionals are presented
in this article mainly by gender; other cri-
teria used are considered supplementary

only. We also performed many other ana -
lyses as part of our research but could
not include them in this article due to a
lack of space.
The Czech economy has made a long

journey during the past years – from a cen -
trally planned economy, through a „tran-
sition economy,” all the way to today’s
relatively developed economy of an EU
Member State (Doucek 2009). One of the
factors that kicked off this trend was the
level of involvement of the Czech Re pub -
lic in the informatization of the European
Union not only based on the wide selection
of provided services but also based on
the number of ICT professionals. Figure 2
shows the trend in the number and share
of ICT professionals from the total em -
ployed population in the Czech Repub lic.
The discovered trend shows slow growth
during the years of 1993–2013, except for
a drop in the year 2003 and especially in
the year 2004. Since the year 2004, i.e.
during the past nine years, the number of
ICT professionals in the Czech economy
has kept growing.

A Field of Globalization – ICT Affairs



The number of ICT professionals was
the highest in the year 2013 – 148,000 ac -
tive ICT professionals – 13,300 women and
134,700 men. A more detailed analysis of
the number of ICT professionals in the
Czech economy during years 2011–2013

is provided e.g. in (Nedomova et al. 2015).
These professionals practically worked in
all sectors of the economy.
The trend in the number of women and

men during the analysed time period is
shown in following Figure 3.
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Figure 3 – Share of ICT Professionals
(Source: IT 2015)

Figure 2 – Share of ICT Professionals in Czech Economy
(Source: IT 2015)
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It shows that the number of men in ICT
is rather dominant and that the number of
women in both groups of professions has
dropped. The drop in the number of wo -
men has continued in the past years, in
particular in the position of ICT technician,
which is rather understandable since it is
a technical profession, while the number
of women in the position of ICT specialist
stopped dropping and even went up by 2%
in 2012 and 2013. Yet, it has been proven
by Oskrdal and Jelinkova (2010), that fe -
male ICT specialists are important mainly
in project management and in soft based
activities in ICT oriented jobs.
However, it seems that the situation in

the number of women working in ICT is
getting better. Our analysis of the number
of students accepted for bachelor studies
in informatics at the University of Eco nom -
ics in Prague shows the following trend in
the number of women (Table 1).

Table 1 – Trend in the number of applicants

Based on this trend, we can reach an
optimistic conclusion that young women
are more and more interested in infor-
matics and that the unfavourable ratio will
slowly start changing in the future. How -
ever, it is true that women graduating in
the analysed fields of study will mainly
obtain education for the position of ICT
specialist rather than the position of ICT
technician.
Wages represent another analysed and

currently very often discussed area. 

Figure 4 shows that the wages of ICT
professionals kept growing during years
2003–2009. The relatively fast growth of
nominal wages stopped in 2009 (when the
first slight effects of the financial crisis ap -
peared) and in 2011 when the crisis fully
hit ICT professionals. The average nominal
wage of ICT professionals dropped, and
by the year 2013 had not reached the level
of 2010 or even the level of 2008. (Note to
Figure 4 and Table 2: 1 Euro = 28 CZK)

A Field of Globalization – ICT Affairs
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The follow-up analysis of wages by gen -
der and profession group clearly shows a
wage disparity in the remuneration of men
and women in the Czech Republic – both
in wages in the ICT sector and the average
wage by profession group. The data are

analysed for the time period 2011–2013
only because the professions classifica-
tion methodology in the Czech economy
changed in the year 2011 and it would be
too complicated to transform the data to
the previous methodology.

Lea Nedomova, Petr Doucek

Figure 4 – Nominal wages of ICT professionals
(Source: CZSO, 2014)

Table 2 – Wages of ICT professionals

Table 2 clearly shows that the average
gross wage of women is lower than that of
men in the Czech economy. During the
years 2011–2012, the gap was 22% on av -
e rage. The only positive thing is perhaps
the fact that this gap is slowly, but really
very slowly, closing. During the analysed
three years, this gap closed by 0.6%.
In the case of ICT specialists, this gap is

smaller, representing only 14.9% on average
during the years 2011–2013, while in the

case of ICT technicians, the average gap
was 16.3%. For the entire category of ICT
professionals, this gap was 15.1% also due
to the fact that considerably less women
work in ICT technician professions. A com -
parison with the average gross wage is ra -
ther favourable for women but only be -
cause the average wage of women in the
Czech economy was lower by 22% than
that of men.
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Figure 5 – Gender Earning Ratio in ICT professions
(Source CZSO, 2014)

Table 3 – Average wage index by gender

The positive information is that the ave -
rage wage of female ICT professionals is
considerably higher than the average wage
of women in the Czech economy. The
neg ative information on the other hand is
that the average wage of female ICT pro-
fessionals is lower than that of men by ap -
proximately 20%. The positive information
is that the gap is not as large as that in the
case of the average wage in the Czech
econ omy, which was 27.4% in 2012 and
even 27.8% in 2013.
In the year 2012, the year-to-year in -

crease in the average wage of ICT pro-

fessionals (3.5%) was a result of a 4.5%
year-to-year increase in the average wage
of women and a 3.2% year-to-year increase
in the average wage of men. In the year
2013, the year-to-year increase in the wages
of ICT professionals (by 1.3%) was a result
of an increase in wages of men (even
though the average wage of ICT techni-
cians slightly dropped); the wage of wo -
men dropped from year to year by 1.3% on
average. The Gender Earning Ratio (GER)
in the Czech economy and in ICT profes-
sions is shown in following Figure 5.

Figure 5 shows that the gap between the
average wage of men and women slowly
closed by 0.6% during the analysed three
years. The trend in other ICT professions
is a little bit different. The scissors gap
bet ween the wages of men and women
work ing as ICT technicians closed by 2.7%

during the analysed time period. The GER
for ICT specialists dropped in 2013 by
3.5% while in 2011 and 2012 the GER was
around 0.86. Because of the drop in the
wages of female ICT specialists, the gap
between the wages of male and female ICT
professionals increased in 2013 by 2.3%.



The overall positive growth in this group
has stopped for now.

Conclusion
Comparing the GER in the Czech econ -

omy with the GER in the US economy, we
can see that the GER in the Czech Repub lic

was about 0.78 during the analysed time
period. The GER in the USA was about 0.81
in the year 2010 and is expected to go up
in the future. Based on the aforesaid, the
task of the Czech economy and politics is
to equalize the wages of men and wo men
not only in the ICT sector but also in the
entire Czech Republic as fast as possible.

12 FAIMA Business & Management Journal12 FAIMA Business & Management Journal

Lea Nedomova, Petr Doucek

REFERENCESREFERENCES
1.1. Bernroider, E.W.N.; Sudzina, F. Pucihar, A. (2011), Contrasting ERP Absorption Between
Transition and Developed Economies From Central and Eastern Europe (CEE), Infor ma -
tion Systems Management, Vol.: 28, No. 3, Special Issue: SI, pp. 240-257, ISSN 1934-8703

2.2. CZ-ISCO (2010), Klasifikace zamestnání (in English: Classification of employment) Avail -
able from http://www.czso.cz/csu/2010 edicniplan.nsf/p/0011-10, Accessed: 2015-01-10.

3.3. Doucek, P. (2009), ICT Human Capital – Research and Development work in ICT, Pro -
ceedings of IDIMT – 2009 System and Humans – A Complex Relationship, Doucek,
P.; Chroust, G. & Oskrdal, V. (Ed.), pp. 83-94, ISBN 978-3-85499-624-8, Jindrichův
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The aim of this paper is to observe the impact that emotional intelligence has on the
academic activity of students in the technical universities from Romania. Changes that
occur in contemporary society make its members analyse the changes that occur in their
community in their personal and professional lives. Thus, every member of society must
know their emotional feelings so that they can properly manage both their own emotions
and those around them. Student assessment is based on their academic performance,
which is formed both by changes in knowledge accumulation and by changes in per-
sonality development. Considering these, we can see the impact of emotional intelligence
on academic performance of students. In order to accomplish the purpose of this paper,
online questionnaires have been applied to measure the level of emotional intelligence
of students in a technical university. The results of the respondents were analysed on
their behaviour in certain situations and correlated with the academic results. Analysing
the results of respondents, we can see that students with a high capacity to manage their
own emotions and interpersonal relationships can achieve a high academic performance
compared to students who cannot manage their emotional intelligence. The development
of emotional intelligence within faculties
can highlight the intellectual and creative
skills of students, and this is an important
step towards achieving professional suc-
cess. This study offers a new perspective
on the impact that emotional intelligence
has on students in technical faculties.
Analysing the results leads to the idea that
the development of the students’ emotional
intelligence within the faculties is very
important, leading to an increase in their
academic performance.

Keywords: emotional intelligence, 
academic performance, 
student, human resources
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Introduction
Changes that occur in contemporary so -

ciety have a strong impact on its members,
prompting them to reflect on all the changes
that occur both in the community and in
their personal and professional lives. The
speed with which these changes occur may
cause a person’s personality to change and
shape another set of moral values   to guide.
In this sense, in order to cope with all the
changes and challenges that take place, it is
very important to prioritize the behaviour
of emotional balance, emotional affections,
the ability to relate and to cooperate, the
un derstanding and correct management of
one’s own emotions, and those around.
The theme of this research is the study

of the impact of emotional intelligence on
the academic activity of students in techni-
cal universities in Romania. This research
is based on assertions that some people
have extraordinary results in practice and
have the ability to do better in life than
others with a higher IQ.
Emotional intelligence is a „form of in -

tel ligence that involves the ability to mon -
itor feelings, emotions, and others, facili-
tate discrimination and use the information
to control situations or actions” (Salovey &
Mayer, 1990). This is the ability to identify
and manage your own emotions in an ef -
fective manner with respect to your per-
sonal goals so that the goals of the person
in question can be achieved.
On the other hand, cognitive intelli-

gence is the ability of a person to learn
new things, to update information, to ap -
ply knowledge to solve problems, to adapt
to the various situations that can occur in
life. It is considered that, unlike cognitive
intelligence, which, once acquired, re -
mains constant throughout life, emotional
intelligence can be largely learned, although

some of its components are described as
personality traits, being more difficult to
modify.
The complexity of contemporary soci-

ety proves in many situations that intelli-
gence acquired within the educational con -
text may be insufficient for many people
to solve their problems in everyday life.
As far as the situation of the Romanian
Technical University students is concerned,
we can recall many cases of students with
extraordinary intellectual capacity, but who
during the schooling did not notice from
the point of view of the academic perform -
ances towards their colleagues, who later
did not resolve to use their knowledge in
the professional environment because of
lack of practical and social skills. There is
also the opposite of these situations, in
which some students, with an intellectual

The Influence of Emotional Intelligence
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capacity not very developed, succeed to
be come successful people, due to their ad -
ap tation to various social contexts.
The two environments, educational and

social, place us at the forefront of the prob -
lem to be solved, but they are quite diffe -
rent. In the educational environment, we
are confronted with well-defined issues,
which usually only present a fair answer,
while the social environment is subject to
life problems that can be interpreted and
solved from multiple perspectives with
mul tiple responses. With the desire to
com bine these two environments so that
knowledge of an environment can be used
in the other, researchers have introduced
the term emotional intelligence, demon-
strating that emotional development of
students is important both for academic
performance and for a successful life
(Goleman, 2001).

Literature Review
Over time, more research has been done

on intelligence, prompting specialists to

express their views about it, different at
first glance, but very close after careful ob -
servation. Thus, in the sense of Stephen
Covey, there are four typologies of intel-
ligence, presented in figure 1. Among these,
we can remember that the most well-known
and most often studied are:

•• Thinking (IQ) – represents the ability to
rationalize, communicate and analyze;

•• Feeling (EQ) – represents self-knowl-
edge, empathy, self-consciousness.

When psychologists began to study and
write about the concept of intelligence,
the main issues that they focused on were
cognitive ones, such as the ability to solve
problems or people’s memory (Brackett
et al., 2011). At the same time, other re -
searchers have begun to focus their at ten -
tion on non-cognitive aspects. For exam-
ple, David Wechsler defines intelligence as
„the global ability of an individual to act for
a particular purpose, to reasonably think,
and to adapt effectively to the envi ron ment
in which he lives” (Wechsler, 1958).
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Figure 1 – S. Covey’s conception of intelligence types
(Source: Covey, 2004)



Since 1940, Wechsler begins to refer to
elements of intellect and non-intellect, ie
personal, social and affective factors. Then,
at the beginning of 1943, Wechsler argues
that non-intellectual abilities are essential
in predicting the success of a person alive
(Wechsler, 1943).
Weschler was not the only researcher

who identified these non-cognitive aspects
of intelligence as important for a person’s
ability to adapt and succeed. The person
whose name is most often associated with
the term „emotional intelligence” is the writ -
er Daniel Goleman. In his book, Goleman
presents a wealth of interesting information
about the brain, emotions and behaviour.
According to Daniel Goleman’s vision,

emotional intelligence is composed of: self-
control – adaptability, innovation, the de -
sire for truth; social skills – communication,
conflict management, relationship estab-
lishment, collaboration, teamwork skills;
self-consciousness – self-confidence; em -
pa thy – the ability to understand others;
mo tivation – initiative, optimism, dedica-
tion (Goleman, 2001).
Goleman demonstrates, based on an a -

nal ysis of thousands of men and wo men,
that when we talk about total emotional
intelligence, women are no „smarter” than
men, nor are they superior to women, each
with a profile personal strengths and weak -
nesses in each of the areas of emotional
intelligence. It also shows that the level
of emotional intelligence is not genetically
fixed and does not develop only at the be -
ginning of childhood.
Daniel Goleman believes that in order

to succeed in life, each person should learn
to practice the main dimensions of emo-
tional intelligence, namely emotion control,
empathy and emotion reading, the con-
sciousness of emotions, personal motiva-
tion, and the leadership of interpersonal

relationships. Each of these elements has a
unique contribution to performance (whet -
her it’s academic performance or work per -
formance), but at the same time, it is in a
close relationship with all the other ele-
ments of emotional intelligence.
The five dimensions of emotional in tel -

ligence correspond to a number of twen -
ty-five emotional skills, but they do not cor -
respond to any person in the complete
formula. In order to achieve remarkable
performance, it is important that a person
has developed some of these skills (around
six) and these are found in all five areas
of emotional intelligence, Daniel Goleman
explains that there may be many combi-
nations of emotional skills, and a different
combination can fit each person (Goleman,
1998).
Mayer and Salovey think that emotional

intelligence implies the ability to perceive
emotions as accurately as possible and to
express them, the ability to generate feel-
ings when they facilitate thinking and the
ability to know and perceive emotions and
to regulate them to promote emotional and
intellectual development (Mayer & Salovey,
1990).
If it is desired to measure a person’s

emo tional abilities, seen as the ability to
sense and control feelings, then an abilities
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test should be used. The model of emo-
tional intelligence skills developed by
Ma yer and Salovey is new and unique.
Moreover, it defines a set of abilities, com -
petencies that provide HR professionals,
managers and anyone else interested in
the field with an explicit tool for defining,
measuring and developing emotional abil -
ities.
Emotional intelligence is a set of com-

petencies that can be measured. The mea -
surement tool presented below is based on
abilities and can be adapted to the situa-
tion. The instrument is called the Multi fac -
torial Emotional Intelligence Scale (SMIETM)
and can be adapted to individual or or gan -
ization requirements.
One of the most important aspects of the

Mayer Salovey model is that it is based on
abilities and that any person of any age
can improve their score and learn how to
be more emotionally emotional.
The Emotional Intelligence Multifac to rial

Scale (SMIETM) is a skill test designed to
measure the following four branches of
the Emotional Intelligence Ability Model
described by Mayer and Salovey:

•• Identify Emotions – the ability to recog -
nize how you and those around you
feel.

•• Using Emotions – the ability to generate
emotions and then the reasons for these
emotions.

•• Understanding Emotions – the ability to
understand complex emotions as well as
emotional „chains,” as emotions evolve
from one stage to another.

•• Emotion control – a skill that allows you
to work with both internal and other
emotions.

One of the definitions that Caruso and
his predecessors propose is „the ability to
process emotional information, especially
those that involve perception, assimilation,
understanding, and control of emotions”
(Mayer et al., 2001). This goes further, ex -
plaining that this consists of the following
„four branches of mental ability”: emo-
tional perception; emotional facilitation of
thoughts; emotional understanding; emo-
tional management, which can be described
as follows:

•• First, Emotional Perception includes abil -
i ties such as identifying emotions, in mu -
sic and stories;

•• Secondly, Emotional Thinking, includes
abilities such as connecting emotions to
other mental sensations such as taste or
colour (connections that can give birth
to artwork), and using emotions to rea -
son and solve problems;

•• The third area, Emotional Understand -
ing, includes solving emotional prob -
lems, such as which emotions are simi-
lar, which are opposite, and what rela-
tionships exist between them;

•• The fourth area, Emotional Manage ment,
includes understanding the implications
of social actions on emotions and con-
trolling your own emotions and those
around you.

18 FAIMA Business & Management Journal



Volume 7, Issue 3 – September 2019    19

Pedagogical activity requires continuous
monitoring of performance, providing a
clear picture of affective product changes.
If outside of the knowledge they accumu-
late in the university, students are not ap -
preciated and other values   are instilled,
some of them may suffer, at some point,
certain special social situations. The level
of performance of a student denotes his
or her ability to adapt to the pedagogical
methods applied within the university.
Differences in performance between stu-
dents are not only manifested by their in -
tellectual level but also by students’ ability
to adapt and accept the different types of
activities they take part in (Kotomina &
Sazhina, 2018).
According to the researchers’ approach,

performance has two meanings: an over
medium result, to which all students have
to come, and in this case we call this re -
sult – the performance and the exception-
al result that only 15-20% of the students
are capable of, and in this case we call the
result – superior performance. The re -
search ers set out the following principles
for performance: the principle of complex -
ity, the principle of becoming, the principle
of contiguity, the principle of consciousness
and the dissertational principle. With this in
mind, performance can be defined in two
ways: the student’s learning outcomes and
the exceptional outcome that exceeds the
level commonly reached.
In contemporary society, the problem

is represented by the distinction between
educational intelligence and emotional in -
tel ligence. In a broad space, the concept
of intelligence is described as a general
ability, often inherited, to make the trans-
formation of existing information into new
concepts and skills. Intelligence theorists
think that these are two distinct concepts,
but they also have things in common. Both

concepts of intelligence operate with factu -
al and declarative knowledge, applying this
knowledge in a flexible manner (Bar-On,
1997).
The two concepts of intelligence are dis -

tinguished by the contexts and the ways
in which they are used and the way they
apply the knowledge. Educational intelli-
gence is used to solve well defined prob-
lems for which the initial state, the final
state and the steps to be taken from one
state to the next can be established, while
emotional intelligence is used to solve
weak defects, which can be interpreted
in different ways and for which there is
no objectively optimal solution.
A series of researches has shown that

young people with social behavioural dis -
turbances lack the skills to monitor and
interpret the emotions of others. Thus, they
do not have the ability to correctly interpret
the emotions and emotions of the social
part ners, probing the absence of emotional
intelligence. The question of these findings
is that emotional intelligence can predict
the variability of success in the social envi -
ron ment to a more precise extent than per -
sonality traits.

The Influence of Emotional Intelligence



Research Methodology
The purpose of this study is to highlight

the need to use methods by which emo-
tional intelligence can be developed within
Romanian universities, so that students can
learn their own emotions, learn how to
manage and direct them in an appropriate
way, to develop empathy and relationships
with people around, and their results can
be an important point in the academic per -
formance of each student.
In order to implement this study, a ques -

tionnaire was developed that was applied
to a sample of students recruited from the
University Politehnica of Bucharest in De -
cember 2018. This university is the largest
and oldest technical university in Romania.
The responses received from the question -
naire were used as data for the quantitative
analysis of the study. To ensure the validity
of the study, all variables included in the
applied questionnaire were derived from
empirical observations and theoretical re -
views.
The sample was represented by students

recruited from the 2nd, 3rd and 4th years

of the program, as well as from the second
year of Master’s programs, because they
have knowledge of the teaching-learning
process within the university as well as
about teachers and the material resources
made available to the students of the Uni -
versity Politehnica of Bucharest. Thus,
we have tried to reduce situations where
students are not aware of certain variables
in the questionnaire, providing random an -
swers.
Respondents were asked to tick the an -

swer that best describes the existing state,
providing a single score for each studied
variable. The response rate was 100% and
generated 53 valid questionnaires (N = 53).
Out of the existing respondents, 84% were
women, and 16% were men. All respon-
dents are up to 25 years of age, in the form
of regular education, budgeted from the
state system. 81% of respondents come
from urban areas, while 19%  from rural
areas. Expenditure on university studies
is provided from family income by 84.4%
of respondents, from personal income by
9.4% of respondents and from the schol-
arship or other means of financing for the
rest of the respondents.
The study aims to verify hypotheses cre -

ated on the basis of existing theories, based
on the studied sample. Thus, there is a gen -
eral hypothesis, from which we varied two
specific hypotheses:

General Hypothesis:

•• emotional intelli gence influences learn -
ing outcomes ex pressed through acade-
mic performance.

Specific Hypothesis:

•• Hs1: High academic performance is as -
sociated with a high level of emotional
intelligence.
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Specific Hypothesis:

•• Hs2: Students with a high level of emo -
tional intelligence have higher academic
performance than students with low lev -
els of emotional intelligence.

In order to be able to verify these as -
sump tions, the questionnaire on the factors
influencing the activity and performance
of the students was applied. Academic per -
formance data is represented by the ave-
rage of each student for the year of study
prior to the date of application of the ques -
tionnaire. In order to do this, the students
answered a question in the questionnaire,
in which they had to complete the general
average for the study year prior to the date
of application of the questionnaire.

The questionnaire is designed to mea -
sure one of the branches of the emotional
intelligence model described by Mayer and
Salovey, namely identifying their own emo -
tions about the things they face in day-to-
day life at the theoretical and practical class-
es at the University Politehnica of Bucharest.

The scale used in the questionnaire was
taken from previous research and existing
literature and adapted to the requirements
of this study. All responses to the applied
questionnaire were measured using the
five-point Likert score scale, with a score
of 1 representing the unsatisfactory score
to score 5 representing the excellent score.
The final score of each respondent is ob -
tained by adding up all the scores award-
ed for each question contained in the ap -
plied questionnaire. We are concerned
about the degree to which the students
of the University Politehnica of Bucharest
are satisfied and satisfied with the mate-
rial, human, theoretical and practical re -
sour ces that the faculty offers and influ-
ence their academic performance and per -
formance.

In order for the statistical results ob -
tained by testing not to be distorted, the
possibility of error sources such as:

•• Some external events that may be of ma -
jor relevance to the study, such as exams,
certain cultural events, or university-led
conferences;

•• Loss of subjects, that is, questionnaires
were applied only once so that no sub -
jects are lost by not presenting;

•• Selection errors in the fact that these
ques tionnaires were administered to stu -
dents in the 2nd, 3rd and 4th years of the
program, as well as in the second-year
master programs, without interfering with
them and students who were not part
of the target population;

•• The application of these questionnaires
has not been announced in advance so
that the answers to the questions can’t
be prepared and discussed with the peo -
ple around.

Results and Discussions
To test the level of emotional intelli-

gence, respondents could get scores rang-
ing from 34 to 170 points. For the students
enrolled in this study, the minimum score
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of emotional intelligence is 66 points (1
case) and the maximum score is 170 points
(2 cases). The average score on this ques -
tionnaire is 119.75 points, with a standard

deviation of 23.3974 and a standard error
of average of 4.20229. The distribution of
results for this questionnaire is shown in
Table 1.
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Table 1 – Level of emotional intelligence

Table 2 – Level of academic performance

From this table, we can see that a stu-
dent has a low level of emotional intelli-
gence, which is below average. It can be
considered that this student is character-
ized by weak control of his or her own
emotions, incapacity for mania, frustration,
and a low empathy level characterized by
an inability to understand the emotional
states of others, understand them or look
at their perspective. The low level of emo -
tional intelligence has a direct effect on in -

terpersonal relationships, this student lack -
ing the ability to communicate, resolve con -
flicts or negotiate misunderstandings.
Regarding academic performance, there

was no minimum or maximum among
which the respondents had to fit, with an
open question about the general average
of the study year preceding the date of
application of the questionnaire. In Table
2 we can see the frequencies with which
this question was answered.

For both the emotional intelligence and
the academic performance as measured in
this study, the minima and maxima were
calculated, as well as the average value of
the collected data, all of which are con-
cretized in Table 3.

Distributions of variable data emotional
intelligence and academic performance for
the studied sample are within normality
limits according to the proportions of the
values and the standard errors of the
Skewness and Kurtosis tests (± 1.96).
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Given the Pearson coefficient calcula-
tion between emotional intelligence and
academic performance and obtaining the
value of r = 0.83206, we can conclude that
academic performance is significantly inter -
dependent with emotional intelligence.
Thus, students with a high level of emo-
tional intelligence have higher academic
performance than students with low levels
of emotional intelligence. Through this
anal ysis, the two specific hypotheses are
accepted.
The study highlighted the need for emo-

tional intelligence to students, revealing im -
portant facts about a component of emo-
tional intelligence, namely knowing their
own emotions. Relationships with people
around you are transmitted with different
types of information, reactions or feelings,
which are quite difficult to express in a
clear and concise way, without proper
decoding of their content. These types of
situations are quite often conflicting, and
for their avoidance, it is important for stu -
dents to learn to decipher these emotions,
inner feelings and messages transmitted
verbally and nonverbally, these being ex -
tremely important in establishing interper -
sonal relationships.

Conclusion
Our study is a response to the theoret-

ical assumptions about the importance of
developing emotional intelligence since the
schooling, academic period of a person.
Developing emotional intelligence within
universities allows students to value their
intellectual skills, creativity, and to a great
extent contribute to professional success.
By developing their personal capacity to
identify and effectively manage their own
emotions in relation to the goals they are
directed to, students who have accumulated
this knowledge can achieve favourable re -
sults, increasing their academic perform-
ance.
Through this study, we have tried to

identify the reason why emotional intelli -
gence is considered one of the most im -
portant competencies that can determine
the success of a person both professionally
and personally. I have noticed that emo-
tional intelligence is the ability to make
people work together, to encourage peo-
ple and of course to motivate them to work
as much as possible to achieve their goals.
We have also noticed that emotional intel -
ligence is the confidence to build relation -
ships with people around us, the power to

The Influence of Emotional Intelligence
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work under pressure, the courage to make
decisions and to make people develop
their creativity.
Although it is often compared with

analytical intelligence, which is largely in -
herited and slightly altered after adoles-
cence, emotional intelligence demonstrates
that it can be learned throughout life based
on the experiences we live in.
Research in the field has shown that

emo tional intelligence is a better predictor
of success in personal and professional life
than analytical intelligence, but neverthe-
less, it should not be ignored that the two
types of intelligence work together very
well, none of which can work in normal
parameters without the other.
Emotional intelligence appears and is

very important in many areas of a hu -
man’s life. For example, in the profession-
al field, we can meet various posts that do
not require a high level of emotional intel -
ligence, with responsibilities being linear
and fixed, but this does not mean that a
person with a high level of emotional intel -
ligence can not work on such a post. It is
precisely emotional intelligence that is the
key factor that can differentiate it from its
colleagues, thus drawing attention in a
pos itive way to the bosses, thus having the
potential for success and professional de -
velopment. There are also many jobs that
require teamwork, the development of pro -
fessional relationships with people around,
which can require empathy and under-
standing of the feelings and feelings of
the people around you. In these situations,
a person with a low level of emotional in -
telligence can be challenged and unable
to fulfil their job duties.
In order to be a good user of emotion-

al intelligence, it must be understood and
accepted that this is not a substitute for the
skills, knowledge and abilities that each

person has or acquires over time. Emo -
tional intelligence increases the chances
of success but does not guarantee it in the
absence of the necessary knowledge.
The development of emotional skills

dif fers from courses of deepening certain
abilities, especially through duration, be -
cause the development of emotional abil -
i ties requires more study and more time
than the development of cognitive skills;
emotional intelligence is the change of the
person in question and the learning from
his own experiences, and this change takes
time, which proves that a person can not
acquire certain qualities only by observing
carefully and constantly both his own per -
son and those around him.
Emotional Intelligence is an innovative

idea in the field of business, the promoters
of this concept emphasizing its importance
in all the activities that a person takes in
the business environment. In order to be
able to use emotional intelligence in pro-
fessional life, it is good to start developing
it as early as possible, even during school
preparation or university studies.
Given the study, we can conclude that

emotional intelligence is consistent with
academic performance, but this is not the
only determining factor. The efficiency of
emotional intelligence is conditioned by
the degree of organization of the student’s
entire personality, his affective, motivation -
al, and characteristic traits.
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Increasing attention to the concept of
emotional intelligence, both internationally
and nationally, can be a starting point for

the definition of intelligence; supporting
programs at universities designed to de -
velop emotional intelligence can be very
important tools for popularizing and rais-
ing awareness of the impact that it has on
everyday life and professional life.
For greater efficiency in the develop-

ment of the concept of emotional intelli-
gence, this study can be expanded by
study ing the relationship between emo-
tional intelligence and self-esteem of inter -
viewed people, analyzing the relationships
they have in extra-university groups.
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Evidence from contemporary business literature and practice shows a strong focus on
stakeholders. The main reasons for the academic and practical interests in the stakehold -
ers’ analysis are practical and moral. The practical attitude concerns gaining support
in order to achieve the aims of any business initiative. The moral reason is regarding
the social responsibility of each company undertaking business activities. These two
motives are important enough to explain the need for a well- performed stakeholders’
analysis. The paper is dedicated to studying how stakeholders’ analysis affects the success
of a business project. Regarding researches made earlier and adding our considerations
on the significance of different factors that affect a project’s success, we focus on the
crucial role of communication with stakeholders within the project as well as external
ones. Following the necessary steps in conducting stakeholders’ analysis and challenges
managers are faced with, we aim to trace out common problems in each step and to add
some suggestions regarding the communication process for dealing with them. The role
of communication not only for gathering information during the process of analysis but
also for gaining support and reducing resistance is emphasized.

Keywords: stakeholder, stakeholders’
analysis, project success, 
communication

Introduction
Stakeholders’ analysis is a tool drawing

many researchers’ attention because of
its role in generating knowledge useful
for performing any initiative successfully.
The knowledge we expect to gain from
the analysis concerns the needs, expecta-
tions and interests of many groups and
individuals (sometimes organizations and
institutions as well) and their ability to
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„It has been said 
that arguing against
globalization is like
arguing against the
laws of gravity.”
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influence the execution of the project, and
hence its outcome.
To understand the connection between

the project’s success and the way the stake -
holders’ analysis will be done, we first need
to see how the project’s success is de -
fined and how this definition evolves to
a broader one that brings stakeholders’
satisfaction out as an important measure
of success. Then other authors’ researches
on factors for success are revised in order
to focus our attention on the important
ones.
Acquainted with the important factors

for project success, we consider how these
factors may affect the process of stake-
holders’ analysis and how through them
managers can overcome some of the com -
mon problems accompanying each of the
analysis steps. Suggestions are given to im -
prove the stakeholders’ analysis process
take these very key success factors into
con sideration.

Project Success Criteria 
and Factors
The issue of project success evolves

along with the evolution of project man-
agement theory. Researchers and practi-
tioners shift their views from immediate
and more direct outcomes of the project to
gather longer-term oriented impacts of pro -
ject activities. Early work into the success

criteria assumed that the main criteria for
success were the so-called golden triangle
of time, budget and required quality. As the
view broadens to long-term effects, a bigger
number of even competing criteria emerges.
„Not only is there a basket of potentially
competing criteria, but the judgement is
also made by a wide range of potential
stake holders, over different time horizons”,
Westerveld points out, adding that some re -
searchers even see „the satisfaction of all
stakeholders” as a project success criterion
(Andersen et al., 2006). Perceiving project
success simply as the compliance with time,
cost and quality con straints are seen as a
more ‘nar row’ view on this issue.
Aiming to cover the whole issue of pro -

ject success in the broadest sense, Wester -
veld forms six groups of success criteria
that represent the result areas of his Pro -
ject Excellence Model (Westerveld 2003).
Besides the common „time-budget-quality”
– criteria in the first group, the other five
are directly connected to the way stake-
holders perceive the project results – as suc -
cessful or unsuccessful. These five result
areas (success criteria) are namely: Ap pre -
ciation by the client, Appreciation by proj-
ect personnel, Appreciation by users, Ap -
pre ciation by contracting partners, Ap pre -
ciation by stakeholders. Westerveld ex -
plains stakeholders as „Those parties that
are not directly involved in the project but
have a large influence. For example envi-
ronmental groups, citizens and govern-
ment agencies”. As we assume a broader
definition for project stakeholders given
by Project Management Institute, namely
„an individual, group, or organization, who
may affect, be affected by, or perceive it -
self to be affected by a decision, activity,
or outcome of a project” (PMI, 2013), we
see all five groups listed by Westerveld as
stakeholders.

Stakeholders’ Analysis



Turner, Zolin and Remington (2009) em -
phasize the importance of stakeholders’
opinion on the overall assessment of proj -
ect success as well. They averred that the
perceptions of the multiple project stake-
holders should be taken as an im por tant
factor in assessing project success. More -
over, they defined or identified the differ-
ent project stakeholders as „the investor
or owner, the consumers, the operators or
users, the project sponsor or project ex ec -
utive, the senior supplier, the project man -
ager and project team, other suppliers and
the public”
Andersen et al. (2006) studied the rela -

tionship between project success factors
and actual project success. The research in -
cludes factors project managers have con -
trol or direct influence on. It is a cross-cul -
tural one (includes a total of 529 respon-

dents from four culturally different re gions
– UK, France, Norway and China). Authors
report having found nine (out of 60) dis -
tinc tively different critical success factors
and extracted three (out of 10) distinctive-
ly different project success criteria using
Principal Components Analysis. The list of
ten criteria included in the research consists
of ones directly connected to the projects’
execution (the common success criteria –
time, costs and quality) and project goals
(the business achievements), ones reflect-
ing the project’s long term effects, ones
going beyond the project and influencing
the organization as a whole (the knowl-
edge gained from project work). The main
results of their research are summarized
in Table 1. It shows the factors in the re -
search with the strongest correlations to
the success criteria.
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Table 1 – Project success criteria and factors influencing them

(Source: Andersen et al. 2006)

The results concerning the projects’
suc cess (measured by the criteria shown
above) and its connection to the de -
scribed success factors, give the authors
a reason to consider those factors as „dif-
ferentiators of successful outcomes” or „suc -
cess predictors”. That is a clear sign to

the practitioners that they should closely
monitor the variables in the table’s left
column. What we can see in this column
is that a key variable impacting success on
the three dimensions is rich project com-
munication, as the researchers notice,
„one of the predominantly softer factors”.
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Moreover, its impact is greater on the suc -
cess criteria representing the long-term ef -
fect of project realization, namely „project
impact” and „captured experience” (Ander -
sen et al. 2006 p. 138). As a conclusion, the
authors emphasize that „these findings
would suggest that as the project approach
increases in use as a means for implement -
ing strategic goals and hence success is
measured more on long-term benefits and
impacts, project managers should devote
increasing energies into rich communica-
tion both within the project and towards
the project environment. This implies a
stronger stakeholder orientation as a mean
for ensuring project success regardless if
the stakeholder is internal or external to the
organisation” (Andersen et al. 2006 p. 146).
Jepsen and Eskerod also focus on long-

term effects managers should aim towards,
emphasizing on the stakeholder orienta-
tion and the learning possibility through
involving stakeholders in dialogue. The
two authors point out that „the pro-active
project manager should see the analysis
not only as resource demanding activity
but as an ongoing learning process and
an opportunity to engage in dialogue with
the stakeholders to take their thoughts re -
garding the project into consideration at an
early stage” (Jepsen, Eskerod, pp 342). Thus,
undoubtedly, the stakeholders’ analysis be -
came a process of high importance within
a whole project management process.

Discussing the Connection
Stakeholders’ analysis aim is commonly

perceived to be identifying stakeholders
and understanding their interests, power
and attitude to the project in order to
choose a proper strategy for involving
them in the process of project realization
or for reducing their resistance to that

process. Acquainted with the notion that
rich project communications are a key fac -
tor for success (according to Andersen sur -
vey’s results), we state that besides the com -
mon purpose discussed above, managers
should utilize the analysis’ activities for ac -
tively communicate with the stakeholders.
Further benefits are intended trough such
as active communication. Jepsen & Eskerod
report the presence of such benefits that
they call „by-product”. In their research,
they find out „project marketing” as an ad -
ditional benefit from communication dur -
ing the process of stakeholders’ analysis.
„The outcome of the interviewing process
was supposed to be data collection, but
project marketing became a positive and
unintentional by-product”, report the au -
thors (Jepsen, Eskerod 2009, p. 340).
We consider that, on the one hand, the

communication with the stakeholders itself
can be a useful tool for gathering infor-
mation at various steps of the analysis and
clarifying some problem issues accompa-
nying them. On the other hand, a care-
fully conducted analysis will indicate the



stakeholders to communicate in priority
(as a strategy to involve the stakeholders in
the project, gaining their support and/or
overcoming their resistance). Further ben-
efit can be found in what Jepsen and
Eskerod call „by-product”. Moreover, this
ben efit may emerge as early as the stage
of gathering information for the analysis
(either during the interviewing, the organ -
ized focus groups, two-way dialogues, or
through more formally structured com-
munication) Thus, communication brings
numerous benefits – it can be useful not
only for informing stakeholders or simply
gathering information for the analysis, but
for actively managing stakeholders’ ex pec -
tations, changing their attitudes towards the
project issue, lessening their uncertainty
or reducing resistance as well. Such way,
the process of involving stakeholders that
commonly follow the process of analysis
may now become a part of the latter.

Figure 1 represents our understanding
of the variety of roles communication plays
for the overall success of a business project.
The chain of sequential straight arrows rep -
resents commonly intended roles of com-
munication – as a tool that helps gather
information for the first steps of the anal -
ysis, as well as a tool helping the chosen
strategy for engaging stakeholders after
the analysis and thus leading to project
success and to enhancing stakeholders’
per ception of project success. The upside
arc arrow presents the additional benefits
that could be gained through communi-
cation even at that early stage of gathering
information. As the flow of communication
at this starting point may be two-way ori-
ented, it may produce so-called „by prod-
ucts” such as project marketing (Jepsen,
Eskerod 2009), reducing stakeholders’ un -
certainty, changing their attitudes towards
the project, etc.
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Figure 1 – The impact of communication on project success

After we have given such multiple roles
to communication, it is completely reason -
able that, as Bourne puts it, „effectively
plan ning and implementing the specific
com munication strategy tailored for the
project’s stakeholder community often con -
suming between 75% and 90% of the total
time of the project manager” and, as the

author emphasizes „must be considered
one of the most important roles of the team
and the project manager” (Bourne, 2010).

Steps for Stakeholders’ Analysis
Though formulated somewhat differ-

ently by different authors, the steps of
stakeholders’ analysis always follow the



same logic, being directed towards fulfill-
ing the main aim of the analysis – giving
reasons for the choice of a proper strategy
directed towards each group of stakehold -
ers in order to ensure support for the
project’s realization and for short-term as
well as long-term success.
Thus, the stakeholders’ analysis pro cess

goes through the following steps:

Identifying stakeholdersIdentifying stakeholders – the aim is
to make a list, as complete as possible,
of all individuals, groups and organi-
zations that can influence the project
realization process or be affected by it.
Although it is possible that some groups
turn out to be insignificant for the proj -
ect realization at a certain point in the
process, making a complete list at this
step is a prerequisite to lessening the
possibility that something is missed in
the following steps.

Categorizing stakeholdersCategorizing stakeholders – by in -
terests, ability to influence (power), po -
si tions, or attitudes towards the project
issue – if they support, resist or remain
neutral to the project

Investigating relationshipsInvestigating relationships – between
stakeholders (Reed, M. et al. 2009) –
this analytical activity is not present as a
separate step in all stakeholders’ anal y -
sis guidelines. Meanwhile, some authors
do pay attention to the necessity of in -
vestigating the relationships between
groups of stakeholders as early as de -
fining the main goals of the analysis.
„Stakeholder analysis can be used to map
the positions of the actors in relation
to the issue, as well as to each other”
(Varvasovszky, Brugha 2000 p. 341). Our
position is that finding such relations
out is crucial for the correct judgment
the next step, prioritizing stakeholders,
requires. It, in turn, is a starting point

for choosing a proper mean of influ-
ence, including communication adjust-
ed to the groups of stakeholders that
are formed. The analysis of interrela-
tions helps foresee the dynamics in each
group’s position. Once categorized, there
is no guarantee that the groups’ attitude
will remain the same throughout the
whole project. The change of attitude
can be influenced by interacting with
the project team as well as by this very
interaction between the groups of stake -
holders.

PrioritizingPrioritizing thethe stakeholdersstakeholders – pos -
sibly the most difficult step of the anal -
ysis, whose quality depends highly on
how correctly the previous ones are per -
formed. The difficulty comes from the
need to balance the different interests of
stakeholders. A solution that could some -
what reduce this difficulty is grouping

Stakeholders’ Analysis
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up the stakeholders by the compatibility
of their interests. This way, it would be
traced out what the common interests
that most stakeholders have been. Thus,
the work in compliance with these in -
terests would satisfy more stakeholders
and reduce possible resistance. Ethical
dilemmas are another challenge man-
agers are faced with in the stage of pri -
oritizing.
The effective execution of these steps

respecting the possible problems that could
emerge or omissions that could be done is
crucial for selecting an appropriate strategy
for managing different groups of stakehold -
ers. However, if we have categorized and
prioritized stakeholders properly, and the
analysis has allowed us to foresee inter-
actions among them, „the optimal fits”, as
Blair et al. define are:

•• to collaborate with ‘mixed-blessing’ stake -
holders, i.e. those which combine ele-
ments of support and non-support and
offer high potential for cooperation and
are also a potential threat;

•• involve supportive ones;

•• defend against non-supportive ones, i.e.
those who represent a high threat and
low potential for cooperation; and

•• to monitor marginal stakeholders who
represent a low threat and low potential
for cooperation (Varvasovszky, Brugha
2000), (Blair et al. 1996).

All these activities that good stakehold -
ers’ management demands could be sup-
ported by communication process. As we
exposed our belief in the importance of
stakeholders’ analysis for successful out-
come of the project, as well as in the mul -
tiple roles of communication in the analysis
process, we show in table 2 the common
possible problems at each of the analysis
steps and give some suggestions about
possible solutions to reduce or overcome
problems. Solutions gave concern commun -
ication strategies and/or choices of com-
munication tools as far as we share the po -
sition of other researchers for strong ne -
ces sity of effectively planning and imple-
menting communication strategies by the
project manager (Bourne, 2010). In the last
column, in compliance with our under-
standing of the multiple roles of commu-
nication in the stakeholders’ management
process, and thus in project management,
we point out the effect intended of the util -
ization of a given communication tool – if,
in addition to the usual role of the analysis,
namely information gathering, we can also
expect the utilization of this tool to result
in gaining stakeholders’ support or re duc -
ing the resistance towards the project issue.
Other than the problem areas described

for any of the steps in the table, there are
some that are not specific for a single step
and could appear at any stage. No pretend -
ing to be thorough, we try to take into ac -
count as many factors as possible that the
successful stakeholders’ analysis depends
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Table 2 – Steps of stakeholders’ analysis – accompanying problems and solutions

*GI – gathering information GS – gaining support RR – reducing resistance



on, and that could influence the overall
suc cess of the project in turn. Other issues
having to do with at any of the stages re -
searchers pay attention to concern:

•• the level of analysis – As Varvasovszky
and Brugha point out, „a local level anal -
ysis often means that all stakeholders
can be reached and interviewed indi-
vidually, while a supranational analysis,
involving international actors, is likely to
rely more on a review of policy docu-
ments, reports and existing data” (Var -
va sovszky, Brugha, 2000 p. 340). The
higher the level, the more limited the
communication opportunities and hence
the possibility to benefit from that com -
munication.

•• the analyzing team – are its members
employed in the organization, do they
have an interest in the project – these cir -
cumstances would change the analysis
quality. „Managers (insiders) can some -
times hold strong opinions about stake -
holders which conflict with generalized
perceptions of the environment” Crosby
(1992), points out. Varvasovszky and
Brugha (2000 p. 340), add that „a poten-
tial limitation of the insider, especially
one with a stake in the issue, is if pre-
existing relationships with (other) stake -
holders influence the latter’s willingness

to participate and their responses. The
external analyst can play a valuable role
as an ‘independent auditor’ of those
stakeholders” Crosby (1992) suggests.

•• the time – stakeholders’ attitude, ability
to influence or mutual relationships can
change during the course of a project, so
the analyzers have to regularly update
the analysis.

Conclusion
As other researchers’ findings show a

strong dependence of project success on
stakeholders’ attitudes and influence on
the project issue and hence give a signif-
icant role to rich project communication as
a „differentiator of successful outcomes”
(Andersen et al. 2006), we try to broaden
the understanding of how to draw out nu -
merous possible benefits from communi-
cation as early as the process of stakehold -
ers’ analysis performed. Common prob lems
in each stage of the stakeholders’ analysis
were traced out and suggestions concern -
ing communication tools to deal with these
problems were given. A conclusion is
made that if the project manager is to be
long-term oriented, knowledge acquire-
ment through communication should be
in priority in strategy planning as well as
in day-to-day managerial activities.
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The perception that employees have about the organization they work is largely influ-
encing their behaviour. For that reason, it’s essential to create the best organizational
climate that helps develop employees. Motivation is very important, by rewarding em -
ploy ees in different methods it is expected a productivity increase, and automatically a
turnover increase. A satisfactory internal environment can create a competitive edge
and improve performance. Employee perceptions of the work environment can have a
major influence on their behaviour, not to have depressive state and to automatically
escape from taking over tasks. The article presents some of the research published in the
literature on how the organization influences employees perceptions.

Keywords: perception, organization, organizational policy, organizational climate,
employees, motivation, intrinsic motivation, extrinsic motivation

Introduction
Perception is a process that creates the

image of an object, phenomenon, thing.
At the moment of forming a judgment on
a thing, we automatically associate it with
everything we saw in the first moment.
Most perceptions reflect reality and help
create opinions. Unfortunately, it is possi-
ble to create perceptions that distort some
aspects of the image, these are also the per -
ceptual illusions. Perception is a complex
sensory process, containing all the infor-
mation about the concrete attributes of ob -
jects and phenomena. The image you per -
ceive is very complex, it may involve both
significant qualities, but also the least im -
portant. The perception of an object is
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associated with that of the objects sur-
rounding it, with which it is in a certain
space and thus the perception can change
through this association. Hearing, visual
and tactile-kinesthetic to be indispensable
for making a speech, reading or writing,
helping to create the outline of the per-
ceived image. Perception is not automatic
when the stimulus acts on an object, the
process runs phased through orientation,
detection, contrast, identification and ulti -
mately interpretation.

Studies on Organization’s
Perception
1. The theory of self-determination1. The theory of self-determination
In the study of perception, a particular

role was played by the use of the theory
of self-determination. Basic research in the
theory of self-determination has demon-
strated that the motivation is affected by
environmental factors, which by their psy -
chological effects at their own level rep-
resent the organizational and individual re -
sults. Therefore, the working environments
that had a crucial impact on the environ-
mental factors and on the affected way of
work, in this case, the theory of self-de ter -
mination were also affected. (Ferris et al.,
2000).
According to the theory of self-determi -

nation, the environment influences peo -
ple’s motivation by giving them a sense
of work satisfaction. People have control
over their independent, as a result of the
controlled behavioural sensation, repre -
sent ing self-interest in real interest. Com -
petence involves self-efficacy, which is a
win ning sensation, ability and obstruction.
Relationship is helpful for realizing rela-
tionships with others and is associated with
reducing the work of foreigners.

The theory of self-determination states
that people have fundamental psycholog -
ical needs and that the sense of satisfaction
is essential for their development, integrity,
growth and well-being. When these needs
are met, the body knows the state of vital -
ity (Ryan and Frederick, 1997) and psycho -
logical integration (Deci and Ryan, 1991).
Satisfying these needs is seen as an es -
sential objective in life, needs are more of
a role to provide the meaning and intents
that underlie human activity (Deci and
Ryan, 1991).

2. 2. Researches on theResearches on the perceptionperception
ofof workingworking conditionsconditions
Research on environmental perception

where the activities take place, they have
shown a high level of comfort as it oper-
ates is associated with a variety of carry-
ing you can influence increased produc-
tivity and employees satisfaction. (Ferris
et al., 2002).
The location of the office has a great in -

fluence on the work of the employees, they
need to be attracted to the area in which
they work. Much of the research on the
scope of the work was focused on the
dif ferences between closed offices and
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alternative forms for office design in open
spaces. Office design can influence the at ti -
tude of the employees and their perform-
ance, in particular, it has been shown to
influence job satisfaction. Previous studies
by researchers (Elsbach & Prat and collab -
orators, 2007) have concluded that the
work environment also has an important
in fluence on interpersonal relationships.
Dif ferent levels of comfort in the work-
space can make the difference between the
work performed, most employees want to
be treated equally, should not be differ-
ences that could affect communication bet -
ween employees.
An important feature of the physical

work environment is represented by the
familiarity that people have with the office
in which they work. A state of too much
familiarity can create distraction because
they are preoccupied with other things
and not give so much attention to tasks.
Low levels of familiarity can have both
positive and negative effects, people per-
ceive offices differently, with walls and
well-insulated doors that give the impres-
sion of being locked in a room with no

way out it, feeling constrained by space.
The appearance of the office can influ-
ence the organizational culture (Cameron
& Quinn, 2011).
The visual contact between people in

the workplace can influence productivity,
the advantages of this aspect are that it
im proves communication, can help solve
prob lems much faster because travelling
time is excluded, even conflict can be a -
void ed. Becker and Sims (2001) conduct-
ed a survey using of 347 of respondents,
observing over 3000 interactions in a total
of 130 hours. They found that people with
a high level of visual access are more at -
tentive to the interlocutor and, before initi -
ating any communication, they are looking
at if the possible interlocutor is busy. This
was also true with managers who started
a discussion with team members, which fa -
cil itated communication. They concluded
that high levels of access can lead to better
communication between managers and
sub ordinates, thus helping to guide and
reduce the psychological distance between
managers and staff (Zerella et al., 2017)
Another office feature that was inves-

tigated is the one that refers to the physi-
cal distance between people. Studies from
this point of view show that face-to-face
com munication is far more effective than
virtual communication because it puts its
mark on the correct exchange of informa-
tion needed for teamwork. Researches
con ducted by Kraut (1990) concluded that
physical closeness may be the most im -
portant characteristic of the work environ -
ment. Office arrangement is another aspect
that influences employee behaviour and
professional satisfaction.

3. 3. Research onResearch on the perception the perception 
ofof the organization policythe organization policy
Through the perception of policy in or -

ganizations, there is expected a decline in
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autonomy and a reduction in the in trinsic
motivation, resulting in the percep tion of
organizational policy being in a negative
relationship with this type of motivation.
Intrinsic motivation can be generated

both from internal sources but also from
sources from the developed activity. The
most important feature of this type of mo -
tivation is to achieve satisfaction by per-
forming appropriate action. An example is
that people doing certain activities prac-
tice them for pleasure and development.
The extrinsic motivation is generated by

external sources, it may be imposed by
other persons or by favourable circum-
stances or not. For example, an employee
may be conducted an activity by obligation
or to create a good image in front of man -
age ment, not because it is a great pleasure
for him.
Literature has shown three hypotheses

in the study of intrinsic and extrinsic mo -
ti vation:

Hypothesis 1. The perception of the organ -
izational policy is in harmony with in -
trinsic motivation and can be used to
educate external motivation. Being in -
ter nally motivated from an extrinsic
point of view requires the internaliza-
tion of employees taking into account a
set of organizational values   in their own
selections. In organizations, employees
recognize managers behavior as directed
to promote their own interests (Gagne,
Deci, 2005), (Kacmar, Baron, 1999).

Hypothesis 2. The perception of the or -
ganizational policy has a negative rela-
tion with ex trin sic motivation in work
motivation. Controlling extrinsic moti -
va tion occurs when the behaviour is
seductive or co ercive, depending on the
external en vironment by rewards or
hav ing negative consequences. The

perception of organizational policy helps
to increase people’s perception of the
uncertainty of getting rewards. From
studies conducted to date, perceptions
of organizational policy are expected
to reduce control over extrinsic motiva-
tion (Eisen berger et al., 2002).

Hypothesis 3. The perception of the or -
gani zational policy has a negative link
with the extrinsic control of work mo ti -
vation. This hypothesis expects the per -
ception of organizational policy to in -
crease mo tivation that is totally devoid
of self-de termination. When not moti-
vated, peo ple’s productivity is lacking.
(Gagne, Deci, 2005; Guay et al., 2000).

Work motivation is an energetic set of
original forces for determining the shapes,
direction, intensity and duration of work
performed for higher productivity.
In the theory of self-determination, the

extrinsic work motivation is categorized
in autonomy and control of intrinsic mo -
tiva tion. Controlling extrinsic motivation
in cludes the external regulation that con-
trols motivation (Gagne, Deci, 2005). The
au ton omy of intrinsic motivation is less
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autonomous because, in the regular be -
haviour for which the reported values have
been internalized, it is not necessary to
be present at unforeseen external events.
From the studies carried out, we follow

the typologies typified to the theory of
self-determination, by which four types of
self-determined motivation are extinguish -
ed: intrinsic motivation, autonomous ex -
trinsic motivation, controlled extrinsic mo -
tivation and self-motivation.

4. Research on risk perception4. Research on risk perception
Risk perception is the key component

for the protection of natural hazards, being
closely related to actual risk (Lindell, Perry,
2012; Wachinger et al., 2013). The per-
ceived risk is divided into three aspects
than the real one. The first is that although
it is different from real risk, in the notion
of probability there is still a perceived risk.
Secondly, perceived risk includes the un -
certainty and severity of the outcomes for
an individual or group that interprets the
risk. In the latter case, there is a social
risk-related construction that refers to the
level of risk when society is willing to ac -
cept in social exchange the benefits asso-
ciated with its cause, a relationship that
is influenced by the perceptions of those
in charge of risk (Bronfman et al., 2009;
Kasperson et al., 1988).
Wachinger and colleagues have inves-

tigated how people perceive risks as tech -
nological risk associated with it, (such as
that caused by nuclear energy, genetically
modified organisms (Wachinger et al.,
2013). These investigations show us that
risk perception varies according to the
char acteristics of the perceiver and the
char acteristics of the hazard itself. Pre -
vious research has identified differences
in how experts and non-experts perceive
the risk. Sex, age and level of education
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may in some cases be considered as a risk
factor for changing perceptions. Women
perceive risks faster than men, adults see
the risk much faster than young people
who are easily influenced, as well as peo -
ple from poor backgrounds and tend to
have a much higher perception of risk
(Bronfman et al., 2009; Kasperson et al.,
1988). Risk perception is also influenced by
risk communication from external sources.
Paton (2008) found that trust is an impor-
tant component of communication when
people make decisions in uncertainty, in
which case, trust is seen as an important
feeling in place of complete information
allowing a simplified message to be be -
lieved and taken over by people. Trust is
influenced by the characteristics of the
person who conveys information as per-
ceived by the individual. The researchers
said that confidence is enhanced through
knowledge, expertise, openness and hon -
esty (Fisher et al., 2013).
Earle (2010) suggests that trust is influ-

enced by perceived morality, interpreted
by „heuristic similitude,” reflecting com-
mon values and people’s priorities. The
feeling of trust can be influenced by the
perceived differences in values and pri -
or ities that trigger perception. Perceptual
studies that assess the perception of mul-
tiple risks are few and focus on highly
industrialized countries. Reducing vulne -
rability to multiple risks and subsequent
economic development are perceived as
multiple threats. There are very few stud-
ies where the overlaps are analyzed in an
environment with more problems. From
the researchers’ findings, factors that in flu -
ence risk perception are specific to par tic -
ular dangers, suggesting that they enhance
perception and may reflect a better under -
standing. Further research is needed to im -
prove risk management.
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Studies on the Effects 
of Organizational Policy
The perception of organizational policy

affects the attributions of the people in the
compartments, the way in which the in di -
vidual tasks of the employees are divided.
With the help of the theory of self-de ter -

mination, the relationships between the
per ception of organizational policy and the
self-determined motivation are studied,
hav ing their role in mediating in the way
of work. The theory of self-determination
identifies four types of self-determined
mo tivation. The main difference between
self-motivated motivation and other types
of motivation is that self-directed motiva-
tion focuses on relative autonomous ver-
sus controlled motivation.
The effects of organizational policy have

a great influence on employee behaviour
by modifying workplace efficiency. If they
dive into anxiety and depression, then
comes the fear of work, to interact with
people and fear of taking risks. A solid or -
ganizational policy is one of the most im -
portant elements of an organization, as the
employees are better, the more the organ -
ization develops, but it can also destroy it.

The link between organizationThe link between organization
policy, perception and anxietypolicy, perception and anxiety
Resource conservation theory has a par -

ticular utility in predicting the relation ship
between perception of policy and anxiety,
helps people to obtain, retain, protect the
quality and quantity of resources, and other
limited categories. When the human re -
source is threatened with loss of confidence
in their own forces, or when people follow
the path of investing in other mental re -
sources or that cause psychological stress,
they lead to unpleasant results. These re -
sults include anger, frustration, short-term
anxiety, depression and long-term coronary
artery disease (Hobfoll, 1989, 2002).

Anxiety is triggered when people face
existential threats. Many people who per -
ceive a higher degree of risk in political or -
ganizations perceive threats as a valid re -
source. For example, employees with a high
level of perception of the organization tend
to feel anxious when their colleagues are
trying to receive prizes, sabo taging their
work and are more upset. Even tually, em -
ployee anxiety increases as they worry for
the anticipated loss of earned resources
(Hobfoll, 1989, 2002).

The link between working The link between working 
conditions and depressionconditions and depression
It was found that the negative percep-

tion of the workplace is closely related
with depressed employees. Previous stud-
ies have shown that they are interperson-
al relationships: distrust, difficulties in the
framework of a partnership, work stress
and the ambiguity of the role, all closely
related to depression. (Caplan, et al., 1975).
Many studies have shown that perception
of certain aspects that causes depression is
capable of causing stress and tension.
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Researchers have confirmed that envi-
ronmental factors/psychological media-
tors/self-determined motivation has a very
important role in motivating work. Anxiety
can undermine self-determined motivation
because it activates perceptions of low
com petence and autonomy. Anxiety is part
of the same emotional family with fear.
People who have fear or anxiety tend to
get close to a safe feeling, a place where
they can escape danger. In some cases, it
may tend to assess uncertainty, low con-
trol of the situation and the ability to cope
with certain situations.
Perceptions of competence and auton-

omy are low in anxious people because
they are aware of the low ability to cope
with situations associated with uncertain-
ty and obstacles, this leads to a lack of
self-determination. Many situations support
the idea that anxiety has negative effects on
self-determined motivation. It is difficult for
anxious people to enjoy jobs, they feel
threatened with responsibility. To analyze
whether the organizational perception can

increase non-motivation by activating anx -
iety, the following hypothesis was pro-
posed:

1.1. Anxious employees mediate the rela-
tionship between perception and in -
trin sic motivation;

2.2. Anxious employees mediate the rela-
tionship between perception and au -
to nomous extrinsic motivation;

3.3. Anxious employees mediate the rela-
tionship between perception and ex -
trinsic controlled motivation;

4.4. Anxious employees do not mediate the
relationship between perception and
motivation. (Ferris et al., 2000).

Ferris et al. have expected that de pres -
sion can affect self-determination motiva-
tion, can be characterized in terms of per -
ception arise when employee’s autonomy
and competence is declining. The tenden-
cy of sad/depressed people is manifested
through the sense of helplessness, de -
creased control of the situations they face,
low power.

The link between organizationThe link between organization
po licy, perception and motivationpo licy, perception and motivation
The mode who is it organized and per -

ceived organizational policy is very im por -
tant, at the same time it can strengthen as
being very good to everything that hap-
pens in the organizational environment,
but also it can destroy it. Intrinsic motiva-
tion has a very important role, people are
motivated by other methods when com-
pared to extrinsic motivation where re -
ward methods are visible.
Researches had shown that the percep -

tion of organizational policy can affect the
motivation of self-determination through
a mechanism that is well understood. Link
between perception of organizational policy
and self-determined motivation has shown

The Perception of the Organization by Employees
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that the effort to understand the effects of
organizational politics perception has im -
pres sive implications on the organization’s
results. In all cases, women have more con -
trol over the extrinsic motivation.
From the research on organizational

pol icy made so far by Ferris and colab.
2002, it appears that most of the research
on the perception of organizational poli-
cy has been negatively assessed in terms
of the definitions and measures that have
led to further research. Organizational pol -
icy was defined as a complex activity that
sometimes damages the organization and
its members. The negative ideas of orga-
nizational policy have been reinforced by
the widespread use of researchers per-
ceptions of organizational policy.

The link between organizationalThe link between organizational
policy, perception and the policy, perception and the 
organ izationalorgan izational climateclimate
The organizational climate is defined

as having common perceptions about the
building, the use of power practical solu-
tions, policies and procedures that influ-
ence decision-making, all resources and

achievement of individual, team and or -
gan izational goals.
The perceptions of organizational pol-

icy were evaluated at different levels, in -
cluding individually (Figure 1). A large
num ber of researchers have noted a rela-
tionship between policy issues and the or -
ganizational climate, climate and policy re -
search continued in an independent man -
ner. Dipboye and Foster noted that col-
lective perceptions and policy units have
different sizes at climate, group or organ i -
zational level. A very small number of re -
searchers have recognized the notion of
organizational political climate, arguing for
an autonomous political climate. The or -
gan izational climate has been defined and
conceptualized in a number of ways, and
the dimensions remain in the debate.
There were disagreements about the def-
inition and size of organizational policy
perception, as suggested by the Dipboye
and Foster researchers, who noted that
policy perceptions were treated differently
as a one-dimensional structure. The cli-
mate organizational approach consists in
sharing the perceptions that people build
and use in practice and policy solutions that
influence organizational decision-making,
resource allocation, and achievement of
goals, as described below in a figure area
(Erin, 2017).
The four power bases of the organiza-

tional climate shown in the figure above
derived from the widely recognized power
base. French and Ravel have described five
bases of power, for example coercive pow -
er, reward power, legitimate power, refer-
ent power, and expert power. These pow -
ers were subclassed by Bass in 1960 as
the basis of personal or positional power.
Landells and Albrecht (2017), concluded that
the four power bases provide practical cov -
erage on the political climate organization.
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Figure 1 – The powers of the organizational climate
(Source: Landells, Albrecht, 2017)

The organizational climate can be defined
in terms of different perceptions of the ex -
tent to which members of the organization
build and use power bases in the service
of making decisions, allocating resources
and filling any gaps.
„Positive power” is the power offered

by a person’s position. In the context of the
organizational climate, members of the or -
ganization perceive that people build their
power by looking for positions through
which they can exert a significant influ-
ence through which they will have control
over significant resources. These practices
but can be perceived as negative or pos-
itive, helping to organize functional or dys -
functional political climate.
„Personal power” is represented by the

power associated with reputation, charm,
charisma, merit and the right to respect for
the laths (Bass, 1960, French, Raven, 1959).
In a functionally organizational climate,
peo ple can be perceived to be able to build
their reputation and personality, which is
based on the experience and success
shown. In another way, if we analyze a
dysfunctional organizational climate, peo -
ple may be perceived to build their per-

sonal power based on exaggerated exper -
tise, the success they hold to the detriment
of the organization.
„Power Information” third power base

described in Figure 1, Raven suggests that
informational power is evidenced by per -
suading others to comply, based on lo gic -
al information (Raven, 2008). Information
power can stem from access to information
(meetings, policy projects), production or
distribution opportunities. People can be
seen as constructed and informational pow -
er when investing time and energy in trying
to understand the agendas of others to
gather as much information.
The „connection power,” as proposed

by Hersey and collaborators, is closely
related to the notion of networking and
relationships. The power connection can
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be derived from the internal network, ex -
ter nal network and centralize market. Or -
gan i zational climate where people invest
considerable time and effort to align with
people who have a certain influence on
society. These activities can be perceived
as positive or negative, conducting to func -
tional or dysfunctional results.
HR professionals need to consider the

development and implementation of sys-
tems, policies, practices and procedures
and to support organizational climate pol-
icy to be functional. Building and using
power bases provides a framework that HR
specialists can use to shape their or gan i -
zational effectiveness strategies. In order
to develop a clearer understanding of the
conditions that influence both the percep -
tion of organizational policy and whether

it is perceived positively or negatively, hu -
man resources specialists can clearly and
comprehensively identify the antecedents
and results that are most strongly associat-
ed with a climatic and organizational pol -
i tics.

Conclusions
This article summarizes the findings of

some research presented in the literature
on perception in organizations and ex pres -
sly about the perception of the policy of
the organizations.
From research done primarily about the

perception that the company’s policy shows
that people’s perception may change de -
pend ing on several issues such as work
environment, stress they are subjected to
moment that deadlines and risks arise.
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Following this research, it was con-
cluded that stress should be reduced at
work. People should be more relaxed, per -
ceive new tasks as being for their benefit
for professional development. As it is de -
veloped in the article, the effects of organ -
izational policy have a great influence on
employee behaviour because it impacts
on workplace efficiency.
Anxiety and depression have a negative

role in people’s behaviour, effectively re -
duc ing their effectiveness through negative

thinking, such as losing their jobs. Also,
intrinsic motivation plays a very important
role in motivating people, positive thinking
can increase work efficiency.
Overall, research shows that organiza-

tional policy should not be ignored and for
the future, it is proposed focusing on de -
veloping other aspects of organizational
policy like harmony in the team, trust, re -
spect and involvement in various projects
to develop the confidence of employees.

The Perception of the Organization by Employees
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At the level of an industrial company, generically referred to as the industrial ref-
erence perimeter, the implementation of the energy management system (EMS) in -
volves the inclusion of all the technological processes from the reference perimeter
that participate in the production of finished or semi-finished products (depending
on the company profile), the energy utilities and the related support activities. The
forms of energy flow within the analyzed system (generated by internal sources or
ensured from external sources), including water, are of particular importance. The
methodology of implementing an energy management system has a generally valid
character, from a procedural point of view, because EMS is not dependent on the
company profile, the structure of the production, the specificity of the activity.

Keywords: energy management, efficiency,
industrial

Introduction
The implementation of a coherent in dus -

trial energy management system is a gen-
erally applicable procedure with a mod -
ular structure. Within this paragraph, the
main modules will be detailed and they
can be assimilated as a unitary procedure.
Therefore, Gangolells, M. et al. (2016)
showed that the methodology can be im -
ple mented by applying the phased al go -
rithm, presented below, regardless of the
industrial branch in which the reference
perimeter is located.
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Thus, the central objective envisaged in
the implementation of an EMS is to ensure
the security, quality and efficiency in the
short-term energy supply as well as in per -
spective, and among the levers adopted,
the following could be mentioned:

•• efficient use of energy throughout the
entire energy conversion cycle within
the company;

•• integrating energy efficiency in the
industrial reference perimeter at the
level of the existing equipment, fa cil -
ities and processes, is also a priority
objective in the selection criteria for
the procurement of new equipment
and technologies;

•• compliance with energy and envi ron -
mental regulations at EU, national
and/or local level as noted in the Ro -
ma nian Regulation for the authori-
zation of auditors and energy man-
agers (2013).

The case study presents the particulari -
ties regarding the applicability of the al -
gorithm depending on the specificity of the
industrial process carried out within the
analyzed perimeter.

Module 1. Substantiation of a 
portfolio for the implementation 
of an energy management system

The overall objective of this preliminary
module is the real empowerment of „lead -
ership-employee partnership”. The success
of implementing an energy management
system depends to a large extent on the
level of responsibility and knowledge of
the issues involved in promoting energy
efficiency in the form of a partnership with
commitments from the both parties in -
volved. The commitment of the industrial
company management is demonstrated by
its actions and results. At the operational
level, the commitment can be demonstrat -
ed by developing and communicating a
statement/energy policy of that company.
The commitment is not just a „statement
of support” – it should introduce direct re -
sponsibility among all the employees in -
volved in the system implementation, as
well as regular reporting on the progress
of the implementation phases.
Jovanović, B. and Filipović, J. (2016)

noted that if there is a strong commitment
of the management of the industrial com-
pany, the next phase consists in defining
and documenting the scope and the limits
of the EMS, the system generally covering
part of/all the technological processes
with in the studied perimeter, the utilities
and the public services.
The energy policy of the industrial com -

pany must be succinct and include at least
the following elements:

•• the commitment (protocol) for the
im plementation of an energy man -
age ment system,

•• continuous improvement of energy
performance,

•• setting clear and achievable energy
targets,
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•• commitment to provide information
and resources to meet the objectives,

•• the commitment to support the pro-
curement of low energy (energy ef -
ficient) products and services,

•• designation of the person (s) re spon -
sible for implementation.

Module 2. Appointment of the 
energy manager and the team
involved in the management 
of the energy processes

The energy management in a given
perimeter (according to the legal frame-
work) is defined as all the activities of or -
ganizing and managing the energy pro ces -
ses within it. This activity is coordinated by
an energy manager, designated ac cording
to the ANRE (Romanian Energy Regulatory
Authority) procedures in force. In the Ro -
manian Regulation for the authorization of
auditors and energy managers (2013) is
stipulated that the training of the energy
managers in order to function in the labor
market is the responsibility of the special -
ized universities, accredited according to
the legislation in force, through short-term
continuous training.
DzeneI, I. et al. (2015), argue that the

purpose of energy management ap pli -
cation is to use with maximum efficiency
the energy input, entered in various forms,
in an organized manner and for a cost in
the analyzed perimeter. Among the main
activities carried out by the energy man -
ager, the following are mentioned:

•• collecting and storing (managing) in -
formation and useful data in the field
of energy efficiency;

•• getting support from as many em ploy -
ees and executives as possible for con -
tinuous energy efficiency promotion;

•• providing advice, solutions and tech -
nical information to all other sectors

of the organization in order to make
more efficient the energy acquisition,
transformation, distribution and con -
sumption;

•• estimating the effects of the proposed
and promoted energy efficiency im -
provement measures.

Module 3. Identification of legal 
and other regulations

The energy policies at the level of the
in dustrial companies are based on regu-
lations providing the following:

•• financial tools to support demonstra -
tion activities and pilot projects in the
field;

•• promoting research and technological
development in the field;

•• free technical support for the imple-
mentation of new technologies;

•• rapid dissemination of the positive
results obtained;

•• providing the framework and neces -
sary tools for staff training;

•• exchanges of experience and good
practice, collaborations and domestic
and international contacts.

Implementing an Energy Management System
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The experience in this field has high-
lighted four categories of impediments to
the implementation of energy policies:
•• of technical nature consisting of the
lack of equipment and performance de -
vices, lack of the appropriate framework
for scientific research, development, in -
novation and technological transfer, lack
of knowledge and experience in energy
management.

•• of economic nature that can be ex em -
plified by the prices and tariffs of energy
carriers which do not reflect the costs of
production, transport and distribution, in
the price control system, and the neglect
of marginal prices and the deformation
of energy participation in the cost price
of the products.

•• of financial nature are related to the
limited nature of the funds available for
energy saving measures and the lack of
an appropriate framework for accessing
these funds (financial and fiscal bids etc.).

•• of institutional and managerial na -
ture derived as Negoita, O.D. (2018),
noted, from the inadequate decision-
mak ing structure at local and national
level, from the incomplete nature of en -
ergy efficiency legislation and regula-
tions, the lack of economic and financial
consultancy and the lack of modern en -
ergy management techniques in enter-
prises.
Knowing and understanding these im -

ped iments is an essential element in de vel -
oping energy efficiency strategies because
both the choice of strategic objectives and
the methods and nature of the proposed
and implemented programs must be made
in such a way that they can be overcome as
stipulated in the Model for the elaboration
of the Energy Efficiency Improvement Pro -
gram for Industrial Units (2015).

Module 4. Energy analysis

It is the main module of the algorithm
and consists of the following methodol o -
gical steps:
a. Collection of energy data – broken
down on different types of energy and/
or consumer category.

b. Identification of the areas of use of
energy, installations, equipment, sys-
tems and processes, establishing their
weight in the total energy consumption
of the company

c. Identification of factors that signif -
i cantly influence the energy con-
sumption of equipment, installations,
processes

d. Determining the current energy per -
formance of the equipment, installa-
tions, systems and processes related to
the use of energy.

Constantin Ionescu, Roxana Patras,cu, Diana Tut,ica, Ioana Diaconescu



Volume 7, Issue 3 – September 2019    53

e. Measuring and monitoring energy
consumption – is the core compo-
nent of energy management. The aim
is to create a specific data base re -
lated to energy consumption, as well
as the determined energy performance
indicators (in order to monitor the sub -
sequent evolution over time).

f. Estimation of energy consumption
allows highlighting the general tenden-
cies of evolution of energy consumption,
which is very useful for the forecasts and
the elaboration of the budgets dedicated
to the implementation of the measures
for the increase of the energy efficiency.

g. Identifying opportunities to im -
prove energy performance.
Based on energy analysis, solutions to

im prove energy performance can be iden -
ti fied as energy savings opportunities (ESO).

It is recommended to develop an ESO da -
tabase with the possibility of permanent
up dating. When identifying saving oppor-
tunities, other potential sources of energy,
such as the use of renewable energy or
other alternative energy sources, such as
secondary energy resources, will also be
considered.

The level of complexity and manage -
ment of this database is the primary ob -
jective of continuous improvement of the
EMS as noted by Bãjenescu T.M. (2018).
Ngai, E.W.T. et al. (2013), noted that the
tools used to identify and prioritize the
proposed energy savings solutions can be:
energy auditing, industry expertise, parti -
ci pation in conferences, training, profes-
sional networks, specialist literature, jour -
nals, magazines, good practice guides,
pro ject web pages.
h. Determination of reference energy

consumption
i. Establishment of energy perform-

ance indicators
j. Establishment of the objectives and

develop an action plan to increase
energy efficiency.

Analysis of the Implementation 
of EMS
The particularization of the EMS im -

plementation algorithm from the chemical
industry within an industrial perimeter
in cluded in the previous paragraph has
highlighted the general characteristics of
the modules 1-3, regardless of the indus-
trial branch in which it is applied. There -
fore, only the specific aspects of the En -
er gy Analysis (Module 4 of the algorithm)
determined by the characteristics of the
industrial branch and especially of the type
of the analyzed process will be empha-
sized.

Implementing an Energy Management System
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Characteristics.Characteristics. Generally, the pro-
duction facilities in the chemical and pet -
ro chemical sector are characterized by
good energy utilization within the indus-
trial perimeter. It is a characteristic fact of
the installations and chemical equipment
that, in most cases, the equipment and in -
stallations within the technological flows
take into account the energy aspects since
the conception phase.
Integrating the concept of power sup-

ply into the technological flow is more jus -
tified if it includes to a significant extent the
internal recovery of the secondary energy
resources resulting from the technological
flow. This results in a specific situation for
the entire industrial sector with a chemical
profile, where technological installations
cannot be separated into production fa cil -
ities and energy utilities. They are integrat-
ed and although they have different desti -
nations, the component parts are organi-
cally and technologically interconnected
and cannot function separately argue In -
trona, V., et al. (2014).

Application description.Application description. The am -
monia synthesis plant can operate sepa-
rately or can be integrated into a chemi-
cal/petrochemical combination. In terms
of „circulation of energy flows” between
the component parts, the synthesis plant
includes 3 functional modules:
Module 1 – The Technological Module
consists of the technological plant itself
in which the raw materials are pro -
cessed through a series of consecutive
processes and finally the main product
is obtained.

Module 2 – The Energy Module consists of
the installation (the energy equipment
assembly) which recovers the heat
dis posed of as the secondary ener-
gy resource resulting from the Tech -
nological Module and which supplies
the mechanical energy for the drive
and the thermal energy in the form
of technological steam necessary for
the smooth running of the synthesis pro -
cess, being practically reintroduced in
the Technological Module (after con-
version).

Module 3 – The Refrigeration Module
consists of a refrigeration installation that
receives mechanical energy produced
in the Energy Module and ensures gas
cooling and condensation separation
of the main product, thus contributing
practically to the Technological Module,
to the development of the basic tech-
nological process. The chemical reac-
tions that take place along the techno-
logical flow, which consists of three
stages, are exothermic reactions, gen-
erating heat and helping to cover the
heat requirement of the synthesis pro -
cess. The mechanical work consumed
to drive rotary machines is also largely
regained in the sensible heat of the cir -
culated fluids (recovered energy).
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The three mentioned modules are
integrated into the process and repre -
sent the technological process of am -
monia synthesis. The energy flows in the
ammonia synthesis process are:

•• Natural gas plays the role of raw ma -
terial and primary energy carrier (fuel)
in the synthesis of technological in -
stal lation.

•• Heat as technological steam – it is used
in the technological process itself.

•• Mechanical work – it is necessary for
the driving of the rotary machines
within the technological flow: com-
pressors, fans, pumps.

Both the mechanical drive and the tech -
nological steam are provided by recover-
ing and utilizing the heat released (sec-
ondary energy resource) for technological
reasons in a direct thermodynamic cycle.
The Energy Module of the synthesis in stal -
lation includes:

•• recovery steam boilers;
•• steam turbines, their facilities;
•• machines are directly driven by the
turbines.

This Energy Module can be considered
similar to a Cogeneration Plant with Re -
sid ual Gas Recovery (CHPGRec).

•• Thermal energy in the form of cold –
separating the synthesized product
(involves the cooling of large flow
rates of process gases well below the
ambient temperature (refrigeration),
conditions in which the substance
con denses and can thus be separated
from the process gas mixture.

The cooling is provided by a mechan-
ical Vapor Compression Refrigeration Sys -
 tem (VCRS) designed specifically for this
technological process and adapted to this
purpose.
Regardless of the „legal status” of the

syn thesis plant (which can operate sepa-
rately or be integrated into a chemical
plant), the energy consumption is moni-
tored separately and the related costs have
their own accounting records.

Monitoring and analysis of enerMonitoring and analysis of ener--
gygy consumption.consumption. It is mentioned that
the synthesis plant consumes natural gas
both for technological purposes (main raw
material) and for energy purposes (gas
fuel). Of the externally purchased energy
carriers, diesel is intended exclusively for
internal transport and for the sale of the
fin ished product, which involves the trans -
port by truck with heat-insulated tanks.

Implementing an Energy Management System

Table 1 – Energy flows (purchased from outside)

Energy analysis.Energy analysis. The energy balance
for a year of activity under normal condi-
tions is established for each of the parts of

the unit and for the whole unit. The four
balances are presented in Tables 2-5.



The energy analysis of the industrial pe -
rimeter as a whole – the synthesis installa -
tion results from the integrated functional
analysis from the point of view of the tech -

nological flow of the assembly of the three
component modules. Their summary is
pre s ented in Table 5.
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Table 2 – Energy analysis of the Technological Module

Table 3 – Energy analysis of the Energy Module

Table 4 – Energy analysis of the Refrigeration Module
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Implementing an Energy Management System

Table 5 – Energy analysis of the ammonia synthesis installation

Results and Discussion
The high degree of complexity of the

am monia synthesis process, a general fea-
ture of processes in the chemical industry,
necessitates as noted by Eleftheriou, K. and
Iyanna, S. (2016) the implementation of a
core and functional energy management
system (EMS). At the conceptual level with-
in these types of processes, the direct in te -
gration of the recuperative modules into
the technological flow aims to ensure a
higher share of the power supply of the
process (in various forms). Thus, techno-
logical installations cannot be separated
into production facilities (given the final
product) and energy utilities (which pro-
vide the various forms of energy necessary
to obtain the final product).
Although the useful effect of each mod-

ule is different, the component modules
are integrated and are organically and func -
tionally linked and unable to be separated.
The main objectives envisaged in the elab -
oration of the action plan to raise the en -
ergy efficiency of such a process are to in -
crease the overall recovery of the available
secondary energy resources. Integrating
the concept of power supply into the tech -

nological flow is all the more justified if it
includes to a significant extent the internal
recovery of the secondary energy resources
resulting from the technological flow.
Both mechanical drive and technologi -

cal steam are provided by recovering and
utilizing the heat released (secondary en -
ergy resource) for technological reasons in
a direct thermodynamic cycle. It is an in -
ternal recovery; the recovered energy is
directly used in the technological flow
(Mod ule 1) from which the residual heat
resulted. The energy efficiency of this type
of recovery of secondary energy resources
also results from the elimination of the
regime limitations by the „simultaneity” of
the use of the recovered energy with its
production, namely production and use
in the same process.
The energy efficiency resulting from the

increase of the recovery in the integrated
functioning of the three functional mod-
ules of the process is quantified by the
energy saving, both in the form of com-
bustion (natural gas) and in the form of
electric energy, provided from external
sources to the industrial perimeter, affect
directly reflected in the reduction of the
specific costs of the final product.
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„We must take care 
that globalization 
does not become 
something people 
become afraid of.”
Gerhard Schroder
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There has been an increased interest on the part of companies in innovation in -
vestment over the last decade. Balancing innovations in marketing at the company
level, however, is a problem that is a research interest in its various aspects. The aim
of the study is to present the advantages of balancing marketing innovations and
to outline the main problems in achieving a balance between the individual com-
ponents. The research is focused on the various marketing innovations, their spe -
cifics, the innovation activity drivers, the practical and applied aspects of their bal -
ancing on company level. The relevance and importance of the issue arise from
the achievement of competitiveness of enterprises through intensive innovation
activity and the search for opportunities to reduce the risks involved. The study is
of interest to companies that invest in the development of marketing. The results
highlight important issues concerning balancing business innovation that can sup -
port future decisions to achieve higher efficiency by coordinating and synchronizing
on company level. The key contributions of
the paper are expressed in the multi-dimen -
sional review of marketing innovation and
differentiation of the benefits of balancing
them. Original ideas are put forward with
practical application to help achieve a
balance between the benefits, costs and
risks for businesses and consumers.

Keywords: marketing, innovation, 
marketing mix

Introduction
The increased investment activity of com -

panies over the last few decades brings for -
ward the issue of balancing innovations
in marketing. The reasons are generally
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„I think
globalization actually
maintains and fosters 

various elements of national
and cultural identities. 
I don’t think everything is
being homogenized.”
Nouriel Roubini
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connected with real and potential prob-
lems associated with capacity management,
speed of marketing processes, return on
investments and marketing effectiveness
at company level. The balance/misbalance
of innovations in the separate components
of marketing is an issue that is rarely dis-
cussed in the scientific community but is,
nevertheless, registered in the daily busi-
ness activity as a problem that exposes
companies to additional risks. There is lim -
ited research on the problem. This evokes
interest in carrying out a study to clarify the
state of marketing investment and inno-
vations by means of collecting information
from companies that agree to answer an
online questionnaire.
Critics of marketing share opinions

which occasionally bother on complete
rejection. Among both specialists and
non-specialists beliefs about the benefits
of marketing sometimes vary from highly
positive to downright negative. Com pa -
nies, however, seem to show the benefits
of marketing investments and take up
the challenge of evaluating and directing
them. Knowledge of the impact of each
marketing investment (Marketo, 2011),
helps for confidently identifying which
parts of marketing truly deliver financial
returns. The problems of measurements

(Hollinden, 2017), (Suárez, Estevez, 2016),
and the assessment of the value of mar-
keting (Hanssens, Pauwels, 2016), are the
focus of a great deal of research. So while
the problem of capacity management
(Huang, Liu, 2015), within production and
operations management is mostly studied
through the variables (including those of
the marketing mix) which influence it,
from the point of view of marketing man -
agement an object of interest is maintain-
ing the balance between production ca -
pac ity and distribution channel capacity
that is provided through balancing inno-
vation investment in the basic functions.
Authors express the opinion that long-term
capacity management has implications on
competitive performance in terms of cost,
delivery speed, dependability and flexibil -
ity (Olhager et al., 2001).

Investments in Innovations
Over the last few years, one of the ob -

jectives of increased investment activity in
the marketing mix components at company
level has been increasing the capacity in -
volved in the main activity of companies.
Production and distribution capacity are the
main dimensions where balance should
be sought at company level (Table 1).

Table 1 – Conditions for marketing investment in production capacity

Evgeniya Tonkova



Investments in production and product
innovations only cannot compensate for
lagging behind in the sphere of distribu-
tion. Over the last few years, company at -
tention has shifted towards the possibili-
ties for using multichannel distribution.

In vestments in innovations, including in -
vest ments in distribution channels, have
ac count ed for a substantial share of mar-
keting costs over the last two decades (Ta -
ble 2).
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Table 2 – Conditions for marketing investments in distribution capacity

Marketing in a Globalized Market

An opinion has been shared that too
little production capacity to match its mar -
keting capacity or too little marketing ca -
pacity to match production capacity could
be equally detrimental to the firm (Jo han -
son, 1985). Attention is also drawn to the
possibilities for reducing conflict between
marketing and manufacturing by manag-
ing diversity, conformity and dependabili-
ty (Crittenden, 1993). It has been empha-
sized that under the conditions of market
economy, in addition to innovations in
prod ucts and production processes, there
are also innovations in the marketing of
products (Chen, 2006).
Another major aspect of marketing in -

novations is the speed of marketing pro -
cesses and the speed of products reaching

the market. What is meant here is the time
elapsed from the product development
stage to product launch and customer ser -
vice. Special attention is paid to the speed
of market introduction and acceptance as
important factors in marketing (CIM, 2015).
Speed in marketing will determine com-
pany success on the market over the next
decades (Table 3).
Undoubtedly, firms which invest in en -

hancing marketing speed achieve direct
and transferable positive effects. Real-time
marketing will continue to feature among
the priorities of companies that have felt
the effect of applying it, if only partially,
in their business over the last few years
(Table 4).
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Table 3 – Drivers for improving marketing speed

Table 4 – Key benefits from increasing marketing speed
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Companies will undoubtedly orientate
towards using marketing applications fuel -
led by Big data and offering highly tar-
geted and efficient ready-made solutions.
Automated marketing which enables quick
response to changes in the environment will
be a priority to marketing-orientated com -
panies. There will be a growing interest in
adapting the various applications of au -
to mated marketing to the objectives of
particular businesses and clients.

Marketing Innovations
In order to establish the state of mar-

keting innovations at company level in
Bul garia, a survey has been carried out by
means of an online and offline question-
naire. The requirement companies must
meet in order to be included in the survey
is that they should be registered in the
country. As a result of the performed sur-
vey, a sample has been obtained in a
non-random selection of respondents, in -

cluding 336 respondents (companies regis -
tered in Bulgaria). The profile of researched
firms is presented in Table 5.

Marketing in a Globalized Market

Table 5 – Distribution of researched companies

The problems companies face in their
business are various (Table 6), the most
frequently registered being: problems with
competitors (35,7%), declining sales (30,4%)
and deteriorating financial results (23,2%).

Under the option „other” 8,9% of compa-
nies have pointed out „lack of qualified per -
sonnel”. (Note: Sum total of relative shares
exceeds 100, as the question is given a mul -
tiple response options).
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The largest share is that of companies
(out of a total number of companies in vest -
 ing in marketing) (Table 7), which in vested
in new products (58,9%), in new production

technologies (46,4%) and in communica-
tions (41,1%). (Note: The sum total of rel-
ative shares exceeds 100, as the question is
given a multiple response op tions).

Table 6 – Business problems companies

Table 7 – Investments of companies

Evgeniya Tonkova

The highest share (Table 8) is that of
com panies which invested their own funds
in marketing (94,2%), followed by com-

panies investing EU project funds (3,8%)
and those which used bank loans (1,9%).
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Results from the survey of company
satisfaction with marketing investment in
Bulgaria over the last 3 years reveal a pre -
dominance of positive evaluations. At the
same time, however, we cannot fail to no -
tice the relatively high share of respondents
who chose the „neither satisfied nor dis-
satisfied” answer option (30,2%). More than
a third of companies (Figure 1) claim their
production capacity perfectly matches their

distribution capacity (38,2%). For the re -
maining companies, however, a mismatch
is registered. It can be observed that 34,5%
of producers consider their distribution
channel capacity lagging behind their pro -
duction capacity. The opposite correlation
can also be noticed for 27,3% of compa-
nies, where channel capacity is higher than
production capacity.

Table 8 – Degree of satisfaction of companies

Marketing in a Globalized Market

Figure 1 – The state of production-to-distribution capacity

Half of companies (Figure 2) which in -
vested in marketing added new distribu-
tion channels in the last 3 years, while rel -
a tively fewer companies invested in adding
a new production (32,1%). To a large de -

gree, this distribution corresponds to the
state of correlation between production/
distribution capacity that has been ana-
lyzed above.
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Note: One figure shows presented dis-
tributed answers to two questions: „Over
the last three years have you invested in in -
creasing the firm’s production capacity?”
and „Over the last three years have you in -
vested in increasing the firm’s distribution
capacity”? The most frequently encoun-

tered argument for investing in production
and distribution capacity is covering new
markets/market segments, followed by at -
tracting consumers (Table 9). Arguments
for investing in production capacity pre-
vail.

Table 9 – Distribution of companies

Evgeniya Tonkova

Figure 2 – Distribution of companies according to investment in production 
and distribution capacity
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Although improvement of process speed
has not been an argument for investment in
production and distribution capacity, 6%
of companies register an improvement in
production speed and 32,1% report im -

prove ments in distribution speed. Also
stud ied is the balance of investment/in -
no vations in marketing and satisfaction
with the funds invested (Table 10).

Table 10 – Satisfaction with the funds invested

Marketing in a Globalized Market

Approximately a third of companies
claim investment in marketing has been
balanced (by product, price, place, pro-
motion) and they are satisfied with the re -
sults of their investment (34%). For 26,4%
marketing investment is not balanced (by
product, price, place and promotions) and
respondents are dissatisfied with return on
investment. The prevailing opinion is an
investment in marketing by marketing mix
components is balanced. However, a con -
siderable share of companies has not bal-
anced their marketing investments (41,5%).

Conclusions
The research results provide the foun-

dation for several major conclusions. The
companies included in the survey are fac-
ing various problems, the most frequent
being the following: the competitive en -
vi ronment, declining sales and deteriora-
tion of financial results. Marketing orien-
tated investment activity is high, with the
largest share of companies investing in new

products, new production technologies and
communications. Results concerning sat-
isfaction with invested funds reveal a ma -
jority of positive evaluations, while we can -
not fail to observe the large share of re -
spondents who claim they are „neither sat -
isfied, nor dissatisfied” (30,2%) A third of
the companies surveyed shares the opin-
ion that there is a perfect match between
production and distribution capacity, yet
for the remaining two-thirds a mismatch is
registered, which can be of critical im por -
tance for the future of their business. Only
a third of the companies declare that their
investments in marketing are balanced (by
components: product, price, place, promo -
tions) and are satisfied with the return on
their investment. A considerable number
of companies have unbalanced marketing
investments in innovations.
The problems outlined within the frame -

work of the survey will be playing a key
role in the development of companies over
the next decade. Lack of coordination in
investments in marketing innovations by
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components of the marketing mix will ex -
pose companies to additional risk. Un -
doubt edly practices from previous decades
for priority investment in new products and
product lines will be revised and increas-
ingly companies will be investing in distri -
bution, communication and pricing. With -

out a shadow of a doubt, the drivers for
these changes are going to be the new
technologies in the marketing sphere,
which will result in partial or complete
automation of part of processes and so -
lu tions and will increase consumer and
com pany interest in real-time marketing.
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„Globalization
presumes sustained 
economic growth.
Otherwise, the process 
loses its economic benefits
and political support.”

Paul Samuelson
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