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Abstract

The marketing mix is the essential instrument in implementing marketing in the public
sector. This paper brings into evidence the particularities of conceiving, elaborating and applying
the marketing mix in public institutions. The particularities of the marketing mix that is applied in
public institutions are imposed, on one hand, by the role played by the public institution and the
place it occupies in the contemporary society and, on the other hand, by the objectives it defines by
its marketing strategy. The tactic by which the marketing strategy is applied refers to the optimum
combination of at least four controllable variables (service/product, tariff/price, distribution and
promotion) accomplished by the public institution. The analysis of the classic marketing mix
components — used in the public institution — allows the underlining of the significant aspects that
improve the public institution activity, as well as its image in the future.
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controllable variables.

Introduction

In the contemporary society, the public institution is the organisation by means of which the
state implements its public policies conceived, drawn up and accepted for each stage of evolution
of any country. The public institution, as support of the political power exercising, by the activity
carried out, provides the public services necessary for the satisfaction of those social needs
appreciated by the public power as being of public interest at a given moment. The social needs,
undergoing a continuous increase and development at this millennium beginning, as result of the
technical and scientific progress, of the increase of the level of culture and civilisation, confer to
the public institution an increasingly important role nowadays but also in the near and far future.
Hence, for each public institution, the choice of the most adequate development strategy, allowing
it to delimitate its short, medium and long-run objectives becomes an ardent necessity.

The New Public Management, as a model of management of the public institution, grounds
its activity on the combination of the political, legal and managerial approaches, but also on the
orientation towards the entrepreneurial government and public administration market. This
involves the anticipated study of the social needs, as well as their hierarchic structuring, in order
the ensure, given the unlimited increase in opposition to the limited resources of the society, their
fulfilment as quick, as satisfactory and in a quantity as high as possible.

The implementation of marketing in the public institutions, in this context, seems to be the
only viable solution allowing the use with maximum efficiency of the resources provided by the
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society in order to satisfy the common welfare, both for citizens and for the public administration
and the natural environment. The transformation and implementation of the marketing services
into the public sector, as stated by the great American specialist Ph. Kotler implies: the focus on
the customer, the segmentation and choice of the target markets, the identification of the
competition, the use of all four instruments of the marketing mix, as well as the supervision, the
control of the activity and the application of the any necessary adjustments.

In this paper, we intend to outline the specific manner of drawing up and implementation of
the marketing strategy into the public institution, and especially of the marketing mix, as the main
instrument of the marketing tactic, of the particularities of the four traditional variables defining
the marketing mix also within the public institution.

Synthesising the marketing mix particularities in the public institution is important both at
theoretical and at practical and applicative level. For the marketing theory, the outlining of the
specificity of the public institution marketing mix represents arguments that come to support this
new specialisation of marketing. For the practical activity of the public institutions, the
understanding of the characteristics of the public institution marketing mix allows the specialists to
adopt the best strategies and tactics in order to fulfil their mission. The particularities relating to
the use of the marketing mix in the public institution will be outlined by the examination of the
four ,classical components” of the marketing mix, this facilitating the implementation of
marketing in all types of public institutions, depending on the field of activity, under the words
satisfaction and value for the citizen”.

The last decade literature relating to the management of the public institutions and to the
marketing of services makes very frequently references to the necessity and possibility to
implement marketing also in the public institutions, expressing interesting ideas regarding certain
issues specific to the public institution marketing, concerning: the market, the consumer’s
behaviour, the public service and its price, the modality of distribution and especially of promotion
by means of publicity.

On the grounds of the opinions expressed within the studies published in various specialised
journals of marketing, in several chapters of some paper published in out country and abroad, in
the interesting work of the marketing specialist Ph. Kotler, published in collaboration with H. Lee
in 2007 ,,Marketing in the Public Sector”, also translated into Romanian in 2008, we undertake, in
this paper, to render in a synthetic and structured manner the specificity of the marketing mix in
the contemporary public institution, thus continuing the analysis made in this area during the last
years, the results of which have been published in our journal.

The opportunity to know and use the marketing mix in the public institutions

As in any organisation, in the public institution, a marketing strategy, irrespective of how
rigorously grounded it is at the theoretical level, it cannot lead to favourable results without using
adequate tactics, according to the specific situation of the organisation of that moment.

The main instrument of the marketing tactic, successfully used in all types of organisations,
is the marketing mix.

The marketing mix unifies the controllable variables that the public institution combines in
order to influence the market and to ensure a maximum possible economic and social efficiency. It
concerns a certain structure of marketing efforts, a connection, design and integration, in various
shares, into a marketing programme, of the four elements: the public service and its tariff, its
promotion and distribution, in order to obtain the efficiency necessary to accomplish the strategic
objectives within a limited period. The four traditional components of the marketing mix, also
known as ,,the 4 P” (product — public service, price — public service tariff, placement — distribution
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and promotion - communication) represent the key by which the public institution can act in order
to obtain a maximum impact on the market and on the consumer, reflecting the manner of use of
the different resource components it owns so as to obtain all desired results.

The marketing mix, as result of the combination and dosing of the related ingredients and of
the necessary resources, offers the possibility to understand the answer of the public institution to
the society exigencies. It emerges, at any moment, as result of the action of some extremely
complex and heterogeneous factors, both endogenous and exogenous by nature. Theoretically, the
components of the marketing mix may be combined in an infinite number, but in practice not any
combination acquires this statute, but the one that, consciously made based on the functional
connections existing between the objectives proposed and the means used, allows to obtain a
maximum efficiency, ensuring the equilibrium necessary for the carrying out of a normal activity.

When conceiving the marketing mix, the nature and number of the variables used at a given
moment, their dosing for achieving the desired aim, the relationships occurring between the
organisation and the macro-environment, the market requirements, the possibilities of the public
institution etc. are considered, so as to allow the fulfilment of the established purpose according to
its vision.

The conception of the marketing mix is a complex process comprising several stages.

During the first stage, the marketing variables are identified and chosen by integrating the
market-related information and in compliance with the particularities of the strategy and of the mix
implementation. In any combination, the simultaneous presence of the four classical variables is
necessary, although the importance of each one differs depending on the objectives established by
the public institution and on the modality of manipulation of this combination in relation to
targeted aim. Hence, many variants are conceived. The choice of the optimum marketing mix
involves the reporting to the assessment criteria, imposed by the related strategic and tactic
objectives.

During the second stage, the mix combination deemed to be optimum for the said period is
integrated under the best conditions, this one being registered in the marketing programme and
applied by means of specific operational practices. In order to obtain a maximum impact on the
market, certain principles allowing the adequate dosing and the coherence of the marketing actions
should be observed.

During the third stage occurs the quantitative and qualitative assessment of the mix optimum
variant. This allows the appreciation of the extent to which the established strategic objectives
have been accomplished, the discovery of the existing dysfunctions, offering also suggestions for a
new combination, more efficient of the marketing mix ingredients.

The quality of the marketing mix reflects the capacity of the deciders to adapt to the
environmental changes and to forecast them.

In practice, the marketing mix plays an essential role, as it creates, on one side, the
differentiation in the consumer’s perception and, on the other side, the instruments specific to the
achievement of the strategic objectives concretised in ,,the 4 P, which, at their turn constitute,
each of them, a marketing sub-mix representing a game of strategies and combinations of
variables.

Between the four sub-mixes there is certain interdependency, a mutual conditioning we will
also present in the following chapters.

The marketing mix with the four sub-mixes represents the optics of the public service
provider, of the public institution, the instrument used to facilitate and to influence the efficient
exchange of activities with the consumer customer. Yet, it shouldn’t be neglected within the
marketing activity the consumer’s optic, the public service beneficiary’s optic, for whom: the
product — the public service represents the solution for satisfying the social needs, the price — the
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tariff is the cost the customer has to pay in order to benefit from the said service, the placement —
the distribution facilitates the access to the said service and the promotion reflects the concrete
means of communication with the public service provider.

The following chapters will render the specificity of each marketing sub-mix within the
public institution.

The public service — the public institution ,,Product”

The main component of the marketing mix is represented by the product, generically called
public service within the public institution; it represents the activity organised and regulated by an
authority of the public administration in order to satisfy a social need of public interest.

In the public sector, the term of product, as stated by Ph. Kotler is not familiar, as the
product is usually associated in society with material goods. Therefore, we should specify that
according to the marketing conception, the public service is a complex notion concerning:

— material goods — postage stamps;

— services — educational, medical;

— organisations — National Institute of Meteorology;

— 1ideas — projects for consumption rationalisation;

— places — Palace of Parliament;

— information — Protection in case of natural disasters.

In other words, the public service appears under multiple forms and represents any activity
provided by a public institution, its essential finality.

It reflects a dynamic social and political reality occupying a structural position within the
society, frequently modifying its form as the general social needs quickly change, especially
during the last decades.

As the public service concerns only the activities necessary for the satisfaction of the social
needs appreciated by the public power as being of public interest, it is subject to the legal regime
regulated by public law principles within an adequate legal framework to be considered within the
marketing activity. Therefore, for the marketing activity it is important to delimitate the three
categories of public services, depending on the extend they bring their contribution to the
satisfaction of the public interest:

1. public services not involving the participation of foreign persons and having as purpose

the direct satisfaction of individual interests of beneficiaries or customers.

2. public services involving also the indirect participation of other persons and seeing the

customer as a user and not as a beneficiary (i.e. the maintenance of a network of roads).

3. public services involving the participation of certain citizens, being destined for the

entire community, the persons not individually knowing the result (i.e. national defence,
diplomacy).

The large range of fields within which the public institution carries out its activity makes the
public service take a large diversity of concrete forms, thus negatively affecting the marketing
activity. Hence, it is highly important to classify the public services depending on the presence and
nature of the market relationships (practiced by international organisms such as: O.N.U., U.E.,
0O.C.D.E.) which delimitates:

- market services — obtained as result of the sale-purchase process;

- non-market services - which are distributed by other mechanisms than the market ones

and which are provided by the governmental organisms; They may be:
e collective public services, being provided for the general benefit of the community,
such as: justice, army, police, etc.; but also:
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e individual public services, from which the citizens benefit in a direct manner:
education, medical assistance, social security etc. being almost compulsorily
consumed by them.

Within the marketing activity of the public institution it is important to consider the general
service characteristics obviously also concerning the public services such as: those provided by the
network industries (potable water supply, thermal and electrical power supply, natural gas
distribution, sewerage, transports and communication, post services etc.), as well as other
economic activities subject to related obligations by the public service (public lighting, land
registering, social building construction, etc). These characteristics of the services, as well as the
specificity of the public institution accomplishments generate a series of particularities within the
,product” policy.

The marketing research aims to identify the public needs that the public institutions are
going to meet, but it does not necessarily pursue to determine the forms to be taken by the public
services, but to satisfy a higher number of citizens, who will be obviously satisfied at quite
different levels, as their pretensions are variate and the public institutions cannot afford to answer
to all of them due to the limited resources. The marketing of the public institutions should bring its
contribution to the definition of the types of services to be provided at certain standards.

The developed European countries have already initiated strategies for implementing the
public service standards concerning the following types of models:

- central — which imposes the establishment of certain standards published and reported at

the level of the central administration (i.e. the Great Britain);

- standard — adequate to the market strategy which facilitates the customer’s option and
the competition between institutions;

- contextual — adequate for the strategy of increase of the public sector receptivity.

- decentralised — adequate for the countries where the public sector is decentralised, as it
facilitates the accumulation of the experience based on which the decisions are grounded,
thus contributing to the increase of responsibility and to the attenuation of bureaucracy. It
imposes the adaptation of an ethical code of the public institutions allowing the
transparency and receptivity of the public clerks and the standardisation of certain public
services.

If the public services are provided for free, without transgressing the equality principle, the
marketing should pursue its adaptation to different types of public in order to be efficient, and in
case of discriminations, these should be done based on criteria objectively accepted by the entire
public.

The main attribute of the public service to be considered within the marketing policy of the
public institution is its quality by which the performances of the public institutions are
appreciated, being defined by opportunity or adequate character involving the recognition of the
differentiation of needs and of the appreciation of the importance of the service-related issues. The
impact of the service on the customer is appreciated by the service provision quality mainly
referring to: punctuality; accuracy; accessibility or material advantages of the service; availability;
continuity; frequency; security; simplicity; agreeability; correctness; confidentiality; neutrality;
equality etc;

Depending on the type of public service, each public institution should also establish within
its system of objectives the one concerning the increase of the public service quality and it should
delimitate the main ways to accomplish it.

Of course, depending on the public service specificity, the other defining elements of the
product should be considered, such as: the denomination, which may render the said service
attractive or not, the design, the ,,packaging”, the ergonomic issues such as the comfort of the
library chairs, the lighting, the general ambient for a theatre, museum, etc.
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It depends on art of the marketing specialist, on its talent to adapt each element of the
product policy to the specificity of the said public service.

Public service distribution

The policy of distribution of the public services, at first sight, seems not to be very
important within the marketing mix of the public institution. But, it cannot be ignored as it
designates all the economic and technical and organisational processes of coordination and
transmission of the flow of rendered services from the provider to the beneficiary, under
conditions of maximum efficiency. But the meeting between the provider and the consumer of
public services, respectively the public institution and the citizen or other organisations, is
different from what happens in case of distribution of material goods, due, on one hand, to certain
characteristics of the public services, such as: intangibility, perishability and inseparability and, on
the other hand, to the content and structure of their distribution.

The distribution of the public services includes all the activities carried out within the space
and time separating the public institution from the beneficiary of the public services and refers to
the following:

1. the distribution network — represented by the location of the buildings and equipment
where the meeting with the public service consumer takes place. It is important for the beneficiary
to have an easy and cheap access to this location. Therefore, especially as regards the local public
administrations, the location of the public services is also selected based on political criteria,
allowing the elected public clerks to use them as arguments within their electoral campaign. When
the distribution network disadvantages the public service consumer, this one can refuse to
consume them (for instance to use the library, the recreation places etc.), even if they are for free,
and for the paid ones, the consumer can find more advantageous alternatives. Therefore, the
location of the public institution in the territory and of the network is highly important. The latter
may be:

- decentralised — with many places, but a limited number of services or with many services;

- concentrated — in few places of provision of a significant number of services.

2. the distribution channel — concretised in the route followed by the ,,offer of services” up
to the beneficiary, which in most of the cases is direct, without intermediaries, thus advantaging
the consumer, as this one saves time and intermediation-related expenses. As the distribution
channel is the means for placing at the beneficiary’s disposal the provided public service, the best
decision should be made as for the place, time and modality of access, so as to reduce the
customer’s effort. The experience evidences that often the access facility is the most important
when the customers have to choose. Therefore the location of the public institution and its
working hours, the waiting time, the parking place, the ambient for carrying out the specific
activity, really matter.

3. the meeting with the beneficiary — involves the travel of either the service provider or the
service beneficiary. The communication means render very often unnecessary the physical
presence, thus saving time. The use of the Internet becomes more frequent and efficient; the same
for the phone, fax, especially for orders or for document transmission.

What is specific to the public service distribution is that it doesn’t mainly involve a physical
movement of material goods, but especially an adequate communication of ideas and, therefore, it
occurs in the very moment of the meeting between the provider and the beneficiary, and the sale of
certain public services may be done by order (mail) and the payment by discount, cheques, credit
cards etc. As such, the physical circuit in case of public services is limited to the location of the
distribution network, the travel of either the provider or the beneficiary and the reception
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concomitantly with the consumption of the public service. This renders necessary the physical
presence of the beneficiary in order to receive the said service (for instance the patient and the
student receive the service in a direct manner. At the same time, we remark an obvious
preoccupation for finding the most appropriate ways to place the public services at the customers’
disposal, by providing them with a series of facilities.

In conclusion, the public service distribution strategy involves the adoption of decisions
regarding: the place and modality of access of the beneficiaries; the moment of access of the
beneficiaries to the said services; the customer’s waiting time and the waiting and service
reception ambient; the choice of the distribution channels and of the priorities based on various
criteria; the expenses necessary for allowing the related distribution etc.

The optimisation of the public service distribution allows their effectiveness and even their
promotion among citizens and organisations.

Public service promotion

The efficient communication of the public institutions with citizens and organisations is
done by the public service promotion, this allowing the target public to get informed on the public
institution offer and to understand that accessing public services will bring various advantages.

Until recently, speaking about the public institution promotion, especially by means of
publicity, would have looked bizarre, as the communication with the exterior was deemed to be an
administrative issue and all people had to comply with the legal provisions in the matter. Today,
when the modern society tries to find the most efficient means of communication — in this era
when the communication techniques have developed so incredibly — the promotion of an
organisation constitutes a modality that offers a large and expressive range of forms and
instruments it can successfully use.

The promotion (the promotional sub-mix) plays a very important role in presenting the
institution, in communicating certain ideas (proposals, programmes etc.) and in informing the
target public and the general public relating to the products and services provided, certainly in
order to fulfil its goals under optimum conditions. By promotion, the citizens and organisations are
informed, influenced and served, if adequate messages able to provide the desired position and
identity are used.

It is important for the public institution promotion policy, in general, and for the public
institution communication policy, in particular, to be conceived depending on the institution
specificity, considering the three significant issues of the institutional communication:

- experience in the said field of activity — this provides operational communication;

- relationships with the exterior — the public relations is particularly important in relational

communication;

- information — for attracting and convincing the beneficiaries, thus ensuring the

“notoriety” communication.

Although communicating with public service consumers is not deemed to be essentially
important for a public institution, as it is for an economic organisation, lately, in most of the
countries, there is a clear concern to regulate the institutional communication, establishing the
special rules able to ensure the desired administrative transparency (i.e. in France the following
laws have been adopted: Law regarding the access to administrative documents, in 1987, Law for
justifying the administrative decisions, in 1979, Law of administrative computer science, in 1978).
They should create an adequate framework able to allow and to force the public administrations to
give answers to any request for information coming from citizens and organisations, considering
the information accessibility principles. In our country, in 2001 has been adopted the Law no. 544
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regarding the free access to public interest information, according to which the public interest
information is communicated ex officio or on demand by the specialised compartment of
information and public relations or by related persons in charge.

An efficient promotion of the public institution involves the use of an integrated
communication strategy, concerning:

o the messages sent to the target public, reflecting what it is desired for this public to know,
to believe and to do. In order to be efficient, the message should be simple, clear,
understood, perceived and followed by the potential consumer of public services. Also,
the message should focus on the benefits provided to citizens in order to convince them to
make use of it.

e the message intermediaries are those who effectively transmit the message, such as:
representatives, activity partners, sponsors appearing as sellers of the said public. They
usually identify with the name or logo of the public institution frequently appearing on the
printed symbols and promotional materials. The message intermediaries perceived by the
public as charismatic, experienced and credible are the most successful ones.

e the communication channels are not to be confounded with the distribution channels.
They refer to the place and time of the message occurrence; the customer makes the
transaction or benefits from the public service even by the participation to certain
programmes.

It is particularly important to choose these channels depending on what has to be
communicated and is thus stated to be the communication goal. The selection of channels should
also be made depending on the available budget and on the behaviour and particularities of the
target public. An integrated strategy of communication will allow the selection of the most
adequate communication means in compliance with the nature of the related activity and
depending on the level of agglomeration of the communication channels.

The public institutions should provide information relating to the public services placed at
the beneficiaries’ disposal and even to their performances, in order to reach the main objectives
well synthe51sed by L. Matei:

the increase of the democratic legitimacy;

- the possibility granted to customers to assert their rights;

- the modelling of the customers’ expectations as for the level and quality of services;

- the facilitation and the creation of adequate conditions for options;

- the imposition of the providers’ performance;

- the restoration of the customers’ trust into the public sector and its agencies.

Often, the information supplied about the public services serves various purposes and hence
it 1s necessary to control the administrative jurisdiction, and also to intervene, by means of a
mediator, for the amiable settlement of any litigation that may occur between the administration
and the beneficiary.

In order to prevent them, the public institutions should explain to its customers the quality of
the provided services, by publicity materials (papers, brochures, magazines, radio-TV
transmissions, CD-ROM etc.).

The important national and local public institutions have already specialised departments
acting so as to maintain the public image by using various modalities of formal and informal
changes with the potential consumers, with partners etc.

We could say we deal in the public sector with a structure of communication where the
strategic dimension becomes increasingly obvious, it being particularly related to the achievement
of certain goals.
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The promotional mix of the public institution is a combination of several elements, an
important role coming to the publicity and public relations, to which, depending on the public
institution specificity can be added the following: sales promotion (especially if the object of
activity is represented by material goods), sale forces (personal sale), promotional events, brand
promotion etc.

The publicity becomes the promotional form increasingly used by the public institutions,
even if they are in a monopole position, when they do feel threatened by the competition of the
»alternative products”. It has a series of particularities, as follows:

- it has no commercial purpose;

- the main purpose is to inform the potential customers, even if there are no competitors

for the said public sector;

- it i1s complementary to regulations; hence, it is highly important to combine the two
elements, as risks or abuses relating to the marketing use may occur either by the
diffusion of erroneous information or by political propaganda;

- the choice of the publicity forms and instruments should consider the field of activity of
the public institution. The most frequently used are the following: TV, radio, posters,
boards, sending of publicity materials by mail, artistic and sportive representations;

- it involves more imaginative efforts than in case of economic organisations;

- it occurs prior to the launching of various programmes;

- it benefits from much lower budgets as compared to the economic organisations;

- it is the most largely used form, besides the public relations, but the organisation of the
publicity campaigns is the most efficient form of promotion as it is persuasive or
informative, creative etc.;

- its impact starts to preoccupy the public institutions, as especially the inappropriate
advertising may affect their credibility;

- the publicity announces concern the large mediation of various strategic and
administrative issues that may be addressed to certain categories of specialists or to the
civil society in general.

The use of the written press or of the pilot agents willing to freely distribute necessary
informative materials, deserves a special attention as it drives the essence of the civil society:
freedom, creativity, gratuity.

The public relations constitutes, besides publicity, the most largely used means of
communication of the public institution with citizens, other organisations, local communities, mass
— media etc. They are represented by all the activities used for the creation, maintenance and
influence of a favourable attitude towards the public institution. Information is transmitted by
representatives, press conferences, publicity materials, special events. This form of promotion is
informative, customised and adequate, transmitting a unique and credible message. It involves the
dialogue and succeeds in reaching persons or organisations that reject publicity. It creates a climate
of understanding and trust, gaining the sympathy of the public opinion or of certain groups. But
the life of the message is limited, the effect is not controllable and often it involves a third party as
intermediary, such as: the journalist, the event and an institution.

In the public institution, according to art. 17 of Law 544/2001, a representative organising at
least once a month a press conference in order to inform the public is a must.

In order to be successful, the promotion strategies should consider the target public profile
and characteristics, depending on which the issues to be communicated and the most adequate
means to be used for this purpose are established. The choice of the most adequate promotional
strategy should start from the targeted goals and hence a global image strategy or a strategy for the
exclusive promotion of a public service or for the extension of the public institution image should
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be conceived. Usually, a promotional activity strategy is drawn up, but also an intermittent
promotional strategy (by campaigns of promotion of a new public service for instance) can be
used. Also, the promotion can be achieved by one’s own forced or by specialised organisations.
The marketing specialists will propose to the managerial team, for each stage, the use of the most
adequate promotional strategies answering the best to the fulfilment of the said public institution
goals.

The tariff - price

In the public institutions, the notion of price, in the classical sense, has a limited
applicability due, on one hand, to the difficulties relating to the quantification of the provided
service value and, on the other hand, to the gratuity of many public services. But, there are a series
of public services for which the consumers pay a tariff, so that it would be more correctly to use
the term of ,.tariff-related policy” of the public institutions.

In the marketing mix of the public institution, the apparent price (tariff) is a less important
variable (as many public services are freely provided), but in reality, it should not only not to be
ignored, but also to be analysed as it presents a series of particularities to be considered in the
marketing activity. Hence, in most public institutions, the establishment of the marketing sub-mix
substantially differs from the one performed in economic organisations.

The tariff (price) of the public service is a marketing instrument used for achieving strategic
objectives that are highly variate but which, generally, concern the partial or total recovery of
costs, the obtaining of subventions, the modification of the consumers’ behaviour by financial and
non-financial stimulants etc.

In the contemporary society, the tendency is to establish public service tariffs based rather
on political than on technical and economic principles. Normally, the price is based on the
following principle: how much the consumer is willing to pay for a public service or good. The
public service tariff takes in discussion the beneficiary’s accessibility to that service, the
producer’s costs being subsequently covered by state subventions. Such tariffs are in fact non-
financial prices not being relevant and inducing ambiguities in assessing the behavioural
performances of the public institutions.

For certain public services, the price does not influence the consumption, the demand is
inelastic, the price is fixed, it cannot be negotiated, and the said need should be satisfied (for
instance the obtaining of a construction permit, of a passport etc.).

The public sector prices do not mean just fees paid for the used public services, but they are
also reflected in the pecuniary means used for the discouragement of certain citizenship behaviours
legally sanctioned by the society by fines and penalties, and in financial and non-financial
stimulants practiced by granted deductions (for instance for the anticipated payment of certain
taxes and fees).

Generally, the beneficiary pays the marginal cost (cost of the additional unit), representing
the financial participation of the user to the compensation of the expenses made for that service
provision. Thus, equal chances of access to public services are offered to all consumers, but this
frequently limits the possibilities of tariff discrimination (i.e. the tariff for a letter is the same
irrespective of the country destination place).

When establishing the public service tariffs, the demand-offer ratio, its perception by the
beneficiary and its role as for the said service distribution and promotion should be considered.
Therefore, the tariff can ,render tangible” the service, thus providing information about quality.
For instance, if the tariff is too low or symbolic, the consumer can perceive it as being of low
quality, and if it is too high, many citizens will not afford to buy it. Also, the tariffs practised for
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services can reduce their variability, can diminish the effects of perishability and inseparability. As
regards low complexity services, the tariffs play an important promotional role.

The public institution price strategies can successfully make use of certain types of prices
practised by the producers of material goods, such as: promotional price for encouraging the price
collection, psychological price by painful fines for environmental protection, discounted price for
encouraging the use of the common transportation means, differentiated price, by population
segments etc.

Although, within the overall marketing policy of the public institution, the tariff-related
policy is quite ignored, as it is concretely reflected by the level of differentiation, flexibility,
temporary variation etc., it is necessary to consider, when grounding the tariffs (prices): the
demand, offer, competition, costs and its perception by the consumer. Also, marketing researches
are necessary in order to concretely determine the categories of services the public is willing to
pay and the level it is able to bear.

Conclusions

It is particularly important to understand the particularities of the public institution
marketing mix, considering that the public institution is undergoing, at this millennium beginning,
a transforming process by the implementation of pertinent strategies meant for the improvement of
the provided services.

The particularities of the public institution marketing mix are the resultant of the action of
important factors, such as:

e the characteristics of the public institutions determined by the object, scope and field of

activity, as well as the functions it accomplishes in the contemporary society;

e the essential differences existing between the public institution and the economic
organisation (firm, enterprise) expressed in the mission and fundamental purpose,
objectives, role, resource provision, interests etc.;

e the implementation of the New Public Management requiring the use of marketing as a
highly important instrument in establishing and accomplishing the development strategy
of the public institution;

e the approach of the public institution activity from the marketing perspective involves
the conception of an adequate marketing strategy, but also of an efficient marketing mix
by which the strategy can be successfully applied.

The systematisation of the particularities of the public institution marketing mix has
concerned the four classical marketing sub-mixes, the so-called ,,the 4 P”, namely: product —
public service, price — public service tariff, placement — public service distribution and promotion
— communication with the public service beneficiaries.

The product sub-mix holds a central place within the marketing mix, as the public service,
which may take the form of material goods and, most often, of intangible services, expresses the
essential finality of the public institution activity.

There is a large range of public services, as the general social needs are heterogeneous and
under continuous change, due to the technical and scientific progress and to the increase of the
material and spiritual civilisation level. The essential attribute of the public service is represented
by its quality, by which the public institution performances are also appreciated. Its impact on the
beneficiaries occurs by: punctuality, accuracy, accessibility, material advantages, availability,
continuity, simplicity, agreeability, correctitude, confidentiality etc. Hence, a preoccupation for the
increase of the public service quality should be oriented towards the discovery of new solutions
adequate for each type of public service.
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The price sub-mix is apparently less important, as many public services are provided for
free, because, beside non-financial prices, tariffs are also used, these ones being often established
based rather on political than on technical and economic principles, as the aim is to provide the
accessibility of the beneficiary to the public service.

The public service distribution sub-mix does not look very important at first sight. But,
considering that distribution means direction and transmission of public service flows from the
public institution to the beneficiary, under maximum efficiency conditions, the optic changes. As
the public service distribution concerns the distribution network and channel, but also the meeting
with the beneficiary, the decisions regarding the place, the moment and the modality by which the
citizen or the organisations may benefit by the public service are very important.

The promotional sub-mix has a particularly important role in the public institution
marketing policy as it is the instruments by which it communicates, quickly and efficiently, with
the public to which it sends the most important information, especially by publicity and public
relations, but also by other means and forms of promotion.

The delimitation of the four forms of marketing sub-mixes is very important both at
theoretical and at practical level, for the transposition into practice of the public institution
strategic objectives, fit for leading to performance and competitiveness in the public sector and, on
this grounds, to the possibility of meeting a larger range of social services, and also for improving
the serving and satisfaction of the customers, of the public service beneficiaries.

Our study will continue with the analysis of the specific characteristics relating to the
organisation of the marketing activity in the public institution, to the control and assessment of the
marketing activity in different types of public institutions. Thus, we want to bring our contribution
to the discovery of new efficient solutions, allowing the implementation of marketing in the whole
public sector, rendering it more efficient and more active within the framework of the
contemporary society development.
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SPECIFICUL FUNDAMENT!&RII SI IMPLEMENTARII MIXULUI
DE MARKETING IN INSTITUTIILE PUBLICE

Sica STANCIU!

Abstract

Instrumentul esential al implementarii marketingului in sectorul public il reprezinta mixul
de marketing. Lucrarea evidentiazd specificul conceperii, elabordrii si aplicarii mixului de
marketing in institutiile publice. Particularitatile mixului de marketing utilizat in institutiile
publice sunt impuse, pe de o parte, de rolul si locul pe care institutia publicd il are in societatea
contemporand §i, pe de altd parte, de obiectivele definite de strategia de marketing a acesteia.
Tactica prin care se infdptuieste strategia de marketing impune realizarea unei combinatii optime
a cel putin patru variabile controlabile (serviciul/produsul, tariful/pretul, distributia si promo-
varea) de cadtre institutia publicd. Analiza componentelor mixului de marketing clasic utilizate in
institutia publicd permite sublinierea aspectelor semnificative care contribuie la imbundtdtirea
activitdtii institutiei publice §i a imaginii acesteia in perspectivd.

Cuvinte cheie: mix de marketing, institutii publice, sector public, strategie de marketing,
variabile controlabile.

Introducere

In societatea contemporana, institutia publicd este organizatia prin care statul isi transpune
in practica politicile publice concepute, elaborate si acceptate pentru fiecare etapda a evolutiei
oricdrei tari. Institutia publicd ca suport al exercitdrii puterii politice prin activitatea desfasurata
oferd serviciile publice necesare satisfacerii acelor nevoi sociale pe care puterea publica le
apreciaza ca fiind de interes public la un moment dat. Nevoile sociale in continud crestere si
diversificare la acest inceput de mileniu, ca urmare a progresului tehnico — stiintific, a sporirii
nivelului de cultura si civilizatiei confera institutiei publice un rol tot mai important in prezent dar
si in viitorul apropiat si indepartat. De aceea pentru fiecare institutie publica alegerea celei mai
potrivite strategii de dezvoltare, prin care sa-si delimiteze obiectivele pe termen scurt, mediu si
lung este o necesitate stringenta.

Noul Management Public, ca model de conducere a institutiei publice, fundamenteaza
desfasurarea activitatii acesteia pe combinarea abordarii politice, legale si manageriale, dar si a
orientdrii cdtre piata administratiei publice 1 a guverndrii antreprenoriale. Aceasta presupune
studierea anticipatd a nevoilor sociale precum si ierarhizarea lor pentru ca in conditiile cresterii
nelimitate, In timp ce resursele societatii sunt limitate, sd poata fi satisfadcute mai bine si in timp cét
mai scurt, tot mai multe.

Implementarea marketingului in institutiile publice, in acest context, este singura solutie
viabild care asigurd utilizarea cu maximd eficientd a resurselor puse la dispozitie de societate
pentru a satisface binele public atat pentru cetiteni, cit si pentru administratia de stat mediul
natural. Transformarea si aplicarea serviciilor de marketing in sectorul public, dupa cum preciza
marele specialist american Ph. Kotler presupune: concentrarea asupra clientului, segmentarea si

! Profesor univ. dr., Facultatea de Stiinte Economice, Universitatea ,,Nicolae Titulescu”, Bucuresti (e-mail:
sica@univnt.ro)
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alegerea pietelor tinta, identificarea concurentilor, folosirea tuturor celor patru instrumente ale
mixului de marketing, precum si urmarirea, controlul activitatii si efectuarea ajustérilor care se
impun.

In lucrarea de fata ne propunem sa evidentiem maniera specifica de elaborare si aplicare a
strategiei de marketing in institutia publicd si mai ales a mixului de marketing, ca principal
instrument al tacticii de marketing, a particularititilor celor patru variabile traditionale ce definesc
mixul de marketing si in institutia publica. Sintetizarea particularititilor mixului de marketing in
institutia publica are importantd atdt in plan teoretic, cat si practic — aplicativ. Pentru teoria
marketingului, evidentierea specificului mixului de marketing al institutiei publice reprezinta
argumente In sustinerea acestei noi specializari a marketingului. Pentru activitatea practicd a
institutiilor publice cunoasterea s intelegerea trasaturilor mixului de marketing al institutiilor
publice permite specialistilor sa adopte cele mai bune strategii si tactici pentru a-si indeplini
misiunea. Evidentierea particularitatilor utilizarii mixului de marketing in institutia publicd o vom
realiza prin examinarea celor patru ,,componente clasice” ale mixului de marketing, ceea ce va
facilita implementarea marketingului in toate tipurile de institutii publice, in functie de domeniul
de activitate sub deviza ,,satisfactie si valoare pentru cetatean”.

Literatura ultimului deceniu referitoare la managementul institutiilor publice si marketingul
serviciilor face tot mai frecvent referiri la necesitatea si posibilitatea aplicarii marketingului si in
institutiile publice, exprimdnd idei interesante cu privire la unele aspecte specifice ale
marketingului 1n institutia publicd, care vizeaza: piata, comportamentul consumatorului, serviciul
public si pretul acestuia, maniera de distributie si mai ales de promovare prin publicitate.

Pornind de la opiniile exprimate in studiile publicate in reviste de specialitate din domeniul
marketingului, in cele cateva capitole ale unor lucrari publicate 1n tara noastrd si in strdinatate, in
interesanta lucrare a specialistului in marketing Ph. Kotler, publicatd in colaborare cu H. Lee in
2007 ,,Marketing in sectorul public”, tradusa si in limba roména in 2008, ne propunem in acest
studiu sd prezentam sintetic si structurat specificul mixului de marketing in institutia publica
contemporand. Continuind astfel analiza intreprinsa In ultimii ani in acest domeniu, ale carei
rezultate au fost publicate in revista noastra.

Oportunitatea cunoasterii si utilizirii mixului de marketing in institutiile
publice

Ca in orice organizatie si 1n institutia publica o strategie de marketing, oricat de riguros ar fi
fundamentata sub aspect teoretic, nu poate duce la rezultatele scontate fara folosirea unor tactici
adecvate, corespunzdtoare situatiei specifice a organizatiei din momentul respectiv.

Principalul instrument al tacticii d marketing utilizat cu succes in toate tipurile de organizatii
este mixul de marketing.

Mixul de marketing reuneste variabilele controlabile pe care institutia publica le combina cu
scopul de a influenta piata pentru a-si asigura o eficientd economico — sociald cat mai mare. El
vizeazd o anumitd structurd a eforturilor de marketing, o imbinare, proiectare si integrare in
diverse proportii intr-un program de marketing a celor patru elemente: serviciul public si tariful
acestuia, promovarea si distribuirea lui in scopul dobandirii eficacitdtii necesare realizarii
obiectivelor strategice intr-o perioadd determinatd. Cele patru componente traditionale ale mixului
de marketing cunoscut si sub denumirea de ,,cei 4 P” (produs — serviciu public, pret — tariful
serviciului public, plasare — distributie si promovare - comunicare) constituie cheia prin care
institutia publicd poate actiona in vederea obtinerii impactului maxim asupra pietei si a
consumatorului, reflectind modul in care sunt antrenate diferite componente ale resurselor de care
dispune pentru obtinerea efectelor scontate.
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Mixul de marketing ca rezultat al Imbinarii ingredientelor, al dozarii lor si al resurselor de
care acestea au nevoie, oferd posibilitatea cunoasterii variantei de raspuns a institutiei publice la
cerintele si exigentele societatii. El se constituie in orice moment ca rezultat al actiunii unor factori
de o complexitate si eterogenitate extrema, atat de naturd endogend cat si exogena. Teoretic,
componentele mixului de marketing pot fi combinate intr-un numar infinit, dar in practica nu orice
combinatie are acest statut, ci doar aceea care, alcdtuitd Tn mod constient pe baza legaturilor
functionale dintre obiectivele propuse si mijloacele folosite conduce la obtinerea unei eficiente
maxime, asigurandu-i echilibrul necesar desfasurarii unei activitati normale.

In conceperea mixului de marketing se au in vedere natura si numirul variabilelor utilizate
la un moment dat, modul de dozare al acestora pentru atingerea scopului propus, relatiile ce apar
intre organizatie si macromediu, reactia intarziatd a actiunilor de marketing, solicitarile pietei,
posibilitdtile institutiei publice etc. astfel incat sd se poatd atinge obiectivul stabilit conform
viziunii acesteia.

Elaborarea mixului de marketing este un proces amplu ce se desfiasoara in mai multe etape.

In prima etapa se identifici si se aleg variabilele de marketing prin integrarea informatiilor
privitoare la piata si in concordanti cu particularititile strategiei si ale implementarii mixului. in
orice combinatie, se impune prezenta simultana a celor patru variabile clasice, desi importanta pe
care o are fiecare difera in functie de obiectivele institutiei publice §i de maniera in care este
manipulatd combinatia in raport cu scopul urmdrit. De aceea se elaboreazd mai multe variante.
Alegerea mixului de marketing optim presupune raportarea la criterii de evaluare, impuse de
obiectivele strategice si tactice prin care se realizeaza acestea.

In a doua etapi se integreazi in cele mai bune conditii combinatia de mix considerata
optimd pentru perioada respectiva, care se inscrie in programul de marketing si se aplica prin
utilizarea unor practici operationale. Pentru a obtine maximum de impact pe piatd, trebuie
respectate anumite principii prin care se asigurd nu numai buna dozare ci si coerenta actiunilor de
marketing.

In a treia etapa are loc evaluarea cantitativa si calitativd a variantei optime de mix. Aceasta
permite aprecierea masurii in care au fost realizate obiectivele strategice fixate, descoperirea
disfunctionalitatilor, oferind si sugestii pentru o noud combinare mai eficientd a ingredientelor
mixului de marketing.

Calitatea mixului de marketing reflectd capacitatea decidentilor de adaptare la modificérile
mediului si la previzionarea acestora.

In practica, mixul de marketing joacd un rol esential, intrucat el creeazi pe de o parte
diferentiere in perceptia consumatorului, iar pe de altd parte, creeazd instrumentele specifice
infaptuirii obiectivelor strategice ce se contureaza in ,,cei 4 P”, care la randul lor, fiecare in parte
constituie un submix de marketing ce reprezintd un joc de strategii si combinatii de variabile.

Intre cele patru submixuri existd o interdependentd, o interconditionare reciproca pe car o
vom i prezenta in capitolele urmatoare.

Mixul de marketing cu cele patru submixuri reprezintd optica ofertantului de servicii
publice, a institutiei publice, mijlocul de a facilita si influenta schimbul eficient de activitati cu
clientul consumator. Nu trebuie insd neglijatd in activitatea de marketing nici optica consu-
matorului, a beneficiarului de servicii publice pentru care: produsul — serviciul public reprezinta
solutia de satisfacere a nevoilor sociale, pretul — tariful este costul pe care el trebuie sa — |
plateasca pentru a beneficia de serviciul respectiv, plasarea — distributia asigura usurinta accesarii
serviciului respectiv, iar promovarea constituie modul concret de comunicare cu ofertantul de
serviciu public.

In capitolele urmatoare vom evidentia specificul fiecirui submix de marketing din cadrul
institutiei publice.
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Serviciul public — ,,Produsul” institutiei publice

Componenta fundamentald a mixului de marketing o constituie produsul care in institutia
publica poartd denumirea genericd de serviciu public care reprezintd activitatea organizatd si
reglementatd de o autoritate a administratiei publice in vederea satisfacerii unei nevoi sociale de
interes public.

In sectorul public termenul de produs, dupi cum sublinia Ph. Kotler nu este familiar,
deoarece produsul este de reguld asociat in societate cu forma bunurilor materiale. De aceea
trebuie sa precizam ca 1n acceptiunea d marketing, serviciul public este o notiune complexa care
vizeaza:

— bunuri materiale — timbre postale;

— servicii — educationale, medicale;

— organizatii — Institutul National de Meteorologie;

— idei — proiecte de rationalizare a consumului;

— locuri — Palatul Parlamentului;

— informatii — Protectie in caz de calamitati naturale.

Astfel spus, serviciul public se prezintd sub multiple si reprezentéri de activitate ce se oferd
de cétre o institutie publicd, finalitatea esentiala a acesteia.

El reflecta o realitate social — politica dinamica ocupand o pozitie structurald in societate,
care 1si schimba frecvent forma deoarece nevoile sociale cu caracter general se modificd rapid mai
ales in ultimele decenii.

Intrucat serviciul public vizeazi doar activititile necesare satisfacerii unor nevoi sociale
apreciate de catre puterea politica, ca fiind de interes public, ele este supus regimului juridic
reglementat de principii de drept public intr-un cadru legislativ corespunzator de care trebuie tinut
seama in activitatea de marketing. De aceea pentru activitatea de marketing este importantd
delimitarea celor trei categorii de servicii publice, in functie de maniera in care ele contribuie la
satisfacerea interesului public.

1. servicii publice la realizarea carora nu sunt implicate persoane din afard si au ca scop
satisfacerea in mod direct a intereselor la nivel de persoand care are calitatea de
beneficiar sau client.

2. servicii publice la realizarea carora participa si alte persoane indirect, iar clientul este
doar utilizator nu si beneficiar (ex. Intretinerea retelei de drumuri).

3. servicii publice la realizarea carora participd unii cetdteni, sunt destinate intregii
colectivitati, fard ca persoanele sd cunoasca in mod individual rezultatul (ex. aparare
nationald, diplomatie).

Paleta largd a domeniilor 1n care 1si desfasoara activitatea institutia publica face ca serviciul
public sd Tmbrace o mare diversitate de forme concrete, ceea ce provoaca dificultati in activitatea
de marketing. De aceea prezintd interes deosebit clasificarea serviciilor publice in functie de
prezenta si natura relatiilor de piatd (practicatd de cétre organismele internationale precum:
O.N.U., UE., O.C.D.E.) care delimiteaza:

- servicii market — obtinute prin procesul de vanzare-cumparare;

- servicii nonmarket - care sunt distribuite prin alte mecanisme decat cele ale pietei si

care sunt oferite de cétre organismele guvernamentale; Ele pot fi:
e servicii publice colective, ce se asigurd 1n beneficiul general al colectivitatii precum:
justitie, armata, politie, etc.; dar si:
e servicii publice individuale, de care beneficiaza direct cetdtenii: Invatdmant, asistenta
medicala, sociale etc. pe care le consuma aproape obligatoriu.
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In activitatea de marketing a institutiei publice trebuie si se tind seama de caracteristicile
serviciilor in general, care vizeaza evident si serviciile publice precum: cele furnizate de industriile
in retea (distributia apei potabile, energiei electrice, termice, gazelor naturale, canalizare,
transporturi si telecomunicatii, servicii postale etc.) precum si alte activitdti economice supune
obligatiilor de serviciul public (iluminat public, cadastru imobiliar, constructia de locuinte sociale,
etc). Aceste caracteristici ale serviciilor, precum si specificul realizérilor 1n institutiile publice face
ca 1n politica de ,,produs” sa apara o serie de particularitati.

Cercetarea de marketing are ca obiectiv cunoasterea nevoilor publice pe care institutiile
publice urmeaza sa le satisfacd, dar aceasta nu urmareste cu predilectie determinarea formelor pe
care sa le imbrace serviciile publice ci satisfacerea unui numar cat mai mare de cetdteni, care
evident vor fi satisfacuti la niveluri destul de diferite, intrucat pretentiile lor sunt variate si
institutiile publice nu-si pot permite sa raspunda acestora datoritd resurselor limitate. Marketingul
institutiile publice trebuie sa contribuie la definirea diferitelor tipuri de servicii ce vor fi oferite la
anumite standarde.

Deja in tarile europene dezvoltate s-au conturat strategii de implementare a standardelor
serviciilor publice ce vizeaza modelul:

- central — care impune stabilirea unor standarde publicate si raportate la nivelul

administratiei centrale (ex. Marea Britanie);

- standard — adecvat strategiei de piatd, ceea ce faciliteazd optiunea clientului si
competitia intre institutii;

- contextual — se potriveste strategiei de crestere a receptivitdtii sectorului public.

- descentralizat — se preteazd in tarile in care sectorul public este descentralizat,
deoarece faciliteaza acumularea experientei ce std la baza deciziilor, contribuind la
cresterea responsabilitétii si la diminuarea birocratiei. El impune adaptarea unui cod
etic al institutiilor publice care sa permita transparenta si receptivitatea functionarilor
publice si standardizarea unor servicii publice.

In cazul in care serviciile publice sunt oferite gratuit, fira a se incilca principiul egalitatii,
marketingul trebuie sa urmareasca adaptarea acestuia la diferitele tipuri de public pentru a fi
eficient, iar in cazul unor discriminari, acestea trebuie facute pe criterii obiectiv acceptate de
intregul public.

Atributul esential al serviciului public de care trebuie sd se tind seama in politica de
marketing a institutiilor publice este calitatea acestuia prin care se apreciaza performantele
institutiilor publice, care se defineste prin oportunitate sau caracter adecvat ce implica
recunoasterea diferentierii nevoilor si a aprecierii importantei aspectelor serviciilor. Impactul
serviciului asupra clientului se apreciaza prin calitatea prestirii serviciului ce vizeaza mai ales:
punctualitate; acuratete; accesibilitate sau avantaje materiale ale serviciului; disponibilitatea;
continuitatea; frecventa; siguranta; simplitatea; agreabilitatea; corectitudinea; confidentialitatea;
neutralitatea; egalitatea etc;

In functie de tipul de serviciului public fiecare institutie publica trebuie sd-si stabileasca in
cadrul sistemului de obiective si pe cel ce vizeaza cresterea calitatii serviciului public si sa
delimiteze principalele cdi de realizare a acestuia.

Desigur, in functie de specificul serviciului public trebuie avute in vedere si celelalte
elemente definitorii ale produsului cum ar fi: denumirea, care poate face atractiv sau nu serviciul
respectiv, designul, modul de ,,ambalare”, aspecte ergonomice cum ar fi confortul scaunelor din
biblioteca, iluminatul, ambientul in general pentru un teatru, muzeu etc.

Depinde de arta specialistului de marketing, de talentul acestuia in adaptarea fiecarui
element al,politicii de produs la specificul serviciului public respectiv.
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Distributia serviciului public

Politica de distributie sau plasare a serviciilor publice, la prima vedere pare sd nu prezinte
prea mare importantd in cadrul mix-ului de marketing al institutiei publice. Ea insd nu poate fi
ignorata deoarece desemneazd totalitatea proceselor economice si tehnico-organizatorice de
dirijare si transmitere a fluxurilor de servicii oferite de la prestator la beneficiar in conditii de
maximd eficientd. Dar maniera de infaptuire a intdlnirii dintre prestatorul si consumatorul de
servicii publice respectiv institutia publicd si cetateanul sau alte organizatii este diferitd de ceea ce
se Intdmpla in cazul distributiei bunurilor materiale, datoritd pe de-o parte unor caracteristici ale
serviciilor publice precum: intangibilitatea, perisabilitatea si inseparabilitatea, iar pe de alta parte
datorita continutului si structurii distributiei lor.

Distributia serviciilor publice include ansamblul activitétilor desfasurate n spatiul si timpul
ce separa institutia publica de beneficiarul serviciilor publice si vizeaza:

1. reteaua de distributie — reprezentatd prin locatiile cladirilor si echipamentelor in care se
realizeaza intdlnirea cu consumatorul de servicii publice. Este important pentru beneficiar ca
localizarea sa 1i permitd accesul cat mai ieftin si rapid. De aceea mai ales pentru administratiile
publice locale, amplasarea serviciilor publice se face si pe criterii politice care sa le permitd
functionarilor publici alesi sa le utilizeze ca argumente in campanie electorald. Cand reteaua de
distributie il defavorizeazd pe consumatorul de servicii publice, acesta poate renunta, la consumul
lor, de exemplu folosirea bibliotecii, a locurilor de agrement etc. chiar daca sunt gratuite, iar pentru
cele platite poate gasi alternative private mai avantajoase. De aceea, este important plasamentul
institutiei publice in teritoriu si al retelei, care poate fi:

- descentralizata — cu multe locuri dar numar limitat de servicii sau cu multe servicii;

- concentratd — in putine locuri de prestare a unui numar mare de servicii.

2. canalul de distributie — concretizat in traseul pe care ,,oferta de servicii” il urmeaza pana
la beneficiar, care in cele mai multe cazuri este direct, fard intermediari, ceea ce il avantajeaza pe
consumator, deoarece economiseste timp si cheltuielile de intermediere. Deoarece canalul de
distributie este mijlocul de a pune la dispozitie beneficiarului serviciul public oferit, trebuie
adoptate cele mai bune decizii cu privire la locul, modul si momentul in care acesta are acces in
vederea reducerii efortului de client. Experienta aratd cd adesea usurinta accesului este cea mai
importanta cand clientii au de ales. De aceea conteaza amplasarea institutiei publice si programul
de lucru care sa-i permitd utilizarea, timpul de asteptare, locul de parcare, ambianta in care se
desfasoara activitatea respectiva.

3. intdlnirea cu beneficiarul — presupune deplasarea ori a prestatorului ori a beneficiarului
de servicii. Mijloacele de comunicatie permit tot mai mult ca prezenta fizicd s nu mai fie
necesard, economisindu-se astfel mai ales timp. Folosirea Internetului devine tot mai frecventa si
eficientd, ca si a telefonului, faxului, mai ales pentru comenzi sau transmiterea documentelor.

Specific distributiei serviciilor publice este faptul ca ea nu implica cu predilectie o miscare
fizica de bunuri materiale, ci mai ales o comunicare adecvata a ideilor si de aceea se realizeaza
chiar in momentul intéalnirii ofertantului cu beneficiarul, iar vanzarea unor servicii publice se poate
face prin comanda (corespondenta) si plata prin decontare, cecuri, carti de credit etc. Ca urmare,
circuitul fizic In cazul serviciilor publice este limitat la amplasarea retelei de distributie, deplasarea
fie a prestatorului fie a beneficiarului si receptionarea concomitent cu consumul serviciului public.
Aceasta face necesard prezenta fizicd a beneficiarului pentru a primi serviciul respectiv de
exemplu: pacientul, studentul, elevul primesc direct serviciul. In acelasi timp se remarca
preocuparea pentru a gasii cele mai potrivite cai de punerea la dispozitia clientilor a serviciilor
publice asigurandu-le acestora o serie de facilitati.
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In concluzie, strategia de distributie a serviciilor publice implica adoptarea deciziilor cu
privire la:locul si modalitatea de acces a beneficiarilor; momentul in care acestia au acces la
serviciile respective; timpul de asteptare al clientului si ambianta in care asteaptd si primeste
serviciul; alegerea canalelor de distributie §i a prioritdtilor pe baza unor criterii; cheltuielile
necesare asigurdrii distributiei etc.

Optimizarea distributiei serviciilor publice permite eficientizarea acestora si chiar
promovarea lor in randul cetatenilor si organizatiilor.

Promovarea serviciilor publice

Comunicarea eficientd a institutiilor publice cu cetdtenii si organizatiile se realizeaza prin
promovarea serviciilor publice, care permite ca publicul tintd sd fie informat despre oferta
institutiei publice si sa creadd cd va obtine avantaje dacd va accesa servicii publice.

Péand nu demult, sd pui problema promovarii institutiei publice, mai ales prin publicitate ar fi
parut o nerozie deoarece se considera cd problema comunicarii cu exteriorul era de ordin
administrativ si toatd lumea trebuie sd respecte prevederile legale in domeniu. Astdzi, cand
societatea modernd 1si pune cu acuitate problema gasirii celor mai eficiente mijloace de
comunicare — culmea in epoca in care s-a diversificat atat de mult, sau poate tocmai de aceea,
tehnica de comunicatii — promovarea unei organizatii constituie o modalitate ce oferd o paleta
larga si expresiva de forme si instrumente pe care le poate utiliza cu succes.

Promovarea (submixul promotional) joaca un rol foarte important in prezentarea institutiei,
in comunicarea unor idei (propuneri, programe etc.), in informarea publicului tinta si a publicului
general 1n legétura cu serviciile si produsele oferite, bineinteles, cu scopul de a-si indeplini cat mai
bine obiectivele stabilite. Prin promovare cetatenii §i organizatiile sunt informati, influentati si
serviti, daca se foloseste mesajul potrivit care sa asigure pozitia si identitatea dorita.

Este important ca politica de promovare a institutiilor publice in special, cea de comunicare
in general, sd fie conceputd in functie de specificul institutiei, tindnd seama de cele trei aspecte
semnificative ale comunicarii institutionale:

- experienta n activitatea desfasuratd, care asigura comunicare operationala;

- existenta relatiilor cu exteriorul - relatiile publice ocupa un loc deosebit in comunicarea

relationala;

- informarea - pentru atragerea si convingerea beneficiarilor, care asigura comunicarea de

,,hotorietate”.

Desi se considera cd pentru institutia publicd, a comunica cu consumatorii de servicii
publice nu este o necesitate vitala, ca in cazul organizatiilor economice, in ultima vreme in mai
toate tarile existd preocuparea de a reglementa comunicarea institutionald, stabilind regulile
speciale care s asigure transparenta administrativa (ex. in Franta s-au adoptat: Legea accesului la
documentele administrative in 1987, Legea motivarii deciziilor administrative in 1979, Legea
informaticii administrative din 1978). Ele trebuie sa creeze cadrul propriu care sd permitd si sa
oblige administratiile publice sa raspunda la cererile de informatii ale cetatenilor si organizatiilor si

......

sa reformuleze deciziile administrative tindnd seamia de principiile accesibilitatii informatiilor. In
tara noastrd In 2001 a fost adoptata Legea nr. 544 privind liberul acces la informatiile de interes
public, conform céreia informatiile de interes public se comunica din oficiu sau la cerere prin
compartimentul specializat de informatii si relatii publice sau prin persoane cu atributii in acest
domeniu.

O promovare eficientd a institutiei publice implicad utilizarea unei strategii de comunicare

integrate, care vizeaza:
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e mesajele transmise publicului tintd care exprima ceea ce se doreste ca acesta sa stie, sa
creada s1 sa facd. Pentru a fi eficient, mesajul trebuie sa fie simplu pentru a fi clar si
inteles, retinut i urmat de cétre potentialul consumator de servicii publice. De asemenea
mesajul trebuie sd se concentreze asupra beneficiilor oferite cetdtenilor pentru a-i
convinge sa le utilizeze.

e mesagerii sunt cei care transmit efectiv mesajul si sunt intruchipati de: purtdtorul de
cuvant, partenerii de activitate, sponsorii ce apar ca vanzatori ai serviciului public
respectiv. De obicei se identifica cu numele sau logoul institutiei publice care adesea apar
pe simbolurile §i materialele promotionale tipdrite. Au succes mesagerii care sunt
perceputi de citre public cu carisma, experientd, credibilitate.

e canalele de comunicare nu se confunda cu canalele de distributie, sunt de fapt tipuri de
mijloace de comunicare. Ele vizeaza locul si momentul in care apar mesajele si clientul
efectueaza tranzactia sau beneficiaza de serviciul public chiar si prin participarea la unele
programe.

Deosebita importanta are alegerea lor in functie de ceea ce trebuie comunicat si s-a stabilit
astfel ca obiectiv al comunicarii. Canalele alese trebuie sd fie cele mai potrivite si in functie de
bugetul disponibil, dar si in functie de comportamentul si particularitatile publicului tintd. O
strategie integratd a comunicarii va permite alegerea celor mai potrivite mijloace de comunicare in
concordantd cu natura activitatii respective, dar si cu gradul de aglomerare a canalelor de
comunicare.

Institutiile publice trebuie sd asigure informarea despre serviciile publice pe care le pun la
dispozitia beneficiarilor si chiar despre performantele acestora in vederea atingerii principalelor
obiective bine sintetizate de catre L. Matei:

- cresterea legitimitatii democratice;

- acordarea posibilitatii clientilor de a-si solicita drepturile;

- modelarea asteptarilor clientilor cu privire la nivelul si calitatea serviciilor;

- facilitarea si crearea conditiilor pentru optiuni;

- impunerea performantei din partea prestatorilor;

- reinstaurarea increderii clientilor 1n sectorul public si agentiile sale.

Adesea informatiile despre serviciile publice asigurd realizarea unor scopuri multiple si de
aceea este necesar controlul jurisdictiei administrative, dar si interventia mediatorului in
solutionarea amiabild a litigiilor ce pot aparea intre administratie si beneficiar.

Pentru prevenirea aparitiei acestora, institutiile publice trebuie sd explice clientilor calitatile
functiondrii serviciilor oferite prin materiale publicitare (pliante, brosuri, reviste, emisiuni de
radio-TV, CD-ROM etc.).

Deja institutiile publice importante atdt de nivel national cat si local au departamentele
specializate ce actioneazd pentru mentinerea imaginii publice prin utilizarea diverselor modalitati
de schimburi formale si informale cu potentialii consumatori, cu partenerii etc.

Se poate spune cd asistim la o structurd a comunicarii in sectorul public, in care
dimensiunea strategica devine tot mai evidentd, ea fiind legatd in mod special de infaptuirea unor
obiective.

Mixul promotional al institutiei publice este o combinare a cétorva elemente, in care rol
important il joacad publicitatea si relatiile publice, dar lor 1i se adaugd in functie de specificul
institutiei publice: promovarea vanzarilor (mai ales daca obiectul de activitate sunt bunuri materiale),
fortele de vanzare (vanzarea personald), manifestiri promotionale, promovarea marcilor etc.

Publicitatea devine forma promotionala tot mai mult utilizatd de catre institutiile publice,
chiar si in cazul in care ele se afla in situatia de monopol, cand se simt amenintate de concurenta
»produselor alternative”. Ea cunoaste o serie de particularitati:
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- nu are scop comercial;

- scopul major il reprezintd informarea potentialilor consumatori, chiar dacd nu exista
concurenti pentru serviciul public respectiv;

- este complementara reglementdrilor, de aceea are mare importantd combinarea cele doua
elemente iIntrucat pot apare riscuri sau abuzuri in utilizarea marketingului fie prin
difuzarea unor informatii eronate, fie prin propaganda politica.;

- alegerea formelor si instrumentelor de publicitate trebuie sa tind seama de domeniul care
functioneazad institutia publicd. Cele mai utilizate sunt: TV, radio, afise, panouri,
trimiterea materialelor publicitare prin posta, manifestari artistice si sportive.;

- implicd mai multe eforturi imaginative decat in cazul organizatiilor economice;

- premerge lansarea unor programe;

- dispune de bugete mult mai reduse decét organizatiile economice;

- este cea mai utilizatd forma, aldturi de relatiile publice, dar organizarea companiilor
publicitare este cea mai eficientd forma de promovare deoarece are caracter persuasiv sau
informativ, creativ etc;

- impactul ei Incepe sd preocupe institutiile publice, pentru cd mai ales reclamele proaste
pot deteriora credibilitatea lor;

- anunturile publicitare vizeazd mediatizarea largd a unor aspecte strategice si admi-
nistrative ce se pot adresa unor categorii de specialisti sau societdtii civile in general.

Folosirea presei scrise sau a agentiilor pilot care sa distribuie gratuit materialele informative
necesare, meritd atentie deosebitd deoarece propulseazd esenta societdtii civile: libertate,
creativitate, gratuitate.

Relatiile publice constituie alaturi de publicitate forma cea mai utilizatd de comunicare a
institutiei publice cu cetatenii, alte organizatii, comunitdti locale, mass — media etc. Sunt
reprezentate de ansamblul activitatilor utilizate pentru crearea, mentinerea si influentarea unei
atitudini favorabile fatd de institutia publicd. Se vehiculeazd informatii prin purtatorul de cuvant,
conferinte de presd, materiale publicitare, evenimente speciale. Aceastd formd de promovare are
caracter informativ, este personalizatd si potrivitd cu un mesaj unic si credibil. Implica dialogul si
reuseste sa ajungd si la persoane sau organizatii care resping publicitatea. Creeaza un climat de
intelegere si Incredere, castignd simpatia opiniei publice sau a unor grupuri. Dar viata mesajului
este limitatd, nu este controlabil efectul si de multe ori implicd si o a treia parte ca intermediar cum
ar fi: ziaristul, evenimentul si o institutie.

In institutia publica, conform art. 17 din Legea 544/2001 trebuie sa existe un purtitor de
cuvant care organizeaza lunar cel putin o conferinta de presa pentru a informa publicul.

Pentru a avea succes, strategiile de promovare trebuie sd tind seama de profilul si
caracteristicile publicului tintd in functie de care se stabileste ce trebuie sd comunici si care sunt
cele mai potrivite mijloace pe care le poti utiliza. Alegerea celei mai potrivite strategii
promotionale trebuie sa porneasca de la obiectivele urmadrite si de aceea se va elabora o strategie a
imaginii globale sau a o promovarii exclusive a unui serviciu public sau a extinderii imaginii
institutiei publice. De obicei se elaboreazd o strategie a activitdtii promotionale, dar poate fi
folosita si o strategie promotionald intermitentd (prim campanii de promovare a unui nou serviciu
public de exemplu). De asemenea, promovarea se poate realiza cu forte proprii sau cu organizatii
specializate. Specialistii in domeniul marketingului vor propune echipei manageriale in fiecare
etapa utilizarea celor mai potrivite strategii promotionale, pe care le apreciaza ca raspund cel mai
bine infaptuirii obiectivelor institutiei publice respective.
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Tariful — Pretul

In institutiile publice notiunea de pret in sensul clasic are o aplicabilitate redusa, pe de-o
parte datorita dificultatilor de cuantificare a valorii serviciului oferit, iar pe de alta, datorita
gratuitatii multor servicii publice. Dar, sunt o serie de servicii publice pentru care consumatorii
platesc un tarif, asa incat corect ar fi sa folosim termenul de ,,politicd de tarifare” a institutiilor
publice.

In mixul de marketing a institutiile publice pretul (tariful) aparent este o variabild mai putin
importanta (daca multe servicii publice se oferd gratis), dar in realitate, el nu numai ca nu trebuie
ignorat, dar trebuie analizat intrucat prezinta o serie de particularititi ce ar trebui sa fie avute in
vedere 1n activitatea de marketing. De aceea in majoritatea institutiilor publice stabilirea
submixului de pret diferd substantial fatd de organizatiile economice.

Tariful (pretul) serviciului public este un instrument de marketing utilizat pentru atingerea
obiectivelor strategice care sunt foarte diferentiate, dar care in genere vizeaza recuperarea partiald
sau totala a costurilor, obtinerea de subventii, schimbarea comportamentului cetatenilor prin
stimulente financiare i non — financiare etc.

Se remarcd in societatea contemporand cé tarifele pentru serviciile publice se stabilesc mai
mult pe principii politice decat tehnico-economice. In mod normal pretul se bazeazi pe principiul
cat este dispus cumpdratorul sd pliteascad pentru un bun sau serviciul public. Tariful pentru
producatorului urmand sd fie acoperite prin subventii de la stat. Asemenea tarife sunt de fapt
preturi non-financiare care nu au relevantd si induc ambiguitdti in evaluarea performantelor
comportamentale ale institutiei publice.

Pentru unele servicii publice, pretul nu influenteaza consumul, cererea este inelastica, pretul
este fix, nu poate fi negociat, iar nevoia respectiva trebuie satisfacuta (de exemplu obtinerea unei
autorizatii de constructie, a unui pasaport etc.).

Preturile 1n sectorul public nu inseamna doar taxe platite pentru serviciile publice utilizate,
ele se reflecta si in mijloacele banesti utilizate pentru descurajarea unor comportamente cetdtenesti
sanctionate legal de societate, cum ar fi amenzi si penalizari, dar si In stimulentele financiare si
non — financiare practicate prin reducerile acordate (de exemplu pentru plata inainte de termen a
unor impozite si taxe).

In general beneficiarul pliteste costul marginal (al unitatii suplimentare), care reprezinta
participarea financiard a utilizatorului la compensarea cheltuielilor ce se fac pentru a se oferii acel
serviciu. In acest fel se incearca asigurarea de sanse egale de acces la serviciul public pentru toti
scrisoare e acelasi pe intreg teritoriul tarii).

In stabilirea tarifelor pentru serviciile publice trebuie s se tind seama de modul specific in
care se reflectd raportul cerere-ofertd, perceptia sa de cétre beneficiar si rolul pe care il au in
distributia si promovarea serviciului respectiv. Astfel, tariful poate ,.tangibiliza” serviciul oferind
semnificatii despre calitate. De exemplu daca tariful este prea mic, sau simbolic, consumatorul
poate sd-1 perceapd ca fiind de calitate slaba, iar dacd este prea mare, multi cetdteni nu-si pot
permite sd-1 achizitioneze. De asemenea, tarifele practicate pentru servicii pot reduce variabilitatea
acestora, pot diminua efectele perisabilitdtii si inseparabilitatii. Pentru serviciile cu grad de
complexitate redus tarifele unor servicii publice joaca un rol promotional deosebit.

Strategiile de pret ale institutiei publice pot utiliza cu succes unele tipuri de preturi
practicate de catre producdtorii de bunuri materiale precum: pret promotional pentru incurajarea
colectarii preturilor, pret psihologic prin amenzi usturatoare de protectie a mediului, pret redus
pentru incurajarea folosirii transportului in comun, pret diferentiat pe segmente de populatie etc.
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Desi in ansamblul politicii de marketing a institutiilor publice, politica de tarifare ocupa inca
un loc modest, deoarece ea se reflectd concret in nivelul, gradul de diferentiere, flexibilitate,
variatie temporard etc. este necesar ca in fundamentarea tarifelor (preturilor) sa se tind seama de:
cerere, ofertd, concurentd, cost si perceptia lui de catre consumator. De asemenea sunt necesare
cercetari de marketing pentru a se determina Th mod concret categoriile de servicii pe care publicul
este dispus sa le plateasca si nivelul pe care l-ar putea suporta.

Concluzii

Cunoasterea particularitatilor mixului de marketing in institutiile publice prezintd un interes
deosebit in conditiile in care institutiile publice se afla la acest inceput de mileniu intr-un proces de
transformare prin aplicarea unor strategii indraznete de Tmbunatatire a serviciilor pe care le ofera.

Particularitatile mixului de marketing in institutia publicd sunt efectul actiunii unor factori
importanti, cum ar fi:

e caracteristicile institutiei publice determinate de obiectul, sfera si domeniul de activitate,

precum si functiile pe care le indeplineste in societatea contemporana;

e deosebirile esentiale existente intre institutia publica si organizatia economicd (firma,
intreprindere) exprimate in misiunea si scopul fundamental, obiective, rol, asigurarea
resurselor, interese etc.;

e implementarea Noului Management Public care solicitd utilizarea marketingului ca
instrument deosebit de important in stabilirea si indeplinirea strategiei de dezvoltare a
institutiei publice;
strategii de marketing corespunzatoare, dar si a unui mix de marketing eficient prin care
strategia sa poata fi aplicatd cu succes.

Sistematizarea particularitatilor mixului de marketing in institutia publica a vizat cele patru
submixuri de marketing clasice asa numitii ,,cei 4 P” si anume: produsul — serviciul public, pretul
— tariful serviciului public, plasarea — destinatia serviciului public si promovarea — comunicarea cu
beneficiarii serviciilor publice.

Submixul de produs detine rolul esential in ansamblul mixului de marketing, deoarece servi-
ciul public care poate imbraca forma bunurilor materiale si cel mai adesea al serviciilor intangibile

Serviciile publice cunosc o mare diversitate intrucat nevoile sociale cu caracter general sunt
eterogene si in continud modificare datoritd progresului tehnico — stiintific si al cresterii gradului d
civilizatie materiald si spirituald. Atributul esential al serviciului public este calitatea lui prin care
se apreciaza si performantele institutiei publice, impactul acestuia asupra beneficiarilor se reali-
zeaza prin: punctualitate, acuratete, accesibilitate, avantaje materiale, disponibilitate, continuitate,
simplitate, agreabilitate, corectitudine, confidentialitate etc. De aceea o preocupare pentru cres-
terea calitatii serviciului public trebuie sd sporeascd si sa vizeze gasirea de noi solutii adecvate
fiecarui tip de serviciu public.

Submixul de pret aparent este mai putin important, intrucat multe servicii publice se oferad
gratuit, deoarece se utilizeaza alaturi de preturi non — financiare si tarife care adesea se stabilesc
mai mult pe principii politice decét tehnico — economice deoarece se urmareste accesibilitatea
beneficiarului la serviciul public.

Submixul de distributie sau plasare a serviciului public la prima vedere nu ar prezenta prea
mare interes. Dar dacd avem in vedere ca plasarea inseamna dirijarea si transmiterea fluxurilor de
servicii publice de la institutia publica la beneficiar in conditii de maxima eficientd, optica se
modifica. Deoarece distributia serviciului public vizeazd reteaua si canalul de distributie dar si
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intalnirea cu beneficiarul, deciziile cu privire la: locul, modul si momentul in care cetateanul sau
organizatiile pot beneficia de serviciul public sunt foarte importante.

Submixul promotional are un rol deosebit de important in politica de marketing a institutiei
publice deoarece este instrumentul prin care aceasta comunica rapid si eficient cu publicul caruia fi
transmite cele mai importante informatii mai ales prin publicitate si relatii publice, dar si prin alte
mijloace si forme de promovare.

Delimitarea particularitatilor celor patru forme de submixuri de marketing prezintd un
interes deosebit atat teoretic cat si practic pentru transpunerea in practicd a obiectivelor strategice
ale institutiei publice, care s asigure performanta si competitivitate in sectorul public si pe aceastd
satisfactiei clientilor, a beneficiarilor de servicii publice.

Studiul nostru va continua cu analiza specificului organizarii activitdtii de marketing in
institutia publicd, a controlului si evaludrii activitatii de marketing in diverse tipuri de institutii
publice. In acest fel, ne dorim sa contribuim la gasirea de solutii eficiente care si conduca la
implementarea marketingului in ansamblul sectorului public care sd devind mai eficient $i mai
activ in dezvoltarea societdtii contemporane.
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