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1.8. Sampling scheme 
In order to complete the sample volume was used a simple 

random sampling scheme. This sampling method provides all 
the components of the community investigated the same 
probability of being selected and included in the sample 
composition research. 

 
1.9. Date of making research 

Data was collected in the months April-May 2008 
Processing, data analysis and interpretation was done in 
January-March 2010. 

Switching to a higher stage, the company effort to 
determine an increase in profitability and long-term control of 
foreign markets will allow the conditions to be aware of the 
importance of business marketing and international marketing 
of company default. 
 
2. RESULTS OF THE RESEARCH 
 

A primary objective of the research conducted among 
foreign investors in Romania was the identification procedures 
used by them for market penetration in Romania. The following 
results were obtained, presented in the following table: 

 
No. Strategies for penetrating the Romanian 

market 
Percent from 

analysed firms
1.  Direct sells 3
2.  Exports 33
3.  Contractual arrangements 17
4.  Strategic alliances 7
5.   Direct investments 40

Tab. 1. Strategies for penetrating the Romanian market used by 
foreign investors 

 
The table shows focusing on direct investment foreign 

companies investigated as a form of penetration in Romania, a 
result quite normal in view of the volume of investments 
attracted by Romania, but no direct sales or strategic alliances. 
This is explained by even higher degree of novelty of these 
strategies worldwide, lack of infrastructure sufficiently 
developed to encourage direct sales (mostly via the Internet 
where Romania is located in a very delicate position because of 
insecurity transactions), and absence of relevant partners, able 
to develop a strategic alliance in the true sense of the word. 

Next will be presented the main types of strategies used to 
enter the Romanian market: 
• Sales through direct methods are the facts: exports via the 

Internet, the only variant identified in the sample studied - 
an enterprise. 

• Exports have been used as a method of entry using both 
forms: 

a) direct exports, which were made by setting up a 
representative office in Romania - 5 (19%) of companies 
surveyed; 

b) indirect exports were made by five companies (17.5%) 
and the input methods were used: 

 sole trader in Romania (intermediate) - an enterprise of 
all; 
 exclusive importer in Romania (intermediate) - two 
companies of all; 
 exclusive distributor in Romania (intermediate) - two 
companies of all; 

• Contractual arrangements used were: 
a)   Establish a joint venture of two companies manufacturing 

and marketing; 
b)   Setting up a marketing joint venture - a business; 
c)   Concluding a franchise agreement with a local partner or 

third party - an undertaking; 
d) International technology transfer in Romania - an 

undertaking. 
• A strategic alliance with a partner of Romania - two 

companies; 
• Direct investments in Romania: 

a) Creating a distribution branch in Romania: two 
companies; 

b)  Creating a commercial subsidiary: four companies; 
c) Creating local manufacturing subsidiaries: two companies; 
d) A merger with a local partner: a company; 
e) Acquisition of a local investor or taking control of it: three 

companies. 
 
3.CONCLUSIONS 

 
Correlations made with other research objectives allow 

detachment following conclusions:  
• Enterprises that had as the main reason the extension 
activities abroad are used mainly direct investments (46% of 
businesses that had the primary reason), then exports and 
contractual arrangements, while achieving targeted profit 
companies entered in Romania using mainly exports (60% of 
businesses that had the primary reason), then direct investment; 
• Most investors from the European Union preferred as a form 
of entry, direct investments and then exports, while U.S. 
investors from exports and then chose direct investment;  
• Strong business with significant turnover (with turnover 
exceeding $ 100 billion annually in Romania) preferred 
penetration strategies considered “expensive”;, which include 
direct investment or strategic alliances (over 55% of all 
enterprises large chose this option), while enterprises with 
limited financial possibilities (with turnover is below $ 50 
billion annually) were chosen, primarily, lower financial 
involvement strategies which include exports or contractual 
arrangements (61.3 % of companies listed); 
• Both companies come from a group of international and 
foreign companies is limited to the Romanian market preferred 
as prevalent as input, direct investment, and exports; 
• Only 17.5% of businesses have changed the entry strategy, 
shifting from exports or contractual arrangements to a higher 
form, namely, direct investment, most companies have changed 
the strategy of choosing the option to open a local branch of 
production or marketing. This evolution towards a strategy that 
requires a high financial support was carried out by companies 
with financial strength (76% of companies have changed their 
strategy turnover exceeding 100 billion U.S. dollars).  

The economic crisis that starts to cross Romania is 
primarily an internal crisis, caused by bad macroeconomic 
policy mix taken in recent years. Growth proves an unhealthy 
nature. And this year we had this consumption-based growth, 
financed by debt. Private consumption has been excessive, but 
should not be blamed population: all macroeconomic measures 
have been pro-cyclical, stimulating consumption, and most 
damaging of all, the flat is still defended by its initiators, who 
will not admit that their wrong. The flat tax has boosted 
consumption, and today we have the first crisis of over 
consumption in Romania. The main cause is the excessive debt. 
Population cannot be blamed, but the future can be better 
informed and certainly more cautious on their expectations on 
revenue. 
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