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managers, HR managers, product managers, account managers, 
etc.). The mean age of respondents was 38 years.  

Data were collected by students and graduates who 
completed quality management and marketing research courses 
at the Faculty of Business Administration in Academy of 
Economic Studies Bucharest. The responses were gathered 
during October 2007 and May 2008, through face-to-face 
interviews (100%). Of the more than 1500 Romanian 
organizations who were asked to participate in the study, 1420 
agreed to complete the survey for a 90% response rate. 
 
4. MAJOR FINDINGS 

 
Almost 80% of the respondents (1039) confirmed that their 

organizations identify the mission and vision while taking into 
consideration the interests of all parties involved, the 
characteristics of the parties and own competences. There were 
only 67 respondents who mentioned that their companies are 
not taking into consideration the interests of their stakeholders 
when building their mission and vision, and 196 of them 
considered that their companies are indifferent to this aspect. 

85% of the sample agreed that their organizations identify 
and understand the current and future needs of all their clients 
and stakeholders. Out of these 1106 companies that are up-to-
date with information concerning their customers, 78% 
confessed that they collect data in order to understand their 
actual and potential client’s expectations, needs and wants. 
There were only 7% of the interviewed organizations that 
declared they do not make any research regarding their client’s 
needs, and 15% of the representatives did not have access to 
this type of information regarding their organizations. 

When asked whether their organization sets processes in 
order to develop and improve the competences of their 
employees for offering value to the clients, 73.35% of the 
respondents confirmed that this is one of their focuses. 

In what performance measures are concerned, 940 of the 
respondents (72.2% of sample) mentioned that the organization 
they represent identifies performance indexes regarding the 
satisfaction of the stakeholders. 9.75% of the companies do not 
use any performance index in order to evaluate the rate of 
satisfaction of the organization’s shareholders, investors, 
employees, suppliers or partners. About 18% of the sample do 
not know or do not want to disclose this type of information 
related to the company. In what the clients are concerned, more 
than 78% of the respondents confirmed that their companies 
identify performance indexes for evaluating the level of 
satisfaction and the level of expectation of their clients. 

Fig. 1 shows that at least 67% of the companies consider 
the needs of the clients, the changes in technology and 
competition, together with the capacity to collect and analyze 
different type of information are important and very important 
and should be taken into consideration for the learning process 
they implement concerning their employees. 

 

 
Fig. 1. The areas taken into consideration by the organization 
when establishing a learning process for their employees 

There were 100 representatives of companies who stated 
that their organizations do not employ any measures in order to 
assess the satisfaction of their customers (number of 
complaints, clients’ loyalty to the company etc.).  

 
5. CONCLUSIONS AND FURTHER DIRECTIONS 

OF RESEARCH 
 
From the major findings this study reveals, there can be 

drawn important conclusions related to the manner in which a 
rather specific group of process-based improvement 
organizations manage the relationships with their customers:  
• most of the organizations understand that taking into 

consideration the interests of the organization’s 
shareholders, investors, employees, suppliers or partners are 
very important when identifying the mission and vision of 
their companies; 

• the majority of the organizations place great importance to 
collecting data, identifying and understanding the current 
needs and expectations of their customers in their daily 
activity and implement performance indexes to measure the 
satisfaction of their clients; 

• as for the learning process implemented, the employees are 
trained to fulfill the needs of the company’s stakeholders. 
All this being said, it must be underlined that the 

respondents were not selected at random and therefore 
generalization is an important limitation of the study.  

Nevertheless, the present paper could prove a solid basis for 
further research in the fields it addresses. Further directions of 
research to be considered refer to: 
• increasing the complexity of the information generated 

through the research by introducing supplementary 
questions about the way process-based organizations 
manage their relationships with the other stakeholders; 

• investigate not only the management of the relationship 
with the customers, but also with the suppliers and the other 
stakeholders. 
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