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Editorial n

Strategic management between ideal and reality

When it comes about formulating the organisation vision, mission, goals and strategic objectives or
the roles and responsibilities of the management team, we must bear in mind that a thorough analysis of
the organisational contexts, of its internal and external environment, as well as of its existing or potential
resources is necessary, this involving the identification and use of specific methods and techniques. Too often,
managers ignore the huge difference between fiction and reality. We must always relate our decisions to
the characteristics of reality and to the sometimes surprising circumstances that the economic environment
might generate.

A serious analysis and a clear understanding of the internal and external environment of the organisa-
tion provide us with various pieces of information regarding the direct and indirect competitors, the arising
products and services or the strengths and weaknesses of the same, but, obviously, a sound knowledge of the
external environment is not enough, self-knowledge being also essential.

Many times, being concerned about the seemingly major problems, we forget about identifying small
dangers that can lay the basis for crisis situations. Starting with a well defined idea regarding the trajectory
of the organisation (its future evolution), we should make a clear delimitation between the organisational
desires and its real capacities to materialise such desires.

The realistic approach of the organisational potential must take into account the opportunities and
threats identified while analysing its external environment, as well as the strengths and weaknesses captured
during the study of its internal environment. Given that reality often exceeds fiction, it is urgently necessary
for the management team to propose an adequate strategy to increase / maintain / decrease the activity
carried out by the organisation, depending on the realities of the economic environment and on the wishes of
the sharcholders, having as a reference point its innovation capacity in terms of both production output and
organisational processes. The quality of the strategies is influenced by the capacity of becoming acquainted
with the right knowledge about the current status of the organisation, as well as about the contexts where
the activity of the organisation is carried out. Many times, managers are influenced by the organisational
Jstiffening condition”, failing in detaching themselves from that ,reality", so as to truly sec its real problems.

In fact, the highest danger resides in getting used to the idea that if the organisation performs properly
at present, it will perform optimally in the future as well. That is why we must make the distinction between
desire and reality. A plan has virtues insofar as it succeeds in materialising starting from real data, not just
from hypotheses.

Prof. Ph.D. Paul Marinescu
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Customer solutions — new sources of sus-
tainable competitive advantage in times of
global economic crisis

~ Ph. D. Assistant Professor Oana Madalina Popescu (Academy of Economic Studies,
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Abstract: The global economic crisis changed the competition game in any marketplace. Faced with
increasing competition, declining margins or decreasing demand due to crisis, the firms are looking for
new ways to compete at global level. Considering Peter Drucker’s argument that the reason the firms ex-
ist is to satisfy the customer, they are trying to differentiate themselves by moving their focus from simple
stand-alone products and/or services and instead developing customer solutions. They are defined in the
extant literature as a combination of goods and services designed to satisfy a customer’s business needs and
therefore they are difficult to imitate and thus they have the potential to be used as a source of sustainable
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competitive advantage. Much more, firms are facing a demand change from their customers as a response
to address new business requirements imposed by the economic crisis. But the shift towards developing,
selling and implementing customer solutions is not an easy journey. The firms have to transform many
aspects of their business. The question that arises is what are the major challenges firms are facing in creat-
ing effective customer solutions to achieve sustainable competitive advantage and how they could address

these challenges.

Keywords: customer solutions, competitive advantage, value co-creation

JEL: L10, D40, M10

1. Introduction

In different industries across vari-
ous geographies the firms are looking for
new ways to differentiate from the compe-
tition in the markets they are operating in
by offering customer solutions rather than
stand-alone products or services (Nordin &
Kowalkowski, 2010). They are defined in the
extant literature as integrated combination of
goods and services designed to meet a cus-
tomer’s specific business needs (Miller et al,
2002). Much more, customers themselves are
pushing them in that direction, as their needs
become more extensive (Davies et al, 2006).
This paper is an investigation into the poten-
tial of using customer solutions for creating
sustainable competitive advantage within
the boundaries defined below.

Customer solutions — as a complete sub-
ject for discussion — are beyond the scope of
any single paper. The field of inquiry in this
paper is thus narrowed to the discussion of
customer solutions from a value creation pro-
cess perspective. The reason is that, as sev-
eral authors argue, providing solutions that
address a customer’s needs means that firms
have to understand how value is created
“through the eyes of the customer” (Wise &
Baumgartner, 1999, p. 135). The firms evalu-
ating the option to switch towards customer

solutions have to consider a comprehensive
change in many areas of their business from
strategies and positions in the value stream to
their organizational capabilities, structures,
cultures and even people mind-sets (Davies
et al, 2003; Brady et al, 2005a). Therefore,
even if the driving forces provide opportuni-
ties for firms to offer customer solutions, it
is not always an easy task to design, develop
and sell these new offerings, especially for
firms that have traditionally focused on sell-
ing products or simple services (Bowen et al,
1989; Brown, 2000). Not few are the questions
a firm might have in finding the most effec-
tive way to grasp these market opportunities
and many are the challenges this firm would
face when making the decision to follow the
road towards providing customer solutions.
Therefore, the general focus research ques-
tion of this paper is “what are the major chal-
lenges firms are facing in creating effective
integrated solutions to achieve sustainable
competitive advantage?”

The paper takes a managerial perspec-
tive for the discussion of the customer so-
lutions. The reason is the one Harreld et al
(2007) suggest. They argue that managers
need to be able to accomplish two tasks: “first,
they must be able to accurately sense changes
in their competitive environment, including
potential shifts in technology, competition,
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customers, and regulation” (p. 24) and “sec-
ond, they must be able to act on these oppor-
tunities and threats; to be able to seize them
by reconfiguring both tangible and intangi-
ble assets to meet new challenges” (p. 25).

As there is no single best way to become
an integrated solutions provider (Davies et al,
2006) and the approaches varies from indus-
try to industry, this paper narrows further
the discussion to one single industry, specifi-
cally Romanian Information Technology (IT)
sector. The main reason explaining the selec-
tion of this industry is that the Information
Technology (IT) sector is one of the first sec-
tors that started the transition towards cus-
tomer solutions (Cerasale & Stone, 2004). The
provision of customer solutions in the IT sec-
tor is a better option for a firm in terms of
added value creation when compared to sim-
ple hardware or software products (Ceci &
Prencipe, 2008). Much more, as these authors
argue, the development of the related inter-
nal capabilities towards offering customer
solutions provides the firm higher advantag-
es against competition.

The rest of this paper is organized as
follows. A review of the extant literature on
the main concepts of this paper is performed
in Section 2. The following section (Section
3) covers an empirical study of the custom-
er solution in the particular context of the
Romanian IT industry including the research
objectives, the research design and the de-
mographic data analysis. The findings from
literature review and research results are dis-
cussed together afterwards in this section. At
the end of this section, the conclusions from
these findings are provided and based on
them a set of recommendations are proposed
in Section 4. The research limitations and the
opportunities for future research are covered

in Section 5. The overall conclusion is provid-
ed in the last section of this paper (Section 6).

2. Background

2.1. The concept of sustainable com-
petitive advantage

“What exactly constitutes sustainable
competitive advantage is a question rarely
asked. Most corporate strategists [...] know
a sustainable competitive advantage when
they see it — or so they assume. [...] A sus-
tainable competitive advantage is not always
so easy to identify. Perhaps it is because the
meaning of sustainable competitive advan-
tage is superficially self-evident that virtually
no effort has been made to define it explic-
itly” (Coyne, 1986, p. 2).

Regarding the history of concept of
competitive advantage, Selznick (1957) can
be attributed with linking advantage to
competency. The next major development
belongs to Hofer & Schendel (1978) who
viewed competitive advantage as something
that can be used within the firm’s strategy
and thus competencies and competitive ad-
vantage are independent variables and per-
formance is dependant variable. Day (1984)
and Porter (1985) provided the next genera-
tion of conceptualization. Rather than be-
ing something that is used within strategy,
these authors saw competitive advantage as
the objective as strategy, the dependant vari-
able. Only in 1991 Barney (1991) provided a
formal definition: “A firm is said to have a
competitive advantage when it is implement-
ing a value creating strategy not simultane-
ously being implemented by any current or
potential competitors. A firm is said to have
a sustained competitive advantage when it
is implementing a value creating strategy
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not simultaneously being implemented by
any current or potential competitors and
when these other firms are unable to dupli-
cate the benefits of this strategy” (p. 102).
Based on both Barney’s work and the defi-
nitions of each term provided in the diction-
ary, Hoffmann (2000) offered the following
formal conceptual definition: “A sustainable
competitive advantage is the prolonged ben-
efit of implementing some unique value-
creating strategy not simultaneously being
implemented by any current or potential
competitors along with the inability to dupli-
cate the benefits of this strategy” (p. 1).

2.2. The concept of customer solutions

A number of definitions could be found
in the academic and practitioner literature
related to the solution concept that requires
some discussions in terms of commonalities
and discrepancies among these definitions.

Extant literature views the solution as
a customized and integrated combination of
goods and services for meeting a customer’s
business needs (Davies et al, 2006; Sawhney,
2006). Regardless the terminology used,
three aspects are common across. First, a so-
lution is a combination of goods and servic-
es. Second, solutions have both an integrative
and a customization aspect. Third, the defini-
tions point out the importance of addressing
customers’ needs in their definitions.

Beyond these commonalities, a number
of differences could be observed. The first is
the term of combination in the solution’s defi-
nition. For instance, Hax & Wilde (2001) refer
to a wider offering of products and services
that satisfies most if not all the customer’s
needs. Second, several authors don’t use the
term solution itself. Stremersch et al (2001)

refers to the full service as a “comprehensive
bundle of products and/or services, that fully
satisfies the needs and wants of a customer
related to a specific event or problem” (p. 1).
Third, some definitions are more specific,
including details about the constitutive ele-
ments. According to Sawhney et al (2006),
“a solution is a customized, integrated com-
bination of products, services and informa-
tion that solves a customer’s problem” (2006,
p- 78). “The companies following a solution
strategy bundle their products together and
add software and services” (Galbraith, 2002a,
p- 194). Sheperd & Ahmed (2000) refers to in-
tegrated products (hardware and software)
and services. Other particularities in the defi-
nition refer to the targeted customer set or the
nature of customer’s needs. Miller et al (2002)
view solutions as “integrated combinations
of products and/or services that are unusu-
ally tailored to create outcomes desired by
specific clients or types of clients. Or the so-
lution means bringing together products and
services in order to address a customer’s par-
ticular business or operational requirements
(Brady et al, 2005a). The outcome of the so-
lutions is included some definitions. For ex-
ample, Johansson et al (2003) argue that “a
solution is a combination of products and
services that creates value beyond the sum of
its parts..., it is the level of customization and
integration that sets solutions above prod-
ucts or services or bundles of products and
services.” (p. 118).

To summarize, scholars and practi-
tioners offer various definitions and inter-
pretations of the solution concept. These
definitions are often context-dependent
(Storbacka & Pennanen, 2014) meaning that
they can vary according to, for example, the
size and scope of the offering, the type of
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elements integrated into the solution and the
type of industry that a firm operates in.

For consistency, the term used in this
paper is integrated solution (IS).

2.3. Main characteristics of customer
solutions

Penttinen & Palmer (2007) point out
two main characteristics of integrated solu-
tions (IS) which differentiates them from
pure products, pure service offerings or pure
(traditional) product-service bundles: the
completeness of the offering and the nature
of customer-provider relationship.

First, a central characteristic of integrat-
ed solutions is that they are more focused
on specific customer problems than simple
products (Stremersch et al, 2001). The higher
the degree to which a customer problem is
identified and addressed by providing the
most effective solution to this problem and
less the work required from the customer to
solve that problem, the higher is the degree
of completeness of the offering (Burianek,
2011). Thus, customer solutions usually com-
prise in the IT field physical products, soft-
ware and services like basic installed services,
maintenance services, professional services
and operational services supporting and/or
operating the hardware/software or a whole
business processes of the customer (Oliva
& Kallenberg, 2003). Similarly, Shepherd &
Ahmed (2000) argue that companies have to
focus on the processes and operations of their
customers instead of their own products and
spare parts.

Second, for meeting customer specific
needs a more relational provider-custom-
er relationship is needed and such a higher
degree of interaction between both parties

(Burianek, 2011). This author argues that the
better the relation between customer and pro-
vider is developed the better the specific cus-
tomer needs can be analyzed, discussed, and
thus be met. The intensity of the relationship
can be measured by using different concepts:
information exchange, operational linkages,
legal bonds, cooperative norms and relation-
ship specific adaptations by the seller or the
buyer (Cannon & Perreault, 1999). As Doyle
(2002) argues, the two-way communication
between customer and provider allows an
accurate definition of the customer’s specific
needs and problems in such a way that the
benefits of implementing the customer solu-
tion can be tailored to meet the customer’s
requirements.

2.4. Customer solutions — a value cre-
ation process perspective

Considering the solutions’ characteris-
tics highlighted in the previous section, the
move towards integrated solutions is not
only about offering additional services, but
also about shifting from a product-centric to
a customer-centric organization to provide
integrated combinations of products and ser-
vices focusing on a customer’s business need
(Galbraith, 2002; Hax & Wilde, 1999; Tuli et
al, 2007; Wise & Baumgartner, 1999). In con-
trast with the product-centric mind-set based
on what a firm is successful in the market it
operates by enhancing the features of exist-
ing products or by (Sawhney, 2006), in the so-
lution-centric mind-set, the provider’s focus
lies not on the product itself but actually on
the customer and his requirements and these
are the basis of defining all the value creation
activities (Galbraith, 2002; Sawhney, 2006).

“A process perspective on a business
is the customer’s perspective [...] A process
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perspective requires that we start with cus-
tomers and what they want from us and work
backward from there” (Hammer, 1996, p. 12).
In line with this view, Tuli et al (2007) argue
that across different definitions of integrated
solutions, there is little evidence in the extant
literature to suggest that these definitions
reflect provider’s or customer’s perspective
or both. As such, Tuli et al (2007) argue that,
given that the purpose of an integrated solu-
tion is to satisfy a customer’s business needs,
it is useful to view integrated solutions from
customer’s perspective and to focus on the
customer’s value creation processes, defined
as a series of activities performed by the cus-
tomer to achieve a particular goal (Payne et
al, 2008).

Most researchers proposed sequen-
tial processes to describe the development
and implementation of an integrated solu-
tion. According to Sawhney (2006), the so-
lution development process begins with the
analysis of a customer problem by defining
customer outcomes and mapping customer
activities and ends with the identification of
products and services needed to solve the
entire problem, before moving on the inte-
gration (implementation) stage. Similarly,
Davies et al (2007) argue that an integrated
solutions supplier should (a) provide an in-
depth analysis of a customer’s business; (b)
identify and diagnose problems in a custom-
er’s organization; (c) offer solutions based on
its experience of working with a number of
customers facing similar situations; and (d)
coordinate the integration of components
into a solution. In more recent developments,
Storbacka (2011) proposes a four-stage pro-
cess to create integrated solutions: develop
solutions, create demand, sell solutions and
deliver.

Based on an empirical research, Tuli et
al (2007) demonstrated that an integrated so-
lution involves “a set of customer-supplier
relational processes comprising (1) customer
requirements definition, (2) customization
and integration of goods and/or services and
(3) their deployment, and (4) post-deploy-
ment customer support and all of which
are aimed at meeting customers’ business
needs” (p. 5). These authors observed that
the difference resides in two relational pro-
cesses that many suppliers underemphasize,
but considered crucial by the customers: re-
quirements definition and post-deployment
support. They are in agreement with Brady et
al, 2005b) who propose a four-stage process
for developing and deploying an integrated
solution throughout its lifecycle that include:
strategic engagement phase (pre-bid activi-
ties); value proposition phase (bid or offer
activities); systems integration phase (project
execution activities); and operational service
phase (post-project activities). Based on the
work of Tuli et al (2007), Burianek et al (2011)
derived a four-step iterative process of value
creation comprising (a) analysis/consulting,
(b) design/configuration, (c) implementation/
delivery, and (d) support/operation.

2.5. Integrated solutions and sustain-
able competitive advantage

Considering the shift of focus from the
goods exchange towards a solutions-oriented
view (Tuli et al, 2007; Vargo & Lusch, 2004),
White & Ponder (2008) extends Hoffman’s
(2000) work on sustainable competitive ad-
vantage — as highlighted in section 2.1 — by
proposing a sustainable competitive advan-
tage model through the co-creation of value.
The starting point for the value co-production
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process is the participation of both provider
and customer for sharing and combining the
knowledge to create together the solution
(Lusch et al, 2007). In this approach, the de-
gree of the interaction between the provider
and the customer influences how the solution
is created as a result of the work performed
together by both parties and this could lead to
a competitive advantage for the firm (White
& Ponder, 2008). Furthermore, these authors
argue that the nature of integrated solution
itself affects the solution’s sustainability. In
particular, the solution’s inimitability and
immunity to substitution likely influences
its sustainability. Indeed, as outlined in sec-
tion 2.2, the integrated solution definition
highlights two key dimensions, the degree
of integration and the degree of customiza-
tion. As immunity to substitution refers to
the absence of available alternatives, while
inimitability consists of two components,
customization and complexity, it could be
argued that assuming the solution meets the
customer’s needs, the provider will likely en-
joy the competitive advantage created from
the relationship for a prolonged period of
time (White & Ponder, 2008).

2.6. Major challenges for integrated
solutions providers

Even though a number of driving forces
provide opportunities for firms to shift to-
wards integrated solutions, the challenges
of moving into integrated solutions should
not be underestimated (Davies et al, 2006).
IS providers have to transform many aspects
of their business such as their organizational
structure and culture as well as operations
and interdepartmental collaboration (Davies
et al, 2007; Tuli et al, 2007). Therefore, the

major challenge to firms wanting to move
into integrated solutions is how to shape their
organizations in order for them to design and
implement effective solutions (Davies et al,
2003).

According to Tuli et al (2007), solution
effectiveness refers to the extent to which a
solution meets customer’s needs. Because a
solution comprises four relational processes,
solution effectiveness is a function of the ex-
tent to which (1) a customer’s requirements
are well defined, (2) goods and/or services
are customized and integrated to address
customer needs, (3) goods and/or services are
deployed to address customer needs, and (4)
post-deployment support is provided as the
customer needs it. These authors argue that
an IS provider must perform all four process-
es well to deliver a solution that a custom-
er will consider effective. Indeed, Gronroos
(1984) points out that, in many cases, custom-
ers’ perceptions of service delivery processes
may be more important determinants of their
assessment of service quality that the out-
comes derived from the service delivery.

Considering the four step value creation
process — detailed in section 2.4 — Burianek
et al (2011) argue that two central capabili-
ties are main determinants for the IS offering
success. In line with this author, Storbacka
& Pennanen (2014) argue that an IS provider
should focus on the key elements of success,
namely capabilities. They are so critical be-
cause it is a challenge to manage a profitable
integrated solution business.

According to Burianek et al (2011)
IS providers have to develop capabilities
both outside and inside their organization.
Considering the external perspective, the aim
is to acquire deep customer understanding
about broad current and future needs such as
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its internal processes, its business model and
the markets the customer is operating in. To
achieve this goal, these authors argue that the
IS provider must build a closer relationship
with the customer and this interaction with
the customer must span the entire lifecycle
of the solution. In regards to the internal per-
spective, IS providers also have to build ca-
pabilities within the organization, especially
in organizing the internal value creation pro-
cess in an efficient and effective manner, by
establishing an internal project management.
Adopting a customer’s perception of solu-
tions as relational processes requires for the
IS providers to design the mechanism capa-
ble to foster a strong coordination of all the
departments that are involved in the devel-
opment and the implementation of the inte-
grated solution

(Davies et al, 2007; Tuli et al 2007). These
authors argue that a project in the IS business
requires more than the traditional cycle of
concept, definition, execution and close. An
IS project involves also a pre-project phase
and also a post-implementation phase to-
wards the operational stage. In addition, the
effects of each stage on the subsequent pro-
cesses should be also considered and contin-
uously monitored. Both internal and external
capabilities span the entire solution lifecycle
and, for that reason, they could be seen as
absolutely crucial for selling integrated solu-
tions to run a profitable business (Burianek,
2011).

A number of authors (Davies, 2004;
Davies et al, 2006; Brady et al, 2005a) ar-
gue that these critical capabilities have to be
combined with other competencies within
system integration (to design and integrate
systems composed of hardware, software
and services) and operational services (to

maintain, operate and upgrade a solution
throughout its operational life cycle), and
sometimes business consulting as well as fi-
nancing services in order to deliver problem
solving offerings.

3. Customer solutions in the it
industry

As highlighted in section 1, the focus in-
dustry of this paper to conduct the empiri-
cal study is the IT industry in general and
Romania market in particular.

3.1. Research objectives

Following the literature review as well
as based on the findings of other similar re-
search projects such as Tuli et al (2007) in the
U.S.A. and Burianek et al (2011) in Germany,
in order for firms to address the major chal-
lenges they are facing in creating effective
integrated solutions, it was proposed that IS
providers should focus on the value creation
capabilities, namely customer interaction re-
lated capabilities and project management
related capabilities.

Green et al (2004) suggest that too often
it is assumed that practices from one sector
can be simply transferred to others and that
the managerial practices are universally ap-
plicable irrespective of context. Therefore,
the main research objective is to determine
the value creation capabilities Romanian IT
integrated solutions providers should focus
to create sustainable competitive advantage.
For this purpose, a descriptive research study
was conducted to examine the validity of the
findings outlined in the previous paragraph
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by collecting and analysing the data from the
integrated IT solutions providers operating
in Romania.

According to Remenyi et al (1998), the
starting point in a research undertaking is to
focus clearly on the fact that the ultimate pur-
pose is to add something of value to the body
of accumulated knowledge. Starting with the
empirical investigation of current practices
in designing, developing and implement-
ing integrated IT solutions in Romania, this
research aims to provide Romanian IS sup-
pliers a number of recommendations for
creating effective integrated solutions. As a
result, this research study includes also some
exploratory elements as the authors of this
paper is looking to find out “what is happen-
ing; to seek new insights; to ask questions
and to assess phenomena in a new light”
(Robson, 2002, p. 59).

3.2. Research design

The approach selected for the research
study was mainly deductive, as existing the-
ory was used to conduct the empirical re-
search (Saunders et al, 2009). Some inductive
elements were included to gain some insights
from respondents about the current IS prac-
tices in Romanian IT sector. As proposed by
these authors, considering the deductive ap-
proach for this research study, it has been ad-
opted a survey strategy, being a popular and
common strategy in business and manage-
ment research. As previously outlined, the
purpose of the research study is a descrip-
tive one with some exploratory elements
and therefore the survey strategy was a good
choice, considering that “it is most frequent-
ly used to answer who, what, where, how
much and how many questions” (Saunders

et al, 2009, p. 144). As the objectives of this
research study are qualitative in nature, pri-
mary qualitative data were collected and
“quantitized” afterwards, “converting it into
to numerical codes so that it can be analysed
statistically” (p. 153).

In terms of time horizon, considering
the defined research objectives, a cross-sec-
tional perspective was used. According to
Saunders et al (2009), cross-sectional stud-
ies are “seeking to describe the incidence of
a phenomenon” which is the case of this re-
search study. This type of studies often em-
ploys the survey strategy (Easterby-Smith et
al, 2008; Robson, 2002).

As the research project takes the per-
spective of IS providers and because there
was no extant IS providers database — due to
the novelty of IS concept — a procedure was
developed to estimate this population and
to extract a sampling frame from that pop-
ulation. Considering that, in fact, integrated
solutions are services led (Cerasale & Stone,
2004) the population was set as the Romanian
IT services companies. Due to the small size
of Romanian IT services market, a purposive
sampling was selected using author’s judge-
ment to select cases that will best enable to
answer the defined research question and
meet the research objectives (Neuman, 2005).

As outlined in section 2.2, an integrated
solution is a combination of goods and ser-
vices designed to satisfy a customer’s needs
and such they are included in the offering of
small Romanian IT services providers only
on exceptional basis. Ceci & Masini (2011) ob-
served that IS provision is significantly more
common among large firms. These authors
argue that there are at least two good reasons
for this phenomenon. First, the resources and
capabilities to offer integrated solutions may
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not be available to small firms on a large ba-
sis. Second, small firms may even deliber-
ately decide to concentrate all their efforts on
one specific offering based on the assumption
that the specialization could provide them
a clear advantage over larger firms (Ceci &
Masini, 2011). Furthermore, the Romanian IT
market is consolidated around few players
(Top 10) controlling in total more than 50% of
the market in terms of market share accord-
ing to the last available report at the prepara-
tion date of the research study published by
Pierre Audain Consultants (2013). Based on
these considerations, the sample was set as
Top 10 leading IT services providers.

The selection of the participants was
made based on a number of criteria to facili-
tate a useful output for data analysis. First,
the research focus was on the integrated so-
lutions from a managerial perspective and
therefore people on higher management
positions (general and senior management)
were selected for the sample. Second, the tar-
get participants at director level were careful-
ly chosen to ensure appropriate experience,
background and familiarity to participate to
the research study in a thoughtful manner
proven through their direct and personal in-
volvement in selling, developing, deploying
and/or supporting integrated IT solutions.

For the primary data collection, a struc-
tured questionnaire was selected as the re-
search instrument.

The questions included in the question-
naire were developed by the authors of this
paper based on the findings from the litera-
ture review. As proposed by Saunders et al
(2009), a data requirement table was prepared
for the research objective containing (a) the
specific investigating questions, (b) the vari-
ables to answer each investigative question,

(c) the detail required from data for each vari-
able, and (d) the measurement questions in-
cluded in the questionnaire for each variable.
Attribute variable were used to check that the
demographic data collected are representa-
tive and opinion and behaviour variables to
collect data about the current practices on in-
tegrated IT solution in Romania.

As paper-based questionnaire was used
for data collection, the data transfer from the
completed questionnaires was done manu-
ally using Microsoft Excel. As data analysis
was planned to be performed by computer,
data coding was an important task for the
research study. A coding scheme was estab-
lished prior to data collection and incorporat-
ed it into the questionnaire (Saunders et al,
2009) by assigning a number to each response
for a particular question. The data analysis
was performed using descriptive statistics.

3.3. Research results and discussion of
findings

The research results were grouped for
discussion for each of the two value creation
capabilities under analysis, namely customer
interaction related capabilities and project
management related capabilities.

Customer interaction related capability.

In regards to the first value creation ca-
pability, the empirical study revealed that
Romanian IS providers started to move into
the direction of the participation of both cus-
tomer and provider for the value co-creation
when developing integrated solutions and
this was based on learning from past imple-
mentations. Indeed, the respondents pro-
vided positive answers to 11 out of the total
number of 14 questions related to this topic.
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This is in line with the extant literature that
customer interaction has to change from a
transactional perspective to relational pro-
cesses (Johansson et al; 2003; Ballantyne &
Varey, 2006; Cova & Sale, 2008a).

The study revealed that Romanian IS
providers started to develop a closer “bond-
ing relationship” with the customer (Hax &
Wilde, 1993, p. 13) in order for them to be able
to identify customer’s current needs and also
anticipate future needs (Davies, 2004) from
the early stage of the engagement. There is
room for improvement in this area, as a pro-
cess-oriented perspective has to be put on
the relationship in order to cover the whole
customer life-cycle (Sawhney, 2006). In the
particular case of the Romanian integrated IT
solution providers, only half of the respon-
dents confirmed that both IS provider and
customer are involved in the requirements’
discovery process.

The results also showed that an assigned
team composed by people from different de-
partments inside IS provider organization is
involved in specific activities to get to know
the right people in the customer organization
(Burianek et al, 2011). But only few survey
participants (30%) validated through their
positive responses that the assigned proj-
ect team makes use of customer knowledge
when customizing and integrating products
comprising an IT solution to suit the cus-
tomer’s operating environment. Defining
a “solution space” for the integrated solu-
tion’s design and configuration was report-
ed by 91% of the respondents as crucial for
an efficient internal coordination. But when
asked about the current practices on internal
coordination only a bit more than half of re-
spondents reported that an efficient coordi-
nation of different functions finds the needed

support inside their organization. As expect-
ed, this support is higher inside Romanian
companies (64%) compared to local subsid-
iaries of international companies (33%).

A high number of respondents pro-
vided additional comments at the end of the
questionnaire about the customer interaction
in the Romanian integrated IT solutions’ con-
text. In the opinion of the survey participants,
not only the provider and its customers
should be considered, but also a larger net-
work of other actors. These other actors may
include the IS provider’s supplier network,
the customer’s network, government agen-
cies and research institutes (Storbacka, 2011).
These results are in alignment with Spencer
& Cova (2012) who argue that “a solution
situation is not a buyer-seller dyadic ‘island’.
It is multi-partite and not isolated from the
‘rest’ of the market” (p. 1582). A second set
of comments on customer interaction capa-
bility being collected through the survey was
related to past experiences of integrated so-
lution related projects that took much longer
than initially planned, involved higher costs
than expected and even raised some risks for
project cancellation. Despite a high degree
of interconnectedness and a long history of
collaboration with some traditional custom-
ers, the responses from the survey revealed
that Romanian IS providers were in the po-
sition to argue that a strong relationship re-
ally emerged, in contrast with Tuli et al (2007)
and more recently Amit & Zott’s (2012) char-
acterizations of customer solutions.

Project management related capability

The empirical research revealed that
Romanian IS providers started to adopt a
customer-centric thinking by acknowledging
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the fact that gaining a detailed understand-
ing of the activities a customer performs to
achieve a particular goal is crucial in the IS
business, as it is highlighted in the extant lit-
erature (Wise and Baumgartner 1999; Foote
et al 2001; Galbraith, 2002). The research
showed good results regarding the shift to
a customer-centric approach not only when
designing and implementing an integrated
IT solution, but also during post-implemen-
tation. Indeed, positive results were obtained
regarding the need for Romanian IS provid-
ers to think in life-cycle processes instead
of solving service incidents, as this was the
opinion of 61% of the respondents. A similar
positive output the respondents provided,
but in a slightly lower number (57%), about
staying engaged after implementation in
an on-going relationship with the customer
compared to a “one-off” project approach.
There is still a room for improvement for the
Romanian IS providers towards the move
away from the traditional product-centric
approach to value creation when — as Davies
(2004) outlines — beyond the basic technical
support and short-term warranties, after the
product was “handed over the wall” to the
customer, the provider turned back the cus-
tomer and left him to take care of the post-
warranty maintenance of the product.
Furthermore, based on the history of al-
ready implemented integrated IT solutions,
Romanian IS providers understood how
critical it is to provide customer a clear un-
derstanding on the scope of services during
post-implementation. This result is explained
by the fact that traditionally Romanian IS
providers are IT services companies with a
good history in the project management busi-
ness. This is in alignment with Ballantyne &
Varey (2006) who argue that the dialogue

and learning is needed also during the sup-
port stage for the value co-creation. The data
collected through the questionnaires pro-
vided above average support for this need
of two-way communication aiming to influ-
ence the customer and supplier practices in
such a way to foster a better resource utiliza-
tion —both customer’s resources and those of
Romanian IS provider.

Modest results were provided in re-
gards to the use of multiple, flexible hierar-
chical structures inside the organization for
implementing an integrated IT solution by
the assigned project team from the provider
organization, as only 39% of the participants
provided positive responses in this regard.

Related to degree of applying standard-
ized modules when for an IS implementation
(Burianek et al, 2011), a bit more than half of
the respondents validated it as being a cur-
rent practice in Romania, that is, IS providers
started to acknowledge that the developing
and even successfully implementing inte-
grated solutions does not guarantee custom-
ers’ loyalty (Biggemann et al, 2013). Instead,
according to these authors, the customers
prefer an integrated solution that might be
standardized to lower their proportion of the
development costs and avoid being locked
into a relationship with a single supplier.
Much more, Romanian IS providers started
to recognize the importance of standardiza-
tion on long run which is in line with Davies
& Brady’s (2000) view that succeeding solu-
tions should be possible to be delivered at
significantly lower costs than the first solu-
tions. Related to this topic, mixed results
were obtained through the data collected
through questionnaires. The Service Delivery
Directors from the selected companies to
participate to the survey reported positive
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results about the application of standardiza-
tion in an overwhelming proportion (88%).
Quite opposite, less than half of the Sales
Directors (44%) were positive about stan-
dardization when designing integrated so-
lutions. In between, the Managing Directors
reported mainly being uncertain (67%), but
more towards standardization (33%). As
a result, the alignment between different
stakeholders inside Romanian IS provider
organization should be addressed in order
for them to design and implement effective
integrated solutions.

3.4. Conclusions from findings

Integrating the results from the empiri-
cal research study with the findings from
the extant literature review, few managerial
conclusions could be drawn. The integrated
solutions are the outcomes of value creation
processes between customer and provider
(Brady et al, 2005b; Davies et al, 2007; Tuli et
al, 2007; Storbacka, 2011). According to these
authors, these processes consist in definition
of customer requirements, integration and
customization of the integrated solution ele-
ments, the deployment of these elements into
the customer’s process, and the various forms
of customer support after delivery of the in-
tegrated solution. The empirical evidence in
the Romanian IT sector provided a good sup-
port for that relational and value creation na-
ture of the integrated solutions. This change
from being product-oriented to becoming
customer process-oriented involves a shift in
the value proposition from offering physical
products, spare parts and support services
to the delivery of performance, optimiza-
tion and productivity (Oliva and Kallenberg,
2003; Ng et all, 2009).

In line with prior studies (Tuli et al,
2007; Burianek et al, 2011), this research proj-
ect strengthens the fact that a relational na-
ture of customer-provider relationship is a
necessary prerequisite of creating effective
integrated solutions, considering that a solu-
tion is developed, delivered and supported
in the post-implementation stage through a
long-term process with the customer, not just
to the customer (Johansson et al; 2003; Tuli et
al 2007; Ballantyne & Varey, 2006). According
to these authors, both the provider and also
customers have a significant role in this pro-
cess of value creation. Customers contribute
by providing input to all phases of the pro-
cess and by integrating the components of the
provider’s solution into their own processes.
Thus, organization of value creation becomes
a critical capability of the firm (Normann,
2001; Ng et al, 2009) and this research project
provided an empirical support in this regard.

An integrated solution provider should
be “client supporting” as opposed to “prod-
uct supporting” and the focus should be on
“how the firm can support the customers’
business process” (Storbacka & Pennanen,
2014, p. 6). This undertaking is not easy and
the empirical evidence of this research in the
Romanian IT sector reveals that IS provid-
ers started this journey, but there is room for
improvement, mainly in the area of align-
ing different stakeholders inside provider
organization.

Prior research projects and as well as
this research study suggest that those cus-
tomers who participate and cooperate in the
process of developing and implementing an
integrated solution will optimize the solu-
tion’s co-created value (Bettencourt, 1997).
Similarly, the providers who fully cooperate
and participate will enhance solution’s value
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as well. This has a positive impact on the in-
tegrated solution’s likelihood of leading to
a sustainable competitive advantage for the
firm (White & Ponder, 2008).

4. Recommendations

Based on the conclusions drawn upon
the literature review as well as the research
results, this paper provides a set of practical
recommendations at managerial level for the
Romanian IT providers to follow as aresponse
to address the main area of improvement.
This was suggested through the empirical
study, namely the flexibility to manage con-
flicting interests of multiple stakeholders
within the provider organization.

One general recommendation across
all Romanian IT suppliers is provided as an
organizational design related proposition
based on the works of Sawhney (2006) as well
as Galbraith (2002): adopt a “front-back” hy-
brid organization to develop and deploy so-
lutions. This design consists of “front-end”
solution units and “back-end” product units,
the first responsible for intensively interact-
ing with the customers as well as develop-
ing and delivering integrated solutions and
the second responsible for the support to be
provided to the front-end units by develop-
ing product and service components for the
solutions and to ensure repeatability of solu-
tions by productizing them (Davies, 2004).
Additionally, a center of command at top
management level has to be implemented
to provide the coordination and the negotia-
tion between the front-end and the back-end
units and to define a clear solution-focused
strategy to ensure that the strategic direction
is followed by both units. The implementa-
tion plan for this recommendation should

be a specific one for each of the IS provid-
ers, as they largely differ in terms of current
practice of internal IS value creation process,
size of company and also type of company
(Romanian company or local subsidiary of
an international company). The plan should
include activities to be performed, key roles
definition, important milestones and contin-
gency plan to mitigate the associated risks
during implementation.

5. Future research directions

As any empirical work, this empirical
study is subject to certain limitations, based
on what several opportunities for future re-
search on the topic of integrated solutions are
provided.

A first limitation refers to the unit of
analysis. This research project took the per-
spective of IT solutions providers, as the
defined general research question was to
identify “what are the major challenges firms
are facing in creating effective integrated so-
lutions to achieve sustainable competitive
advantage”.

Some other limitations arise from the
research design. First, as the research study
is cross sectional it offers a static view of
the IS phenomenon with limited informa-
tion about the impact of time perspective.
Second, the survey strategy provided limita-
tions as well in regards to the collected data
that are limited to the number of questions
included in the questionnaire. Third, as out-
lined in this paper, the integrated solutions
are a complex phenomenon and thus the re-
search narrowed the empirical study to one
industry raising limitation issues in regards
to the generalization of the results. It can be
argued though that the contextual analysis
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could enhance learning about integrated so-
lutions at more general level. Forth, the se-
lected research method was also a source of
limitations. The chosen quantitative method
could result in getting insights about only
tangible and visible aspects of IS phenome-
non. Two open questions were though added
at the end of the questionnaire to gain deeper
insights about the current practices of inte-
grated solutions in Romania.

These research limitations and the re-
spondents’ comments collected through the
open questions included in the questionnaire
were the sources for future research on IS
agenda.

The research took the perspective of
IS provider. As recent conceptualizations of
integrated solutions recognize the need to
consider the broader business network and
other parties that potentially influence or are
influenced by integrated solution (Spencer &
Cova, 2012; Gebauer et al, 2013), a future re-
search avenue could take a network perspec-
tive on IS agenda to empirically investigate
the extent to which network companies could
have more potential for becoming value co-
creators than when acting alone. In addition,
the questionnaire offered the respondents
the opportunity to highlight the main issues
they are facing in the current practices of in-
tegrated solutions business. The comments
of respondents provided an interesting av-
enue for future research. Romanian IT sec-
tor is a small market with few players having
a short history in IS business and as a result
having limited generic/specialized capabili-
ties. Thus, the competitors get together quite
often in a form of contractual partnership to
respond to complex integrated IT solutions.
In this case, the competitors become actors
in the value-creation process. According to

Bengtsson & Kock (2000), coopetition is the
simultaneous appearing of competitive and
cooperative relations between competitors.
This practical situation suggests as potential
future research the coopetition phenomenon
in the context of integrated solutions.

6. Conclusion

The extant literature on business strat-
egy argues that firms should concentrate less
on making stand-alone physical products or
services and more on delivering customer-fo-
cused solutions (Wise & Baumgartner 1999;
Galbraith, 2002; Tuli et al, 2007). These au-
thors argue that competitive advantage is not
simply about providing goods or services,
but how products and services are combined
to provide integrated solutions that address
a customer’s business or operational needs.
In designing and deploying integrated solu-
tions, through knowledge combination, the
provider and the customer become partners
in the co-production of a solution for the
customer, which will result in a competi-
tive advantage for the firm (Prahalad, 2004).
Integrated solutions are bundles of benefits
(Day, 2004) that represent potential sources
of competitive advantage because they are
difficult to create and even harder to imitate
due to their unique combinations of both tan-
gible and intangible resources (Hunt, 2000;
Day, 2004).

The major challenge firms are facing in
their attempt to move into the IS business is
how to organize themselves to design and
provide effective and efficient solutions to
meet growing customer demand (Brady et al,
2005a). As a way to address this major chal-
lenge, one proposed approach is to focus on
the value creation process. Penrose (1959)
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emphasizes that the value creation results
not from the possession of the resources but
from their use and how much value is cre-
ated would depend on how these resources
are deployed and more precisely how they
are combined within the firm.

The customers are not being con-
sumers anymore, but co-creators of value
(Gummesson, 1998; Vargo & Lusch, 2004). In
this customer value co-creation process, the
customer-provider relationship has shifted
from the firm creating value for the customer
to the firm creating value with the custom-
er (Slater, 1997). As a result, the provision of
integrated solutions requires a four-step re-
lational value creation process between pro-
vider and customer (Tuli et al, 2007, Burianek
et al, 2011). Within this process two main ca-
pabilities — customer interaction capabilities
as well as project management capabilities
— are required in order for the firms to de-
velop superior customer value propositions
for their customers and build competitive ad-
vantage in the market they operate (Cova &
Sale, 2008a; Vargo & Lusch, 2004).

Finally, the review of the extant litera-
ture outlines that the IS complexity experi-
enced within specific industries and contexts
seems to be easily overlooked in empirical
studies that focus on a variety of different in-
dustries. The market opportunities, the struc-
ture of the competition and the main drivers
towards IS provisioning could differ consid-
erably among industries, countries and par-
ticular contexts. This paper highlights that
the contextual dimension has to be consid-
ered in order to capture the complexity of
integrated solutions phenomenon. This is in
line with the contingency theory, where “the
effectiveness of an organization is dependent
on the congruence between its structure and

its context, including the characteristics of
the internal organization and the character-
istics of the organization’s external environ-
ment” (Lakemond, 2001, p. 5).

This paper provides an empirical evi-
dence that the Romanian IT sector shares in
a considerable extent the characteristics of
other capital goods sectors from more devel-
oped countries where the provision of inte-
grated solution has emerged. As highlighted
in this paper, the IT sector was one of the
first industries where integrated solutions
emerged. The literature review suggests that
after years of implementation, procedures
and routines are now becoming standard-
ized, and therefore it is possible to identify
common paths in the capabilities managed
by integrated solution providers (Ceci &
Prencipe, 2008). Considering the short his-
tory of both Romanian market economy and
the firms operating in this marketplace in
the integrated solution business, few areas
of improvements have been identified in or-
der for these Romanian companies to become
successful IS providers. Therefore, based on
the findings from the extant literature re-
view and the results of the empirical study
conducted in the Romanian IT industry, this
paper provides few practical recommenda-
tions at managerial level for the firms operat-
ing in this industry in order for them to grasp
the market opportunities towards integrated
solutions and address the major challenge
they are facing to create effective integrated
solutions, that is configuration of their or-
ganization around customers. The reason is
the one Tuli et al (2007) suggest: the custom-
ers consider the fulfilment of their business
needs a key metric for evaluating a solution’s
effectiveness.
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Abstract: Anywhere in the world and in any market, the firms are facing more and more a major
challenge to meet growing customer demand towards addressing specific business or operational needs of
their customers. In a globalization era, a firm’s customers are more oriented on how to create value for their
own customers and such they are looking for an approach shift from their providers. Nowadays, the custom-
ers are expecting from their providers to better understand the value creation process in their organization.
Through knowledge combination, the provider and the customer are acting like partners in the co-produc-
tion of a customer solution to solve a specific customer business requirement. The expected approach is for
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the provider to create value not for the customer but together with the customer. Even though a number
of driving forces requires the shift of a firm’s focus towards taking the perspective of the customers of that
firm, it is not an easy task for any firm no matter the market it is operating in or the geographical area the
firm is covering. But this shift could represent one effective and efficient way for the firm to differentiate in
the market and to be rewarded with achieving a competitive advantage to be sustained over a longer period

of time.

Keywords: value creation, sustainable competitive advantage, customer solutions.

JEL: L10, D40, M10

1. Introduction

Peter Drucker once wrote:

“There is only one definition of a busi-
ness purpose: to create a customer... What
the business thinks it produces is not of first
importance — especially not to the future of
the business and to its success. What the cus-
tomer thinks he is buying, what he considers
value, is decisive — it determines what a busi-
ness is, what it produces and whether it will
prosper”.

In most industries, some players are
more profitable than others, regardless the
average profitability of industry (Bharadway
et al, 1993). According to these authors, the
superior performers have something special
and hard to imitate that allows them to dif-
ferentiate themselves from their competitors
that is referred in strategy literature to as
sources of competitive advantages. The firms
aiming for this differentiation in the indus-
tries they are operating in are in constant loop
to find new ways to compete and to be suc-
cessful. As Day (2004) argues the firms that
have a strong focus on achieving the com-
petitive advantage in the marketplace should
consider a shift from the traditional ap-
proach on tangible resources towards build-
ing new core competences such as intangible

processes and relationships in order for them
to enjoy success for a longer period of time.

Considering Drucker’s quote from
above that the reason that firm exists is to
satisfy the customer, Wodruff (1997) sees the
next major source of sustainable competitive
advantage coming from a more outward ori-
entation, specifically toward customers. This
dissertation is an investigation into the po-
tential of using the customer perspective as
an effective and efficient way to differentiate
against competition within the boundaries
defined below.

This paper takes a managerial perspec-
tive for the discussion of the customer per-
spective, as the people on high management
positions in the firm “must be able to act on
the opportunities and threats; to be able to
seize them by reconfiguring both tangible
and intangible assets to meet new challeng-
es” (Harreld et al (2007, p. 25).

The customer perspective — as a com-
plete subject for discussion — is beyond the
scope of any single paper. The field of in-
quiry in this paper is thus narrowed to the
discussion of the customer perspective in the
context of the developing and implementing
customer solutions defined in the extant lit-
erature as integrated combination of goods
and services designed to meet customer’s
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specific business needs (Miller et al, 2002).
The rationale behind is the one Nordin &
Kowalkowski (2010) suggest that in order for
firms to address the challenges they are fac-
ing from the external environment such as
the intense competition and lower margins
they are trying to differentiate themselves by
developing customer solutions rather than
stand-alone products or services.

As the approaches of using customer
perspectives when designing and implement-
ing customer solutions varies from industry
to industry, this paper narrows further the
discussion to one single industry, specifically
Romanian Information Technology (IT) sec-
tor. The main reason explaining the selection
of this industry is that building the related in-
ternal capabilities towards offering customer
solutions in the Information Technology (IT)
sector provides the firm higher advantages
against competition (Ceci & Prencipe, 2008).

The rest of this paper is organized as
follows. A review of the extant literature on
the main concepts of this paper is performed
in Section 2. The following section (Section
3) covers an empirical study of the customer
perspective in the particular context of the
Romanian IT industry including the research
objectives, the research design and the de-
mographic data analysis. The findings from
literature review and research results are dis-
cussed together afterwards in this section. At
the end of this section, the conclusions from
these findings are provided and based on
them a set of recommendations are proposed
in Section 4. The research limitations and the
opportunities for future research are covered
in Section 5. The overall conclusion is provid-
ed in the last section of this paper (Section 6).

2. Background

2.1. Sources of sustainable competi-
tive advantage

Within the strategic management litera-
ture one of the most widely accepted theoret-
ical perspectives on competitive advantage
(Priem & Butler, 2001) is the resource-based
view of the firm (Barney, 1988; Diericks &
Cool, 1989; Lippman & Rumelt, 1982; Reed
& DeFillippi, 1990). The first attempt at for-
malizing the resource-based view of the firm
(RBV) belongs to Wernerfelt (1984). He ar-
gued that firms may earn above normal re-
turns by identifying and acquiring resources
that are critical to the development of de-
manded products. The second belongs to
Barney (1991) who stated that not all firm
resources hold the potential of sustainable
competitive advantage. Instead, they must
possess four attributes: value, rareness, imi-
tability, and substitutability (Barney, 1991)
based on two fundamentals assumptions:
that resources (and capabilities) are het-
erogeneously distributed across firms and
that they are imperfectly mobile. Similarly,
Peteraf (1993) argues that there are four con-
ditions underlying sustainable competitive
advantage: superior resources; ex-post limits
to competition (including imperfect imitabil-
ity and imperfect substitutability), imperfect
mobility and ex-ante limits to competition.

In regards to theoretical approaches
within the resource-based view, the first was
Barney’s VRIO framework. Barney argued
that in addition to simply possessing valu-
able, rare, inimitable (which by then includ-
ed non-substituable) resources, a firm also
needed to be organized in such a manner
that it could exploit the full potential of those
resources, if it was to attain a competitive
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advantage (Barney, 1997; Barney & Wright,
1998). A second theoretical approach was
proposed by Teece et al (1997) explaining
how combination of competences and re-
sources can be developed, deployed, and
protected — the dynamic capabilities frame-
work. According to these authors, the com-
petitive advantage of firms is seen as resting
on distinctive processes (ways of coordinat-
ing and combining), shaped by the firm’s
(specific) assets positions (such as the firm's
portfolio of difficult-to-trade knowledge as-
sets and complementary assets), and the evo-
lution path(s) it has adopted or inherited.
Whether and how a firm’s competitive ad-
vantage is eroded depends on the stability of
market demand, and the ease of replicability
(expanding internally) and imitability (repli-
cation by competitors). Building on both set
of scholars” work, Eisenhardt & Martin (2000)
argued, that resources are no real value to the
firm in isolation and that their latent value
could only be made available to the firm via
its idiosyncratic dynamic capabilities which
are defined as “the organizational and stra-
tegic routines by which firms achieve new
resource configurations as markets emerge,
collide, split, evolve, and die” (Eisenhardt &
Martin, 2000, p. 1107).

One approach found in the extant lit-
erature is to extend the resource-based view
towards a more outward orientation as the
one proposed by Slater (1997). As a response
to the environmental changes, this author
suggests that a firm should have a market-
oriented culture, which consists of three
components: (a) continuous learning about
customers, (b) a commitment to customer
innovation, and (c) a process-focused orga-
nization. According to this author, a firm
focusing on these three items will provide

superior customer value and will create sus-
tainable competitive advantage. Similarly,
Woodruff (1997) considers customer value
as the next source for competitive advan-
tage. In Woodruff’s view, the customer value
takes the perspective of the customers of a
firm, namely their expectations in regards to
the use of the product or the service of that
firm. By having a good understanding of the
customer’s requirements and needs through
continuous learning, a commitment to pro-
vide innovative products to customers and a
focus on the customer value process, the firm
will provide superior customer value and
thus will be rewarded with superior perfor-
mance as well as a sustainable competitive
advantage. Therefore, the idea of the custom-
er value extends the RBV toward customers,
as one way in which competitive advantage
can be achieved and sustained (Slater, 1997).

2.2. The concept of customer value

In the extant literature, there is no sin-
gle commonly acknowledged definition of
the concept of customer value. As Woodruff
(1997) outlines there are a number of simi-
larities among these definitions such as the
perception of the customer value by the cus-
tomers themselves rather than something de-
termined by the provider. Much more, this
author argues that this perception requires
usually a trade-off between what the custom-
er receives such as quality, benefits, worth,
utilities and what he gives up to acquire and
use the product such as the price of that prod-
uct. Differences could be pointed out as well.
For the scope of this paper, one difference is
related to the circumstances within which
the customers think about value (Woodruff,
1997).
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In the context of offering customer so-
lutions, the definition provided in section 1
highlights two key dimensions, the degree
of integration and the degree of customiza-
tion. Sawhney (2006) states that the value of
integration and the value of customization
represent the difference between the ‘whole’

(the value of the solution) and the ‘sum of the
parts’ (the value of component products and
services), as presented in Figure 1. According
to Davies (2004) IS providers earn high prof-
its when the value of the integrated package
exceeds the value of individual components.

Figure 1 — Value added of solutions
(Burianek, 2011)

2.3. The customer perspective in the
value creation context

“A process perspective on a business
is the customer’s perspective [...] A process
perspective requires that we start with cus-
tomers and what they want from us and
work backward from there” (Hammer, 1996,
p- 12). Considering that the starting point
when a firm’s focus is the customer perspec-
tive in designing a customer solution is not
a product, but a desired outcome for a cus-
tomer (Foote et al, 2001), the customer val-
ue involves two new dimensions. The first
relates to the customer’s internal efficiency
and cost structure and the other one relates
to the customer’s external effectiveness and
output, both of them allowing the customer
to create new and more competitive offerings

(Normann, 2001). This author argues that
the focus on customer’s business involves a
change in the organization of value creation
in which the customer is seen as a co-produc-
er of value and a shift from a good-dominant
logic to a service-dominant logic perspec-
tive. In good-dominant logic, the customer
is a passive consumer who is targeted, seg-
mented and marketed to and so the customer
constitutes an operand resource that has to
be acted upon to produce an effect (Vargo &
Lusch, 2009). In contrast, the service-dom-
inant logic views customers as operant re-
sources, that is, dynamic resources that have
the capability to act upon others, and there-
fore embraces a “market with” orientation in
which the customer is seen as a partner who
creates value in collaboration with the sup-
plier and both parties enter into a dialogue
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(Jacob & Ulaga, 2008). In line with these au-
thors, Gronroos (2008) argues that custom-
ers actively assess the value of goods they
buy on the basis of the solution and perfor-
mance they provide in use — meaning that
no matter whether they purchase goods or
services, customers always acquire service
experiences. Service is defined as the basic
denominator of all exchange and therefore
encompasses experiences arising from direct
interaction with service providers as well as
interaction with goods providers that become
mechanism for service (Ballantyne & Varey,
2008). In this context of exchange service for
service, service is considered to be the intan-
gible elements that are exchanged between
the customer and provider with the goods/
service benefits being purchased (Lusch &
Vargo, 2006).

The value being co-created by customer
and supplier in an interactive process also im-
plies that the providers can only make value
propositions, defined as a collection of bene-
fits that is promised to the customer in return
for the payment (Vargo & Lusch, 2004, 2006).
In the context of offering customer solutions,
there is a shift in the value proposition from
offering physical products, spare parts, and
support services to delivery of performance,
optimization and productivity (Bennett et al,
2001; Oliva & Kallenberg, 2003). According
to Hiinerberg & Hiittmann (2003) three value
propositions can be differentiated in the con-
text of integrated solutions: (a) usage based
(related to the intensity of using the integrat-
ed solution); (b) performance based (related
to the performance levels of the customer so-
lutions); and (c) value based (related to the
customer economic results of using the so-
lution such cost savings realized, revenues
generated etc.). Anderson et al (2006) argue
that to make customer value propositions

persuasive, the providers must be able to first
demonstrate and after that to document them
using value word equations.

Ballantyne & Aitken (2007) argue that
when considering a customer perspective in
the context of offering customer solutions,
the providers have to successfully coordi-
nate the compilation of resources for the cus-
tomer and to develop strong relationships
and networks with customers and suppliers.
With customers, the providers enter into a
dialogue as well as co-create service experi-
ences and, thus ultimately, value through
direct or indirect (for example, via goods) in-
teraction. With suppliers they share and in-
tegrate operant resources such as specialized
skills and knowledge (Cova & Sale, 2008a).
Furthermore, Normann (2000) argues that
for co-creating the value, the relationship
between the players is more complex; it is
more interdependent and reciprocal rather
than sequential and it does not take the form
of value chains but of networks in order to
develop value propositions. Thus, all parties
involved in economic exchange are resource-
integrating and service-providing enterpris-
es that have the common purpose of value
co-creation (Vargo & Lusch, 2008b).

2.4. Key success factors for an
effective customer perspective based
differentiation

As suggested by a number of authors
(Galbraith, 2002; Sawhney, 2006), when
choosing the customer perspective to dif-
ferentiate in the market the provider’s focus
should not on the product itself but actually
on the customer and his requirements and
these are the basis of defining all the value
creation activities. In line with this view, Tuli
et al (2007) argue that if the aim of a firm is to
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satisfy a customer’s business needs, the firm
should focus on the customer’s value cre-
ation processes, defined as a series of activi-
ties performed by the customer to achieve a
particular goal (Payne et al, 2008).

In the context of offering customer solu-
tions from a customer perspective, most re-
searchers proposed sequential processes to
describe the development and implementa-
tion of an integrated solution. According to
Sawhney (2006), the solution development
process begins with the analysis of a customer
problem by defining customer outcomes and
mapping customer activities and ends with
the identification of products and services
needed to solve the entire problem, before
moving on the integration (implementation)
stage. Similarly, Storbacka (2011) proposes a
four-stage process to create integrated solu-
tions: develop solutions, create demand, sell
solutions and deliver.

Based on an empirical research, Tuli et
al (2007) demonstrated that an integrated so-
lution involves “a set of customer-supplier
relational processes comprising (1) customer
requirements definition, (2) customization
and integration of goods and/or services and
(3) their deployment, and (4) post-deploy-
ment customer support and all of which
are aimed at meeting customers’ business
needs” (p. 5). These authors observed that
the difference resides in two relational pro-
cesses that many suppliers underemphasize,
but considered crucial by the customers: re-
quirements definition and post-deployment
support. They are in agreement with Brady et
al, 2005b) who propose a four-stage process
for developing and deploying an integrated
solution throughout its lifecycle that include:
strategic engagement phase (pre-bid activi-
ties); value proposition phase (bid or offer

activities); systems integration phase (project
execution activities); and operational service
phase (post-project activities). Based on the
work of Tuli et al (2007), Burianek et al (2011)
derived a four-step iterative process of value
creation comprising (a) analysis/consulting,
(b) design/configuration, (c) implementation/
delivery, and (d) support/operation.

Gronroos (1984) points out that in many
cases, customers’ perceptions of service de-
livery processes may be more important
determinants of their assessment of service
quality that the outcomes derived from the
service delivery. Therefore, identifying the
success critical activities within each step of
this four-stage process is crucial (Burianek
et al, 2011). Figure 2 highlights a number of
factors these authors identified through con-
ducting an empirical research.
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Figure 2 — Critical success factors for creating effective solutions
(Burianek et al, 2011)

As Tuli et al (2007) suggest, in the con-
text of designing customer solutions, the
customers consider the fulfilment of their
business needs a key metric for evaluating a
customer solution’s effectiveness.

3.The customer perspective in the it
industry

As highlighted in section 1, the focus in-
dustry of this paper to conduct the empiri-
cal study is the IT industry in general and
Romania market in particular.

3.1. Research objectives

Following the literature review as well
as based on the findings of other similar

research projects such as Tuli et al (2007)
in the U.S.A. and Burianek et al (2011) in
Germany, in order for firms to effectively use
the customer perspective when designing
customer solutions, they should focus on the
critical success factors of value creation rela-
tional process of customer solutions, as de-
tailed in section 2.4.

Green et al (2004) suggest that too often
it is assumed that practices from one sector
can be simply transferred to others and that
the managerial practices are universally ap-
plicable irrespective of context. Therefore,
the main research objective is to deter-
mine the key success factors the providers
should focus to effectively use the customer
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perspective in order for them to differentiate
in the Romanian IT market. For this purpose,
a descriptive research study was conducted
to examine the validity of the findings out-
lined in the previous paragraph by collecting
and analysing the data from the players oper-
ating in the Romanian IT market.

Starting with the empirical investiga-
tion of current practices in designing, devel-
oping and implementing customer solutions
in the Romanian IT market, this research
aims to provide the companies operating in
this market a number of recommendations
in regards to the critical success factors they
have to focus to differentiate themselves
from their rivals.

3.2. Research design

The approach selected for the research
study was mainly deductive, as existing the-
ory was used to conduct the empirical re-
search (Saunders et al, 2009). Some inductive
elements were included to gain some insights
from respondents about the current practices
of offering customer solutions in Romanian
IT sector. As proposed by these authors, con-
sidering the deductive approach for this re-
search study, it has been adopted a survey
strategy, being a popular and common strat-
egy in business and management research.

As the research project takes the per-
spective of providers and because there
was no extant database of providers offer-
ing customer solutions — due to the novelty
of IS concept — a procedure was developed
to estimate this population and to extract
a sampling frame from that population.
Considering that, in fact, integrated solu-
tions are services led (Cerasale & Stone, 2004)
the population was set as the Romanian IT

services companies. Due to the small size of
Romanian IT services market, a purposive
sampling was selected using author’s judge-
ment to select cases that will best enable to
answer the defined research question and
meet the research objectives (Neuman, 2005).

As outlined in section 1, a customer
solution is a combination of goods and ser-
vices designed to satisfy a customer’s needs
and such they are included in the offering of
small Romanian IT services providers only
on exceptional basis. Ceci & Masini (2011) ob-
served that IS provision is significantly more
common among large firms. These authors
argue that there are at least two good reasons
for this phenomenon. First, the resources and
capabilities to offer integrated solutions may
not be available to small firms on a large ba-
sis. Second, small firms may even deliber-
ately decide to concentrate all their efforts on
one specific offering based on the assumption
that the specialization could provide them
a clear advantage over larger firms (Ceci &
Masini, 2011). Furthermore, the Romanian IT
market is consolidated around few players
(Top 10) controlling in total more than 50% of
the market in terms of market share accord-
ing to the last available report at the prepara-
tion date of the research study published by
Pierre Audain Consultants (2013). Based on
these considerations, the sample was set as
Top 10 leading IT services providers.

The selection of the participants was
made based on a number of criteria to facili-
tate a useful output for data analysis. First,
the research focus was on the customer so-
lutions from a managerial perspective and
therefore people on higher management posi-
tions (general and senior management) were
selected for the sample. Second, the target
participants at director level were carefully
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chosen to ensure appropriate experience,
background and familiarity to participate to
the research study in a thoughtful manner
proven through their direct and personal in-
volvement in selling, developing, deploying
and/or supporting integrated IT solutions.

For the primary data collection, a struc-
tured questionnaire was selected as the re-
search instrument.

The questions included in the question-
naire were developed by the authors of this
paper based on the findings from the litera-
ture review.

As paper-based questionnaire was used
for data collection, the data transfer from the
completed questionnaires was done manu-
ally using Microsoft Excel. As data analysis
was planned to be performed by computer, a
coding scheme was established prior to data
collection and incorporated it into the ques-
tionnaire (Saunders et al, 2009) by assigning
a number to each response for a particular
question. The data analysis was performed
using descriptive statistics.

3.3. Research results and discussion of
findings

Understanding the broad needs of a
customer was seen by 57% of respondents as
being crucial in the early stage of designing
a customer solution. Delineating in the anal-
ysis phase of both current and future needs
of the customer was considered important
by 60% of respondents. Another crucial as-
pect in selling customer solutions revealed
by the research was building trust to get to
“know the right people” in the customer or-
ganization, as reported by 74% of respon-
dents. Only 52% of respondents confirmed
that the assigned teams from the provider

and customer organization are involved in
the requirements’ discovery process during
the analysis phase of a customer solution.
An even lower number of respondents (35%)
had a positive response about the assigned
team from the provider probing multiple
stakeholders in the customer organization
when asking questions to identify custom-
ers’ needs. When asked about the provider’s
involvement in defining the internal project
configuration with the customer, many of
the respondents (65%) reported that clear re-
sponsibilities throughout the whole lifecycle
of the customer solution needs to be agreed
with the customer from an early stage. No
participant to the survey provided a negative
response in this regards that leads to an as-
sessment of a high level of criticality for this
activity.

In the design phase of a customer solu-
tion, both the provider and customer partici-
pate together and agree upon a clear solution
specification, as 83% of the participants pro-
vided positive in this regard. A same number
of respondents provided positive feedback
when asked to rate the importance of cus-
tomer transparency and openness to avoid
later cost intensive solution adjustments. A
similar high number of respondents (74%)
reported that involved staff from IS are as-
signed to have solution-specific experience,
qualification and know-how of provider
organization.

A quite high number of respondents
(61%) provided positive results about a pro-
vider that can do a better job when using in-
formation and guidance from the customer
about its stakeholders during IS implemen-
tation. Although, only few survey’s partici-
pants (30%) validated through their positive
responses that the assigned project team
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makes use of customer knowledge when
customizing and integrating products com-
prising an IT solution to suit the customer’s
operating environment. Customer’s open-
ness to making adjustments to modify its rou-
tines and processes was validated as being
important to accommodate the components
of an IT solution by 40% of the respondents
only. Regarding the coordination of IS pro-
vider’s internal processes with the custom-
er’s processes, more than half (57%) of the
respondents considered it as being a critical
activity during the implementation of a cus-
tomer solution.

3.4. Conclusions from findings

The respondents to the survey provided
good results in regards to the fact that the de-
velopment and the implementation of a cus-
tomer solution demands intense interactions
between the provider and the customer, in-
cluding reciprocal adaptation, mutual rela-
tionship investments and risk taking, which
is in line with the extant research into the
relational characteristics of solutions (Tuli
et al, 2007; Cova & Sale, 2008b). As research
results shows, learning from most challeng-
ing or unsuccessful projects of implementing
customer solutions from the past, Romanian
providers started to view customer’s open-
ness and willingness to be involved during
the development and implementation stages
as a major determinant of their role in cus-
tomer’s value creation process. Based on the
responses to the survey, the current practic-
es in Romania show that there are still some
lacks in this regard for a number of reasons.
The comments from the survey revealed that
not always and not all customers are ready,
able or even willing to co-operate with the

providers on the value-creation level. This is
in line with Hakanen & Jaakkola (2012) who
provide a reason for that: value co-creation
engagement may demand several changes
in the customer’s strategy, operations and
mindset that are not always well received.

Biggemman et al (2013) argue that some
degree of flexibility is also necessary both for
providers and customers when implement-
ing customer solutions. In addition, the cus-
tomer should be open to make adjustments
for modifying its routines and processes to
get the most value of the solution (Burianek
et al, 2011). In both areas, the results of the
empirical study in the Romanian IT market
were only modest.

4. Recommendations

Based on the conclusions drawn upon
the literature review as well as the research
results, this paper provides a set of practi-
cal recommendations at managerial level
for the Romanian IT providers to follow as
a response to address the main area of im-
provement. This was suggested through
the empirical study, namely how to effec-
tively manage the conflicting interests of
multiple stakeholders inside the customer
organization.

Two main recommendations are pro-
posed when considering the stakeholders
perspective within the customer organization
and they are based on the work of Biggemann
et al (2013) who highlight the importance of
involving multiple stakeholders from cus-
tomer organization in identifying the current
and future needs of the customer.

First, in order to improve the willing-
ness of different stakeholders within custom-
er organization to participate in the process
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of understanding the customer’s needs, the
IS provider could propose a preliminary con-
sulting phase for analyzing the internal im-
plications of an integrated solution, as the
solution affects the interests of several inter-
nal stakeholders who would be expected to
collaborate. As an implementation plan for
this recommendation, a free-of-charge con-
sulting engagement could be proposed in a
very early stage with a defined scope of work
scanning past, present and future IS contex-
tual situation. High profile consultants from
IS provider with strong expertise in the area
of integrated solutions should be assigned to
deliver this engagement to conduct a high
professional assessment of the customer sit-
uation and highlight best practice projects
from the past. The rationale behind this prop-
osition is the one Biggemann et al (2013) sug-
gest, namely new potential customer benefits
of (and obstacles to) the solution could be
outlined during this assessment as the pro-
cess dynamics of solutions could lead to the
change of stakeholders’ interests over time
during the development of the integrated
solution.

Second, the openness of different stake-
holders who may not want from various
reasons to participate in the value creation
process during the development and the im-
plementation of an integrated solution could
be improved by the IS provider assuming in
the very beginning a role of value facilita-
tor instead of value co-creator (Hakanen &
Jaakkola, 2012). In this role the supplier of
a customer solution will provide the stake-
holder from the customer organization
deep information on how to develop tech-
nology and processes to get the most value
of the solution and the stakeholder will use
the knowledge provided by the supplier by
themselves. As an implementation plan for
this recommendation, this activity should be
performed any time during the development

and the implementation stages of an inte-
grated solution when such a stakeholder is
identified. The person recommended to be
assigned to play this value facilitator’s role
should be selected based on a number of two
decision criteria. The first one is the required
level of knowledge in developing integrated
solutions and the other one is the personal
bond with that stakeholder, as this person
assigned by the IS provider will play a con-
sultative role of discussing related value cre-
ation themes until the stakeholder will feel
comfortable enough that this person nomi-
nated by the IS provider should fully assume
the role of value creation co-participator.

5. Future research directions

As any empirical work, this empirical
study is subject to certain limitations, based
on what several opportunities for future re-
search on the topic of integrated solutions are
provided.

As this research project took the per-
spective of the providers, one limitation
arises from the unit of analysis. Indeed, the
defined general research question was to de-
termine the main focus of the providers to
use the customer perspective when design-
ing customer solutions as an effective and ef-
ficient way to differentiate in the market.

The research design provides some oth-
er limitations. As the research study is cross
sectional it offers a static view of the custom-
er perspective in the context of the customer
solutions with limited information about the
impact of time perspective. The survey strat-
egy provided limitations as well in regards
to the collected data that are limited to the
number of questions included in the ques-
tionnaire. Finally, due to the complexity of
the topic of this paper, the research narrowed
the empirical study to one industry raising
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limitation issues in regards to the generaliza-
tion of the results. It can be argued though
that the contextual analysis could enhance
learning about integrated solutions at more
general level.

These research limitations and the re-
spondents’” comments collected through the
open questions included in the questionnaire
were the sources for future research on the
customer perspective when designing and
implementing customer solutions.

The research took the provider’'s per-
spective. As recent conceptualizations of
customer solutions recognize the need to
consider the broader business network and
other parties that potentially influence or are
influenced by integrated solution (Spencer
& Cova, 2012; Gebauer et al, 2013), a future
research avenue could take a network per-
spective to empirically investigate the ex-
tent to which companies in a network could
have more potential for becoming value co-
creators than when acting alone. In addi-
tion, the responses provided by the survey
participants an interesting avenue for future
research. In the survey participants’ view,
the value is co-created within a broader net-
work with actors interacting in a longitudi-
nal rather than iterative relational process of
resource integration. Therefore, future lon-
gitudinal empirical research are called for in
order to better understand the complexity of
the customer perspective when developing
customer solutions.

6. Conclusion

Integrating the results from the empiri-
cal research study with the findings from the
extant literature review, few managerial con-
clusions could be drawn.

The research study conducted in the
Romania IT market provided in a consid-
erable extent an empirical evidence for the
critical success activities of the four stages
value creation process suggested in the ex-
tant literature and summarized in Figure 2 in
other capital goods sectors from more devel-
oped countries where the customer perspec-
tive in the provision of integrated solution
has emerged. Therefore Romanian providers
should focus on these factors/activities if they
want to differentiate from the competition. In
the same time the research project identified
some areas of improvement in the contextual
situation of the Romanian IT market in order
for these factors/activities to fully contribute
to effective and efficient use of customer per-
spective when developing and implementing
customer solutions.

The review of the extant literature out-
lines that the complexity of the customer
perspective experienced within specific in-
dustries and contexts seems to be easily over-
looked in empirical studies that focus on a
variety of different industries. The market
opportunities, the structure of the competi-
tion and the main drivers towards offering
customer solutions could differ considerably
among industries, countries and particular
contexts. This paper highlights that the con-
textual dimension has to be considered in or-
der to capture the complexity of phenomenon
of creating a customer-centric organization.
This is in line with the contingency theory,
where “the effectiveness of an organization
is dependent on the congruence between its
structure and its context, including the char-
acteristics of the internal organization and
the characteristics of the organization’s exter-
nal environment” (Lakemond, 2001, p. 5).
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Abstract: The purpose of this paper is to highlight the influence of mobile payments on the develop-
ment and consolidation of E-commerce businesses in Romania, as well as the tendencies of using mobile
banking and mobile payments applications by consumers in this area. At the same time, the author makes
a brief comparison of the mobile payment companies in Romania for 2019, in order to outline the features,
advantages and benefits offered by them in the current context of business transformation by digital dis-
ruption. The research methodology is based on the analysis and interpretation of the data provided by the
recent studies conducted by specialized companies in the field of Ecommerce and mobile payments, as well
as based on the comparison method used to classify the services offered by the mobile payment companies.
The findings of the research show that the impact of the introduction and use of mobile payments in Ecom-
merce businesses in Romania is a substantial one from the point of view of the increase of sales and profit,
also showing an increase in the number of mobile payments companies in the conditions of diversification
of their services.
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1. Introduction

The purpose of this paper is to highlight
the influence of mobile payments on the de-
velopment and consolidation of E-commerce
businesses in Romania, as well as the tenden-
cies of using mobile banking and mobile pay-
ments applications by consumers in this area.
At the same time, the author makes a brief
comparison of the mobile payment compa-
nies in Romania for 2019, in order to outline
the features, advantages and benefits offered
by them in the current context of business
transformation by digital disruption.

The originality of the paper is given by
the research objective focused on highlight-
ing the implications of the use of mobile pay-
ment in Ecommerce on the development of
businesses in the field in Romania, as well as
on presenting the differentiation of FinTech
companies in Romania based on the charac-
teristics of the services offered by them.

The findings of the research show that
the impact of the introduction and use of mo-
bile payments in Ecommerce businesses in
Romania is a substantial one from the point
of view of the increase of sales and profit, also
showing an increase in the number of mobile
payments companies in the conditions of di-
versification of their services.

The limits of the research are highlight-
ed by applying only qualitative methods and
tools in research, a future development of
the research being desirable to also involve
quantitative approaches, meant to reflect
more specifically the influence of the use of
mobile payment on Ecommerce-type busi-
nesses in Romania.

2. Literature review

A whole series of researches highlight-
ed by articles and specialized studies in the

fields of E-commerce and mobile payment
come to reflect the current developments
without precedent so far as a result of tech-
nological innovations in both fields, but also
of the action of the developing economic
markets. In this regard, authors from differ-
ent corners of the world have reported the
product changes and future trends through
analyzes carried out on qualitative and quan-
titative basis in the sectors mentioned above.

In an editorial titled , Entrepreneurship
in the context of the fourth Industrial
Revolution” the author shows that , The net-
works of devices that will be connected to
each other and that will be able to store and
exchange data at an extraordinary speed can
provide unlimited possibilities for creating
contexts in which people can develop their
business” (Marinescu, 2018). According to
this, Cojocaru & Cojocaru do an analysis of
the market trends and technological changes
in the field of mobile devices showing that
“the user experience is the final test for all the
mobile devices”(Cojocaru & Cojocaru, 2014).

Yadav et al. highlight ,that variety of
services, social influence, perceived useful-
ness, cost and perceived trust have signifi-
cant influence on consumer’s intention to
adopt m-commerce. The only exception was
perceived ease of use which observed statis-
tically insignificant influence on adoption of
m-commerce” (Yadav et al., 2016).

A paper of Sivathanu points out in the
findings the followings: , the results suggest
that the behavioral intention (BI) to use and
innovation resistance (IR) affect the usage
of digital payment systems. The relation be-
tween BI to use digital payment systems and
the AU of digital payment systems is mod-
erated by the stickiness to cash payments”
(Sivathanu, 2019).
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Lim Chiu et al. reveals also in their pa-
per , that the non-adopters of mobile banking
asserted that the antecedents of initial trust
played a significant influence on behavior-
al intention to use online banking services”
(Lim Chiu et al., 2017).

In their research, Zhang, Lu and
Kizildag shows that ,the “fun” feature of the
technology and consumers’ innovativeness
characteristics are considered important in
influencing mobile banking adoption. Trust
in the banks has its predominant role in mo-
bile technology adoption for banking servic-
es” (Zhang et al., 2018).

The analysis of the factors related to
the characteristics of the technologies used
in mobile banking was the object of research
of the authors Valaei, Nikhashemi, Bressolles
and Jin which in their paper shows “that
the task and performance characteristics are
more relevant compared to technology char-
acteristics when doing transactions via apps.
In addition, the findings uncovered that user
satisfaction and continuous intention to use
apps stem from the degree of fit in online
transactions”. The authors also underline
,that users in the lower income group are
more concerned about the performance char-
acteristics of banking apps, and there are no
differences across age and gender groups”
(Valaei et al., 2019).

Another research of Anneli Jarvinen
,reveals deviations between various bank-
ing services and company-level results re-
garding consumers’ trust in their banking
relationships”and ,also highlights devia-
tions in consumer trust between European
countries, and identifies countries with low,
medium and high trust in banking and in
distinct banking services” (Anneli Jarvinen,
2014).

Regarding Romania, a study conducted
by Leoveanu and Sandu shows “that young
people are very open to new type of bank-
ing applications and they enjoy using mobile
banking” and that “more than half of the stu-
dents that declared they are not using mobile
banking in this moment and more than half
from total sample declared they will defi-
nitely call on mobile banking [in the future]”
(Leoveanu & Sandu, n.d.) and this shows the
availability of young people adapting to the
use of new technologies that appear in the ac-
tivity of ecommerce and banking.

3. Research methodology

The research methodology is based on
the analysis and interpretation of the data
provided by the recent studies conduct-
ed by specialized companies in the field of
Ecommerce and mobile payments, as well
as based on the comparison method used to
classify the services offered by the mobile
payment companies.

According to ,The 2018 Global
Ecommerce Report”, Internet penetration
across Europe reaches 83% in 2018 from 80%
in 2015. In this regard, penetration in social
media, defined by Internet users who use so-
cial media sites via any device at least once a
month, reaches 73% in Sweden, in the UK -
66%, in Spain and France - 58%, in Italy - 57%
and in Romania - 51%, to exemplify only a
few European countries (Global Ecommerce
Report, 2018).

Considering the part of the population
that uses each device for Internet access, the
following trends can be highlighted: 57.6% -
on the desktop, 36.2% - on the mobile phone
and 6.2% - on the tablet. Regarding ranking of
shopping websites (no of visitors) in Romania
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the first place is occupied by Olx.ro, followed
by eMag.ro and thirdly Aliexpress.com while
in France, Germany, Italy, Spain and Great
Britain the wellknown website Amazon.com
is the first choice (Global Ecommerce Report,
2018).

,2017 was a milestone year for the mo-
bile industry: the number of people con-
nected to mobile services surpassed 5 billion
globally. As such, two out of three people in
the world had a mobile subscription at the
end of 2017. Looking out to 2025, the mobile
industry will reach new major milestones
across key indicators —unique subscribers, in-
ternet users and 4G/5G connections” (Global
Ecommerce Report, 2018).

As examples of top ecommerce web-
sites in Europe (Global Ecommerce Report,
2018) there are: 1.Amazon, 2.eBay and
3.Aliexpress; regarding top payment meth-
od, one can point out: 1.PayPal, 2. Debit/
credit card and 3. Cash on delivery; consider-
ing top 3 countries ranked by B2C Turnover,
there are 1.United Kingdom, 2.France and
3.Germany; with reference to top ecommerce
import destinations, one can show Germany
and France.

Taking an overview of Romania, specif-
ic macroindicators for 2018 were: a popula-
tion of 19.6 million inhabitants; a degree of
urbanization of 55%; an unemployment level
of 5.2%; and an economic growth of 4.1% in
2018 compared to 2017. Also, the GDP per
capita in 2018 was $ 23,626, as well as a de-
clared literacy of population of 99%.

The 2018 Global Ecommerce Report
highlights also the following data for
Romania: the internet penetration rate is 74%;
the percentage of online shoppers is 18%; the
GDP of
2.55%, and the percentage of online buyers

E-commerce activities is

abroad is 3%. Romania had have about 7,000
online stores in 2017, more than the figure of
2016 of 5,000 and expects to reach 14,000 in
2018. (Global Ecommerce Report, 2018).

At European Union level, the European
Commission monitors the digital competi-
tiveness of member countries by calculat-
ing the Digital Economy and Society Index
(DESI), which includes features related
to connectivity, human capital, the use of
Internet services, the integration of digi-
tal technologies and the provision of public
digital services. Thus, regarding this index,
Romania is ranked 27, penultimate, as in
2018, when it advanced from the last place
held in 2017 (European Comission, 2019).

The important characteristics in the con-
text of the paper are represented by the use of
Internet services and the integration of digi-
tal technologies. According to the first char-
acteristic, the following can be emphasized
(European Comission, 2019):

- Internet users increased from 56% in
2016, to 61% in 2017 and to 68% in 2018 (27th
in the EU) compared to 83% for the EU;

- users of social networks increased
from 74% in 2016, to 82% in 2017 and to 86%
in 2018 (1st place in the EU) compared to 65%
for the EU;

- mobile banking users increased from
8% in 2016, to 11% in 2017 to decrease to 10%
in 2018 (28th in the EU) compared to 64% for
the EU;

- mobile shopping users increased
from 18% in 2016, to 23% in 2017 and to 26%
in 2018 (28th place in the EU) compared
to 69% for the EU, and online sales users
dropped from 5% in 2016 to 4% in 2017 and
then increased to 5% in 2018 (26th in the EU)
compared to 23% for the EU.

Regarding the second characteristic
(European Comission, 2019), it is highlighted:
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- SMEs selling online increased from
7% in 2016, to 7% in 2017 and up to 8% in
2018 (27th place in the EU) compared to 17%
for the EU;

- e-Commerce turnover increased from
4% in 2016, to 5% in 2017 and to 5% in 2018
(25th place in the EU) compared to 10% for
the EU;

- selling online cross-border remained
the same in all the years 2% (28th place in the
EU in 2018) compared to 8% for the EU.

,Romania has committed to invest in
digital technologies, via EU-coordinated
programmes. The country is a member of
the EuroHPC Joint Undertaking; it has also
signed the Declaration creating the European
Blockchain Partnership and the Declaration
on Cooperation on Artificial Intelligence.
Digitising enterprises remains an important
challenge” (European Comission, 2019).

,The 2018 Global Ecommerce Report”
also presents data on the ecommerce activity
related to the use of mobile and mobile bank-
ing in Romania.

In terms of social media sites, in Romania
the most used websites are: Facebook - 87.5%;
Twitter - 1.2%; YouTube - 5.1% and Pinterest
- 4.5%. In the top of the home delivery com-
panies is the first place Fan Courier, followed
by Urgent Cargus and Romanian Post.

Concerning the device usage are avail-
able the following data: mobile phone (any
type) - 96%; smart phone - 60%, laptop or
desktop computer - 56%, tablet - 23%.

Linked to the device usage there are
the Internet use data: total number of active
internet users - 13.74 million, 70%, and total
number of active mobile internet users - 12.23
million, 62%. In this regard, the frequency of
Internet use is expressed as: every day - 85%,
at least once per week - 8%, at least once per

month - 4%, less than once per month - 3%.
Considering Internet connections the report
shows that: speed and devices - average in-
ternet speed via fixed connections is 98.64
MBPS; average internet speed via mobile con-
nections is 28.65 MBPS (Global Ecommerce
Report, 2018).

Regarding access the internet there is
most often via a computer or tablet - 20%
compared to a smartphone 38%, and on both
a smartphone and computer or tablet - 32%.
Share of web traffic by device is: Laptops &
Desktops - 59%; Mobile phones - 38%; Tablet
Devices - 3%. Weekly online activities by de-
vice as a percentage of the total population
engaging in each activity at least once per
week: use a search engine - smartphone -
44% vs. computer 40%, social network visit -
smartphone 44% vs. computer 34% and look
for product information smartphone - 21%
and computer - 16%.

Analysing social media use the report
shows that: total number of active social me-
dia users is 10 million, and as percentage -
51%; total number of social users accessing
via mobile - 8.9 million and active mobile so-
cial users as a percentage of the total popula-
tion - 45%.

In terms of comparing mobile users ver-
sus mobile connections and comparing the
number of unique mobile users to the num-
ber of mobile connections the followings are
highlighted.

The number of unique mobile users is
15.97 million, mobile penetration - 81% (mo-
bile users vs. total population), total num-
ber of mobile connections - 27.61 million;
mobile connections as a percentage of total
population - 141%, average number of con-
nections per single mobile user - 1.73 (Global
Ecommerce Report, 2018).
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As a particular aspect derives the use of
mobile for payments and the report presents
that cash (delivery on cash) is the most used
method of payment, followed by bank trans-
fer, cash payment at shops / on site / at head-
quarters. Also the preference of payment
methods in 2017 was the following: cash
- 70%; card - 25%; bank payment / internet
banking 5%. And not less, the amounts spent
on online comparator (average spending per
e-shopper) have increased from $ 1,218 in
2015 to $ 1,452 in 2017 and $ 1,757 in 2018.

The author realized also a research re-
garding the evolution of mobile payments in
Romania and he has associated this evolution
with the ecommerce trend of recent years in
our country. A glance on the mobile connec-
tivity in Romania was made by The Global
System of Mobile Communications (GSMA)
— an association that ,represents the inter-
est of mobile operators worldwide” (GSMA,
2019).

In this respect, a research of GSMA
points out the overall country index score for
Romania in 2018 was 73.8 out of a maximum
possible score of 100, concerning the follow-
ings: mobile network infrastructure — 72.6 out
of a maximum possible score of 100; afford-
ability of devices & services — 81.9; consumer
readiness — 80.2; availability of relevant con-
tent & services - 62.2 (GSMA, 2019).

A group of factors have been consid-
ered regarding GSMA mobile connectivity
index. First of all, financial inclusion factors
as representing the percentage of the popula-
tion aged 15+ that reports owning or using
each financial product or service, such as: has
a bank account — 61%; has a credit card — 12%;
makes and/or receives mobile payments via
GSMA - 0.5%; makes online purchases and/
or pays bills online — 12%.

A second factor, ecommerce growth
by categories: Fashion and Beauty +22%;

Electronics and physical media +11%; Food
and personal care +19%; Furniture and ap-
pliances +19%; Toys, Diy and Hobbies +15%;
Travel (including accommodation) +31%;
Digital music +11%, and Video games +12%
(GSMA, 2019).

A report on ,Mobile Payments in
Romania” in 2018 by AUKA remarks that
,being (or remaining) number one in finan-
cial services requires being number one in
payments. To be number one in payments,
you need to be number one in mobile pay-
ments” (AUKA, 2019).

A first analysis of FinTech compa-
nies was made in 2019 under the name of
“Romania’s FinTech Map” by the conference
organized by the Romanian business mag-
azine Wall-Street under the name of
“Future Banking 2019”.

The analysis has the merit to highlight
FinTech companies in the fields of Payments
& wallets, Lending / Crowdfunding,
Investments & Wealth Management, Personal
Finance, Insurtech, Financial Infrastructure
and Enablers, so that, on the one hand, a pro-
motion of these companies is ensured, and,
on the other, a highlight of the strengths and
markets to which they are addressed.

An analysis of the companies presented
in the table reveals that, although specialized
in Payments & Wallets, they also associate
other financial services with the basic service,
which diversifies their activity in order to in-
crease the turnover and profits.

Depending on the types of clients that
most of the Payments & Wallet type compa-
nies in Romania have selected, it can be said
that there is not only the predominance of
the B2C type, but also an alternation with the
B2B type.

We can highlight a large part of compa-
nies in the pre-seed or seed stage, although
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there are companies that have reached full
development. Regarding the operating area,
respectively the countries in which they
operate, these companies have a spectacu-
lar spread, and depending on the dimen-
sions achieved and the size of the financing
achieved.

It is also noted that the emergence of
these companies (their establishment) was

carried out over the years starting with the
international financial crisis and was based in
particular on the financing of bootstrapping,
that is, by not calling on external sources,
but relying on their own savings. However,
it is worth noting some other companies that
have managed to benefit from raising more
or less funds as amounts of money (300 k $
- 12 mil. $).

Table no. 1. Payments & Wallets FinTech Companies in Romania in 2019

Name Founded Funds Services Client Country of | Current
Raised Tvpe Operations Stage
Pago 04/2016 FT K€ | Online Pavments, BiC Fomania Growth
Insurance, Money
transfer, In app
donations
Minutizer 032014 | Bootstrapped | Pay per mimute; BIB F.omania, Growth
Blockchain; Time BIC Holland,
base payments; Meaxico,,
Payment solutions; Columbia,
Real time pavments Panama
Yolt 2017 Bootstrapped | P2P payments, BlC Bomania Sead
money transfer,
instant transfers
during non-banking
hours, zend meney
like sending a
message, transfers
from card to card
Younify 2014 Bootstrapped | Internet Banking, BIB Romania Seed
Mobile Banking,
PSD2, Invoics
Payment
Oweit 2016 330K § | Payment solution, BIB Fomania, Growth
FacePay, digital BIC Japan,
wallet South Africa,
Uk, USA
Pav by Face 01/2019 | Bootstrapped | Biometnc Payment B2B2C Romania Pre-Sead
Processing Platform
Moneymailme 2016 12 mil § | money transfer, PP Ower 130 Growth
enabling platform, countries
mobile app, social worldwide
pavments
application
SelfPayv 2009 Bootstrapped | smart ldosk, self- BlC Bomania Growth
service kdosk, bill EIE
payment,
mnovation, kosk
solutions, retail
laosk, self-service
technologies, digital
laosk
Pavhilla 2018 3 K £ | Payments, Billing BIB Europe Seed
mobilPayWallet | 032013 | Bootstrapped | Digital Wallet, BlC Romania Growth
Digital Payment,
Mobile Payments,
MCOMMEITE,
elWallet
M3 Payments 2019 12 mil § | payvments, buziness, BIB Europe Sead
zme, online
platform
ProxiCash 2018 Bootstrapped | Cash Withdrawals, B2B2C Bomania Pres-
Account Sead
Withdrawals, FISP

Source: Future Banking — Romanias Fintech map 2019
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5. Results and discussions

The report on ,Mobile Payments in
Romania” in 2018 by AUKA states that there
is currently no mobile payment solution that
dominates the Romanian market, express-
ing the opinion that factors such as lack of
confidence, low market penetration or exist-
ing barriers in regulation, results in the fact
that most payments are still in cash (AUKA,
2019).

In this regard, Romania is positioned
at the tail end, being behind its neighbors
in Eastern Europe, a fact evidenced by the
statistical observations that show the cash
withdrawals had a growth rate similar to the
payments made by card. This is explained by
the lack of knowledge of the population in
the financial field, which leads to the low use
of non-cash payment instruments (AUKA,
2019).

However, in Romania there is a clear
tendency to recover the trend that Europe is
aware of today, that of reducing cash pay-
ments and increasing the use of non-cash
payment instruments. Thus, the banks in
Romania, in particular, but also the Romanian
and foreign companies of the FinTech type
are starting to develop new solutions for
making payments easier and suitable be-
tween business partners, between customers
and suppliers, between traders and custom-
ers and between individuals, in fact giving
freedom of decision and action to all partici-
pants by focusing on the customers of mobile
payment services.

In the circumstances in which the EU
directive on PS2 payment services is in force
from the second half of 2019, open banking
companies are becoming a serious compe-
tition for banks, including the Romanian
banks, as evidenced by a survey among

bankers (AUKA, 2019). Romanian bankers,
where 29% of them expressed concern about
the threat already posed by large compa-
nies in the group GAFA (Google-Amazon-
Facebook-Apple) in the coming years, shows
in a percentage of 19% that they have already
made plans to introduce bank-issued mobile
payments.

“Romanian bankers were also most
likely to acknowledge their role would
change post PSD2. Almost a third (30%) be-
lieved their roles would be affected com-
pared to an average of 24 per cent across the
board” (AUKA, 2019).

In the competition between banks and
FinTech-type companies of open banking
services, banks are in a temporary advantage
and, in many respects, they still enjoy the
confidence of customers in terms of customer
money management, although the truth is
that this trust has decreased after the effects
of the international financial crisis. However,
the current conditions of economic develop-
ment and diversification and amplification
of financial services, intermediate or not,
worldwide, make it possible to multiply the
number of non-banking companies that of-
fer payment services, therefore the increased
competition in this area. This development
of the FinTech company segment will also
be able to achieve a close connection with
the Romanian ecommerce companies, so that
the enhancement of the ecommerce activity
in Romania will be strongly driven by this
association.

The originality of the paper is given by
the research objective focused on highlight-
ing the implications of the use of mobile pay-
ment in Ecommerce on the development of
businesses in the field in Romania, as well as
on presenting the differentiation of FinTech
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companies in Romania based on the charac-
teristics of the services offered by them.

6. Conclusions

The present paper aims to carry out,
first of all, an analysis of the way in which
the ecommerce activity in Romania evolves,
highlighting the main characteristics of the
stage regarding the digitization of the econo-
my and the society, the factors that led to the
development of ecommerce in Romania. , as
well as the relationship between ecommerce
and the provision of mobile banking services
to current and potential customers.

Secondly, the paper wanted to present
the current situation of the implementation
of mobile payment services at the level of
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Abstract: As a result of the economic and financial relapses following the international financial cri-
sis started in 2007, the examination of the way in which the bank lending of the non-financial companies at
regional level in Romania evolved is relevant on the one hand, by presenting the transformations suffered
by the credit conditions, and, on the other hand through its implications on the level of regional develop-
ment, the absorption of structural and cohesion funds offered by the European Union, access to financing,
as and the use of new financing methods. The approach by which this research is carried out is based on a
qualitative method, and considers the collection, analysis and interpretation of the data from 2015 and 2019
included in the surveys and statistical studies carried out by the specialists of the National Bank of Roma-
nia and other Romanian institutions. The results of research underline a sustained correlation between the
evolution of bank lending and the other aspects mentioned above, highlighting the importance of access to
bank financing at territorial level in order to increase the level of regional development in Romania.
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1. Introduction

As a result of the economic and finan-
cial relapses following the international fi-
nancial crisis started in 2007, the examination
of the way in which the bank lending of the
non-financial companies at regional level
in Romania evolved is relevant on the one
hand, by presenting the transformations suf-
fered by the credit conditions such as lend-
ing standards, lending terms, credit demand
and credit risk evolution, and, on the other
hand through its implications on the level
of regional development, the absorption of
structural and cohesion funds offered by the
European Union, access to financing, as and
the use of new financing methods.

The approach by which this research is
carried out is based on a qualitative method,
and considers the collection, analysis and in-
terpretation of the data from 2015 and 2019
included in the surveys and statistical studies
carried out by the specialists of the National
Bank of Romania and other Romanian
institutions.

The results of research underline a sus-
tained correlation between the evolution
of bank lending and the other aspects men-
tioned above, highlighting the importance of
access to bank financing at territorial level in
order to increase the level of regional devel-
opment in Romania.

The paper defines its originality by syn-
thesizing and aggregating data on the credit
of non-financial companies and households
at local level, on counties and NUTS II re-
gions, by interpreting the results obtained
with an impact on the development at re-
gional level and with highlighting possible
measures to be taken at macro and microeco-
nomic level.

The present research is limited by

considering only a qualitative research meth-
ods, in the current context, it is necessary if a
quantitative research of economic care type
is necessary to highlight the influence of the
evolution of the lending at territorial level in
Romania, in the case of entrepreneurship de-
velopment at the level local, accessory and
absorption of European funds non-reimburs-
able at local level, as well as increases of the
local level of the local community.

2. Literature review

The present paper tries to make a syn-
thesis of the information collected by the au-
thor from different bodies and institutions
specialized in the economic field, to reflect
on the influence exerted by the current level
of bank lending in the territory on the level of
regional development of Romania.

As a result of overcoming the economic
and financial difficulties and uncertainties
manifested as effects of the international fi-
nancial crisis, Romania is currently facing
new challenges due to changes in the inter-
national trading system worldwide, the inev-
itable BREXIT and the contrasting economic
developments at Union level. European, and
internally, as a result of the political instabil-
ity with propagating effects on the economic-
financial and social fields.

Thus, the references envisaged by the
author are based more on the official re-
sources and documents, than on the authors’
research, the latter being limited to the fol-
lowing references.

An econometrical analysis on regional
development in Romania considers that ,,one
of the goals of the national development poli-
cy is to support the sustainable economic and
social growth of regions territorially balanced
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in Romania, in order to reduce economic and
social inequalities among regions” (Motica,
2019).

The paper of Herman & Nistor shows
the importance of competitive advantage at
teritorial level in order to attract resources at
regional level: ,after identifying some com-
petitive advantages of each region, some
strategies are designed to foster the develop-
ment [...] and efficient resource utilization”
(Herman & Nistor, 2017).

Another research highlights ,the pe-
culiarities of the county distribution by the
size of credits”for both individuals and non-
financial institutions in order to determin
»,which are the most important users of bank-
ing credits, at county level, in the post crisis
period, in Romania” (Stoica, 2015).

The author of this paper also conduct-
ed different analysis in order to evidenti-
ate multiple features of bank lending in
Romania after the financial crisis. One of
them (Leoveanu, 2015) points out that after
crisis , banks have substantially reduced the
funds assigned for financing business, es-
pecially the small and medium enterprises.
According to analysts’ estimates, over 90%
of Romanian companies have difficulty in

accessing funding for existing business in
order to exploit opportunities for deliver-
ing growth business”. In a paper of 2016 the
author presents that “the last [...] years was
characterized by the private sector credit
growth, especially in households and the fact
that loans in lei is the main driver of credit
growth in Romania” (Leoveanu, 2016).

3. Research methodology

The approach by which this research is
carried out is based on a qualitative method,
and considers the collection, analysis and in-
terpretation of the data from 2015 and 2019
included in the surveys and statistical studies
carried out by the specialists of the National
Bank of Romania and other Romanian
institutions.

A review of the main macroeconomic
indicators of Romania is concretely neces-
sary to be carried out in the circumstances in
which the analysis of the bank lending at re-
gional level is made, namely in counties and
NUTS II development regions.

On these considerations, the important
indicators on the Romanian financial market
are highlighted first in the table below.

Table no. 1 Romanian financial market indicators in 2019

| Markets | |Lasi‘ |Reference| |P1'e1'ious| | Range | |Frequen(:}'
| Currency 429 |Dec/19  [429  |[0.26:4.38 |Daily |
| Stock Market (points)  |[9880|[Dec/19  |[9779  |[281: 10858|[Daily |

Government Bond 10Y (%)||4.74 |[Dec/19  ||4.75  |[2.66 : 14.01||Daily \

Source: Tradingeconomics, https://tradingeconomics.com/roma

nialindicators
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Also, it is necessary to highlight the im-
portant macroeconomic indicators from the
point of view of evaluating the current eco-
nomic situation in the perspective of the ac-
cession to the euro area of our country.

From the presentations made in the ta-
bles one can easily observe a worsening of
these macroeconomic indicators for Romania,

given that, at the level of 2015, all the nomi-
nal convergence criteria regarding the acces-
sion to the euro area were met by Romania,
and the situation of the real convergence in-
dicators. of the Romanian economy with the
economies of the euro area countries is at the
highest level compared to the current level.

Table no. 2 Romanian macroeconomic indicators in 2019

|Dﬁ'en'iew ||Last|‘Reference”Previnus” Range HFrequencﬂ
| GDP Growth Rate (%) 06 |jsep1o |08  |-7.1:61 |Quarterly |
| GDP Annual Growth Rate (%) |3 |[[Sep/19 |l44  [-7.4:12.6 ||Quarterly |
| Unemployment Rate (%) I+ |loct1e |41 |[3.8:87 |Monthly |
| Inflation Rate (%) 3.8 |Nowi19 |34  |-3.5:317 |Monthly

| Interest Rate (%) 25 |Nowis |25 [[1.75:12.5 |[Daily

| Balance of Trade (EUR Million) ||-1969|(Oct/19  ||-1188  ||-2542 - 138|[Monthly

| Current Account (EUR Million) ||-765 |[Sep/19  |-1011  ||-2344 - 831||Monthly

| Current Account to GDP (%) ||—4_5 HDEC.-‘IS

| Government Debt to GDP (%) [[35.1 |Dec/18  |[352  |66:392 |[Yearly

| Government Budget (% of GDP)||-3  |Dec/18 ||-27  [[9.1:0.5 |[Yearly

| Retail Sales MoM (%) o8 |loct1s  [los  [-9.8:11.2 |Monthly

| Corporate Tax Rate (%) 16 |Decr1s |16 [16:38  ||vearly
Personal Income Tax Rate (%) |1D HDEC.-‘IEJ ||]ID ||1D 148 HYe

|
|
|
|
32 |[136:6.6 |[Yearly |
|
|
|
|
|

Source: Tradingeconomics, https://tradingeconomics.com/romanial/indicators

I 0. 30 ~ 2019



m Management and the economic crysis

According to Tredingeconomics web-
site the credit conditions in Romania have
suffered significant changes since 2015 high-
lighted like this: ,Standard & Poor’s cred-
it rating for Romania stands at BBB- with
negative outlook. Moody’s credit rating for
Romania was last set at Baa3 with stable out-
look. Fitch’s credit rating for Romania was
last reported at BBB- with stable outlook.
In general, a credit rating is used by sover-
eign wealth funds, pension funds and other
investors to gauge the credit worthiness of
Romania thus having a big impact on the
country’s borrowing costs. This page in-
cludes the government debt credit rating for
Romania as reported by major credit rating
agencies” (Tradingeconomics, 2019).

The analysis of regional bank lending
by the author was based on the collection
of data from the National Bank of Romania
on territorial lending in Romania, on calcu-
lating and highlighting the level differences
between 2015 and 2019 in total, for non-finan-
cial companies and for households, as well as
interpreting the results at the level of NUTS
IT development regions with identifying the
size of the impact of bank lending on the re-
gional development, as well as the inverse

influences in the current economic situation.

The author’s analysis targeted bank
lending in lei at the regional level in total, as-
sociated with companies and also taking into
account households. The data and calcula-
tions are presented successively in tables no.
3 and no. 4 for the years 2015, respectively
2019.

In the non-financial companies sector,
the lending conditions are characterized at
the level of 2019 as compared to 2015 such as:
a) the lending standards recorded a tighten-
ing in 2019, according to the size of the com-
panies and the maturity of the loans; b) the
terms of the lending that registered changes
were the spread of the average interest rate on
loans to IRCC / ROBOR, respectively the first
one applied for the most risky loans, which
has recorded an increase of the same inten-
sity; c) the demand for loans from companies
increased marginally at the aggregate level,
the evolution due to the small and medium-
sized companies; d) regarding the evolution
of the credit risk, depending on the size of
the companies, the banks evaluate a moder-
ate growth in the case of medium enterprises
and corporations (NBR, 2019a).

Table no. 3 The territorial structure of bank loans granted to non-financial companies and households in 2015

Oct-15
NUTS II Regions National cur-| Nonfinancial | % of | Households | % of total
rency loans | companies total
Regiunea NE 10800.13 5491.25 0.51 |5295.78 0.49
BACAU 2,485.4 1,551.7 0.6 |9324 0.38
BOTOSANI 951.4 462.4 0.5 486.3 0.51
IASI 3,276.6 1,299.1 04 1,970.2 0.60
NEAMT 1,305.9 680.5 0.5 625.0 0.48
SUCEAVA 1,720.8 952.6 0.6 766.9 0.45
VASLUI 1,059.9 544.9 0.5 515.0 0.49
Regiunea SE 11534.09 5912.65 0.51 |5526.86 0.48

[V
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BRAILA 1,299.4 692.0 0.5 |606.8 0.47
BUZAU 1,630.0 801.0 0.5 |780.2 0.48
CONSTANTA 4,489.0 2,323.6 0.5 |2,124.0 0.47
GALATI 2,058.5 1,031.4 0.5 |1,0235 0.50
TULCEA 914.1 415.8 0.5 |498.3 0.55
VRANCEA 1,143.1 648.9 0.6 |494.1 0.43
Regiunea Sud Muntenia | 10489.85 4900.40 0.47 |5564.13 0.53
ARGES 2,985.7 1,425.6 0.5 |1,557.4 0.52
CALARASI 944.6 552.6 0.6 |[381.6 0.40
DAMBOVITA 1,056.5 358.1 0.3 6920 0.65
GIURGIU 585.8 269.2 0.5 |316.6 0.54
IALOMITA 941.8 500.7 0.5 |440.8 0.47
PRAHOVA 3,071.6 1,353.7 04 |1,713.4 0.56
TELEORMAN 903.8 4405 0.5 |4624 0.51
Regiunea SV Oltenia 8923.82 4851.73 0.54 |4067.92 0.46
DOLJ 3,551.2 2,008.2 0.6 |1,541.0 0.43
GOR]J 1,987.4 1,238.4 0.6 |748.9 0.38
MEHEDINTI 730.5 259.1 04 |471.3 0.65
OLT 1,072.4 445.1 04 |6269 0.58
VALCEA 1,582.4 900.8 0.6 |679.9 0.43
Regiunea Vest 8081.73 3454.51 0.43 |4613.40 0.57
ARAD 1,686.9 741.8 04 |9388 0.56
CARAS-SEVERIN 673.4 234.8 0.3 |436.6 0.65
HUNEDOARA 1,409.2 447.3 0.3 |960.7 0.68
TIMIS 4,312.2 2,030.6 0.5 |2,277.3 0.53
Regiunea NV 12644.48 6767.63 0.54 |5687.68 0.45
BIHOR 2,586.2 1,363.5 0.5 |1,220.8 0.47
BISTRITA-NASAUD 884.3 451.6 0.5 [4326 0.49
CLUJ 5,127.5 2,509.6 0.5 |2,436.0 0.48
MARAMURES 1,747.5 1,014.4 0.6 |7286 0.42
SATU MARE 1,456.5 935.4 0.6 |520.6 0.36
SALAJ 842.5 4933 0.6 |349.0 0.41
Regiunea Centru 10500.46 5404.40 0.51 |5077.36 0.48
ALBA 1,331.8 678.3 0.5 |651.3 0.49
BRASOV 3,954.3 2,270.1 0.6 |1,680.7 0.43
COVASNA 547.1 225.6 04 |3212 0.59
HARGHITA 674.9 337.6 0.5 |337.1 0.50
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MURES 1,787.5 830.3 0.5 955.6 0.53
SIBIU 2,204.8 1,062.4 0.5 1,131.4 0.51
Regiunea Bucuresti-Ilfov | 35,848.8 18,180.6 0.5 15,044.6 0.42
TOTAL 108823.35 54963.19 50877.69

Source: NBR, Statistic Database and Author’s calculations

In the households sector, the lending
conditions are characterized at the level of
2019 as compared to 2015 such as: a) the lend-
ing standards experienced a tightening from
2015 to 2019, both in the case of consum-
er loans and in the case of real estate loans
granted to the population; b) the terms of
the credit recorded the moderate tightening

of the spread of the average interest rate on
loans to IRCC/ROBOR in the case of con-
sumer loans and in the case of loans for the
purchase of housing and land granted to the
population; c) the population’s demand for
loans registered an increasing evolution to-
wards 2019, for both segments of the popula-
tion’s credit (NBR, 2019a).

Table no. 4 The territorial structure of bank loans granted to companies and households in 2019

Oct-15
NUTS II Regions National cur- | Nonfinancial | % of [ Households | % of total
rency loans | companies total
Regiunea NE 7010.73 3621.91 0.52 |3387.24 0.48
BACAU 970.57 457.24 0.47 |513.25 0.53
BOTOSANI 444.60 174.70 0.39 |269.89 0.61
TIASI 3970.31 2433.66 0.61 |1535.77 0.39
NEAMT 623.32 278.62 0.45 |344.13 0.55
SUCEAVA 699.71 219.57 0.31 |480.11 0.69
VASLUI 302.22 58.12 0.19 |244.09 0.81
Regiunea SE 6436.74 3096.76 0.48 | 3311.05 0.51
BRAILA 503.6 225.5 04 |278.1 0.55
BUZAU 759.4 4433 0.6 [305.7 0.40
CONSTANTA 3,192.2 1,542.3 0.5 |1,646.2 0.52
GALATI 1,075.3 440.8 04 ]6239 0.58
TULCEA 427.0 220.0 0.5 [202.7 0.47
VRANCEA 479.3 2249 0.5 |[2544 0.53
Regiunea Sud Muntenia | 4587.02 2306.02 0.50 |2278.43 0.50
ARGES 1,419.9 637.7 04 |781.8 0.55
CALARASI 135.7 2.0 00 |1335 0.98
DAMBOVITA 814.3 581.5 0.7 ]231.0 0.28
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GIURGIU 183.0 49.8 0.3 133.2 0.73
IALOMITA 170.5 22.5 0.1 147.9 0.87
PRAHOVA 1,702.0 996.2 0.6 705.7 0.41
TELEORMAN 161.6 16.4 0.1 145.2 0.90
Regiunea SV Oltenia 3357.39 1497.91 0.45 |1845.93 0.55
DOL]J 1,401.9 533.0 0.4 868.2 0.62
GOR]J 289.2 120.1 04 169.1 0.58
MEHEDINTI 371.2 120.3 0.3 250.9 0.68
OLT 815.6 579.1 0.7 230.6 0.28
VALCEA 479.5 145.4 0.3 327.2 0.68
Regiunea Vest 6028.25 3354.47 0.56 |2669.14 0.44
ARAD 1,225.4 731.6 0.6 493.4 0.40
CARAS-SEVERIN 193.9 40.9 0.2 152.9 0.79
HUNEDOARA 413.6 119.9 0.3 291.3 0.70
TIMIS 4,195.3 2,462.0 0.6 1,731.6 0.41
Regiunea NV 9610.45 4899.70 0.51 |4167.63 0.43
BIHOR 1,957.9 1,074.9 0.5 876.7 0.45
BISTRITA-NASAUD 701.3 4249 0.6 274.9 0.39
CLUJ 4,810.3 2,300.4 0.5 1,986.6 041
MARAMURES 902.5 446.5 0.5 451.0 0.50
SATU MARE 965.7 610.2 0.6 348.4 0.36
SALAJ 272.9 429 0.2 230.0 0.84
Regiunea Centru 8831.18 5509.30 0.62 |3313.96 0.38
ALBA 1,509.3 1,118.6 0.7 388.1 0.26
BRASOV 3,607.6 2,361.2 0.7 1,245.7 0.35
COVASNA 185.7 81.5 0.4 104.1 0.56
HARGHITA 285.1 178.6 0.6 106.5 0.37
MURES 1,514.9 916.3 0.6 594.2 0.39
SIBIU 1,728.6 853.1 0.5 875.5 0.51
Regiunea Bucuresti-Ilfov | 45,055.6 26,776.7 0.6 13,993.7 0.31
TOTAL 90917.42 51062.77 34967.07

Source: NBR, Statistic Database and Author’s calculations

As a corollary of the analysis made in
the two tables, the differences between 2015
and 2019 are highlighted below, by calculat-
ing the deviations in total, for non-financial
companies and for households. One can say,

[V

there is a decrease in bank lending in 2019
compared to 2015, both in total and in terms
of non-financial companies and households
(NBR, 2019b).
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Table no. 5 Deviation 2019/2015 in total, for nonfinancial companies and for households

by territorial structure of bank loans

NUTS II Regions Total Deviation Companies Deviation Households Deviation
2019/2015 2019/2015 2019/2015
Regiunea NE -0.35 -0.34 -0.36
Regiunea SE -0.44 -0.48 -0.40
Regiunea Sud Muntenia -0.56 -0.53 -0.59
Regiunea SV Oltenia -0.62 -0.69 -0.55
Regiunea Vest -0.25 -0.03 -0.42
Regiunea NV -0.24 -0.28 -0.27
Regiunea Centru -0.16 0.02 -0.35
Regiunea Bucuresti-Ilfov 0.26 047 -0.07

Source: Author’s calculations

4. Results and discussion

At the total level, the regions SV Oltenia
and Sud Muntenia are experiencing de-
creases of more than 50%, the same trend be-
ing maintained in the case of split loans by
type of debtor. The evolution of lending in
the other regions can be highlighted in the
same measure, thus noting Regiunea Centru,
Regiunea NV and Regiunea Vest regions
with significantly lower negative deviations
from the regions highlighted above, to be
highlighted the Centru region with a positive
deviation this time regarding loans granted
to non-financial companies. The only region
that shows positive credit growth is the re-
gion Regiunea Bucuresti-Ilfov.

The impact of the changes regarding
the macroeconomic conditions and the credit
conditions regulated at the level of the NBR,
but also of each bank, will have and will have
major consequences on the regional econom-
ic development of Romania through the fol-
lowing evidences:

- diminishing the potential of the com-
panies regarding the assurance of the sup-
port through borrowed funds from the banks

of accessing the non-reimbursable European
funds necessary for the development of the
existing non-financial companies and the
start-ups that must be set up at regional level;

- diminishing the potential for raising
the standard of living by improving living
and working conditions at the level of indi-
vidual households;

- diminishing the potential of creating
optimal conditions for ensuring the improve-
ment of the infrastructure of all types at the
local and regional level;

- indirectly and negatively affecting
the conditions regarding education, health
and culture at the level of small and medium-
sized localities.

5. Conclusions

The present paper tries to make a syn-
thesis of the information collected by the au-
thor from different bodies and institutions
specialized in the economic field, to reflect
on the influence exerted by the current level
of bank lending in the territory on the level of
regional development of Romania.
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The analysis of regional bank lending
by the author was based on the collection
of data from the National Bank of Romania
on territorial lending in Romania, on calcu-
lating and highlighting the level differences
between 2015 and 2019 in total, for non-fi-
nancial companies and for households. , as
well as interpreting the results at the level of
NUTS 1II development regions with identi-
fying the size of the impact of bank lending
on the regional development, as well as the
inverse influences in the current economic
situation.

The paper defines its originality by
synthesizing and aggregating data on the
credit of non-financial companies and house-
holds at local level, on counties and NUTS II

regions, by interpreting the results obtained
with an impact on the development at re-
gional level and with highlighting possible
measures to be taken at macro and microeco-
nomic level.

The present research is limited by con-
sidering only a qualitative research meth-
ods, in the current context, it is necessary if
a quantitative research of economic care type
is necessary to highlight the influence of the
evolution of the lending at territorial level in
Romania, in the case of entrepreneurship de-
velopment at the level local, accessory and
absorption of European funds non-reimburs-
able at local level, as well as increases of the
local level of the local community.
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Abstract: The purpose of this paper is to present the results that can be obtained by implementing
the Lean Six Sigma methodology in the health system of our country. The results are also supported by the
case study regarding the implementation of Lean Six Sigma techniques in a public hospital with good per-
formances, nationally recognized: The Municipal Emergency Hospital Moinesti. These strategies, which
include Lean and Six Sigma methods, aim to implement process improvements through a set of principles
and practices that promote greater efficiency and effectiveness, with fewer errors. The main motivation for
the thematic research is due to the fact that the Romanian health system has notable deficiencies which, de-
spite the many positive changes in our country in general, in the health system, in particular, the progress
is expected. From previous studies in clinics in the US and Europe we have found that there is a methodol-
ogy that puts patients and their needs first, by reducing and avoiding waste, as well as streamlining and
organizing medical services, so that they can meet patients’ expectations. The present paper is based on both
a secondary research and the actual carrying out of a case study, extended at the experiment level. The re-
sults of this paper show that the medical organization has a greater capacity to respond to challenges within
the system, the use of resources has been maximized. There has been an increase in the satisfaction of the
patients but also of the doctors, with the elimination or reduction of some costs. The application of the Lean
Six Sigma concept in healthcare is a new topic and few researches have been carried out in this field, this
work can be useful to the entities that carry out their activity in this area of utmost importance, who want
to increase their level and quality. the services offered.
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Introduction

In recent years in Europe, various man-
agement strategies have been developed to
improve the performance of hospitals, in par-
ticular by improving the processes through
which they operate (Toma, S.-G., Marinescu,
P., Constantin, I, 2018). These strategies,
which include Lean and Six Sigma, aim to
implement process improvements through a
set of principles and practices that promote
greater efficiency and effectiveness, with
fewer bad practices or errors (Marinescu, P.,
Toma, S.-G., 2008). Due to their initial ap-
plication in manufacturing industries, these
process improvement strategies could also
be adapted for other areas such as: construc-
tion, software development, financial servic-
es, healthcare, laboratory sciences, etc (Toma,
S.-G., Marinescu, P., 2013). Healthcare in
public hospitals is an industry, like many in
the health field, which must operate at peak
performance at all times. When you use Six
Sigma Training in other industries, increased
profit or business success is usually the goal
(Toma, S-G., Marinescu, P., 2018). However,
in the healthcare industry, especially in hos-
pital care, the Six Sigma process has gotten
harder. Regardless of whether you are direct-
ly dealing with patient problems, or the effi-
ciency processes, everything revolves around
better performance in relation to patient care.

Improving the level of patient satisfac-
tion is very important for the long-term suc-
cess of a medical organization (Toma, S.-G.,
Marinescu, P., 2012). To improve patient sat-
isfaction, healthcare providers must focus on
strategies to improve equality. That is, health
professionals must demonstrate quality in
line with organizational culture. The follow-
ing attributes have been identified for a qual-
ity health system: (1) safe, (2) efficient, (3)

patient-centred, (4) timely, (5) effective. In a
study presented in Brussels in January 2015,
Romania is ranked 35th in the European
Index of healthcare systems with a total num-
ber of only 453 points (out of 1000 possible
points). This result was mainly generated by
the old medical equipment, limited access to
medical services for some citizens, but also
by the low quality of the management of
the players in the health system. Thus, with
Romania’s accession to the European Union,
the Romanian healthcare system has been
more closely monitored by the other member
countries. Clinics and hospitals are becoming
increasingly criticized for the many deficien-
cies identified. Unfortunately, the health sys-
tem in Romania is not yet able to cover the
shortfall in terms of accessibility to medical
services, the constant migration of medical
staff, old equipment, lack of medical staff,
etc. The Romanian health system treats mil-
lions of people every year, at the same time,
saving lives in most cases. However, finan-
cial, social and economic disputes appear
constantly, putting the healthcare system in
a bad light.

Over the years, various innovations
have tried to save the medical system from
collapse. Before 1989, the medical system
was guided by bureaucracy, so that after the
revolution, they changed their way, apply-
ing different rules, more or less agreed by the
consumers. Even if there are deficiencies in
the services market in Romania, the health
care system must be “refreshed” so that it can
be aligned with the European health systems.
An important step in achieving the mod-
ernization of the Romanian medical system
would be by improving the quality of medi-
cal care.

To achieve this goal, we propose actions
such as:
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- reducing bureaucracy;

- decrease of medical fraud (especially
financial fraud);

- equal access to medical services;

- avoiding / diminishing the migration
process of medical personnel;

- providing modern medical equipment
to clinics and hospitals;

- improving the quality of medical
processes;

- disposal of any type of waste (time,
movement, financial resources, etc.).

Once these first requirements are met,
the Romanian healthcare system could
achieve the alignment (in qualitative terms)
with the European health systems. But in
order to address these criteria, the involve-
ment of the government and the medical
staff is mandatory (Toma, S.-G., Marinescu,
P., 2015).

What is Lean?

Lean (also known as Lean Production,
Lean Enterprise and Lean Thinking) involves
a set of principles, practices and methods
for process design, improvement and man-
agement. Lean development is attributed to
Taiichi Ohno’s articulation of Toyota’s pro-
duction system. Ohno aims to improve effi-
ciency by eliminating certain types of waste
(called muda, in Japanese) that absorb time
and resources, but add no value (Ohno,
1988). Lean & Six Sigma are tools that are in-
creasingly being used by hospitals around
the world to increase patient satisfaction,
along with reducing costs and improving
hospital performance. Given the challenges
of health care, rising costs, increasing work-
load, complex regulatory environment and
labour shortage in key areas, it is obvious

that there are errors and wasted activities in
almost all processes (Toma, S.-G., Marinescu,
P., Gradinaru, C., 2018) (Womack J, Jones D.,
1996). The Lean Six Sigma methodologies
help us to cope with the double pressures of
cost reduction, as well as maintaining high
levels of quality assistance, offering practical
tools for process improvement (Marinescu,
P., Toma, S.-G., 2008). A Lean process reflects
the goal of continuous waste reduction and
improving the workflow to effectively pro-
duce a product or service that is considered
to be of great value to those who use it. Lean
implementation involves systematic evalua-
tion and analysis of the process. The prelimi-
nary stages of the Lean evaluation include
“mapping the value stream” in which key
persons, resources, activities and information
flows needed to provide a product or service
are made explicit and graphically rendered.
The value flow map is a key tool for identi-
fying opportunities for waste reduction and
for closer integration of process steps, thus
improving process efficiency (Toma, S.-G.,
Marinescu, P., Gradinaru, C., 2018).

What is Six Sigma?

Six Sigma, like Lean, is a business man-
agement strategy used to improve the qual-
ity and efficiency of operational processes
(Jimmerson C, Weber D, Sobek DK, 2005).
While Lean focuses on identifying ways to
streamline processes and reduce errors, Six
Sigma primarily aims to make the process
more uniform and accurate by applying sta-
tistical methods, Six Sigma was initially de-
veloped by Motorola’s Bill Smith in 1986
as a way to eliminate manufacturing de-
fects, where it is understood that a defect is
a product or process that does not meet the
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expectations and requirements of customers.
The name Six Sigma refers to a quality level
defined as the near perfect defect rate of 3-4
defects per million products or cases (Jones
D, Mitchell A., 2006). A variety of systemat-
ic methodologies for identifying, evaluating
and improving processes have been devel-
oped as part of the Six Sigma approach. The
Six Sigma improvement model comprises:
definition, measurement, analysis, improve-
ment and control (DMAIC). This involves
observing the following steps for understand-
ing and improving a process: 1) defining the
project objectives and the client’s require-
ments (internal and external); 2) measuring
the process to determine the current perfor-
mance; 3) analysis and determination of the
main cause (s) of the relevant defects; 4) pro-
cess improvement by eliminating root causes
of defects and 5) controlling the future per-
formance of the process. Another Six Sigma
methodology, called Design for Six Sigma
(DESS), is used to systematically design new
products and services that meet customer ex-
pectations and meet Six Sigma quality con-
ditions. This concept involves training and
certification of specialists in designated pro-
cesses and flows (called black belts, green
belts or other similar titles) within organiza-
tions. Various combinations of Lean and Six
Sigma techniques have been developed over
the years, which are frequently described
as a single Lean Six Sigma approach. These
variants are just two of the many approach-
es that are used for systematic analysis and
improvement of process flow and efficiency
in the industry. Other similar approaches
include Business Process Modelling (BPM),
Business Process Reengineering (BPR) and
Workflow Mapping (WM). Another variety
of techniques can be found in TQM and CQI

oriented, such as Kaizen, Shewhart Cycles
(PDCA) and different management account-
ing systems.

Applying Lean and Six Sigma in
healthcare

De Koning et al. describe several appli-
cations of an integrated Lean Six Sigma ap-
proach, established in a Dutch hospital that
has reduced the complexity of employing
part-time clinical staff, optimizing the operat-
ing room programming by designing a new
pre-surgical hospitalization process and the
development of a new system of work plan-
ning for the rapid completion of equipment
maintenance requests (De Koning H, Verver
JPS, den Heuvel ], et al., 2006). Other suc-
cessful applications of Lean and Six Sigma
have been reported in many other areas of
healthcare.

Lean - Seven Waste - how it applies to
hospitals.

Waste is anything that does not add
value to a product or service in the office,
department, laboratory, etc. In the context
of healthcare, value is defined as the provi-
sion of services / satisfaction for clients / pa-
tients, any activity that does not contribute to
it is classified as waste. The principle of the 7
wastes can help to improve healthcare, allow-
ing the staff to examine their own jobs and
eliminate wasteful activity. This enhances the
patient experience, giving staff working with
patients more time to raise the quality of ser-
vices. Since waste is a symptom rather than
the root cause of the problem, it indicates
problems within the system or organization.
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The 7 wastes are defined and can
be translated into a healthcare context as
follows:

1. Overproduction - performing a
“just-in-house” activity and / or in a lot. This
also contributes to the constraint of the pa-
tient’s steps by feeding the wrong work or
the wrong size of the lot. Examples include
requesting tests and referrals to outpatients
“just in case”.

2. Inventory - refers to materials, but
can be translated as patient. Inventory re-
tention works against quality and efficiency,
which makes it difficult to identify problems.
Examples include the use of beds for inpa-
tients for patients who are awaiting tests, but
may be safely discharged or ordering excess
materials because the supply is not reliable.

3. Waiting - refers to waiting for a pa-
tient or material, instead of moving at the
pace of customer demand. The wait may be
the result of a variation of the process (the
dice game will illustrate this). Examples are
waiting in queues for operation, waiting for
tests or preparing all the equipment in the
operating list.

4. Transportation - any movement of
a patient or material is wasteful. Although
transport cannot be completely eliminated,
its reduction should be attempted, especial-
ly in terms of time. When the steps of the
process are located side by side, they are
easier to visualize, to identify and to solve.
Examples include moving the patient to an
inpatient bed to be reviewed at the post-op-
erative round and then to another outpatient
unit, moving the patient for tests or to see the
physiotherapist.

5. Defects - a defect that is passed
through the process can escalate the impact
of the initial defect. The goal is to have zero
defects.

6. Personnel movement - unnecessary
movement in the workplace refers to the ap-
pearance and organization. How far is it trav-
eling to get to a computer, to enter download
information? Is there a better way to mini-
mize wasted time?

7. Useless processing - using complex
equipment to perform simple tasks. Often,
the equipment is large and inflexible, a robot
in the pharmacy. Although it may take sever-
al hours for a patient to receive the prescrip-
tion, the task of disposing of it takes several
seconds.

Lean Six Sigma methodologies can be
applied to any process in the hospital (Sewail
L, DeToung C., 2003). Some of the most com-
mon areas are:

* Reduction of patient rotating time in
OPD / Radiology / Laboratories.

¢ Increased adherence to the OT
program

¢ Reduction of delays in the admission /
discharge process

¢ Efficient management of materials

* Reduction of falls in geriatric and or-
thopaedic patients

* Simplification of the emergency flow
process

* Reduction of billing errors

¢ Improving the performance of cases
from day hospitalization;

e Improving the accuracy of clinical
coding;

¢ Reduction of errors caused by high
risk medication;

* Reduction of errors in ordering and
administering drugs;

* Improving the active management of
personnel costs;

¢ Increased productivity of medical

I 0. 30 ~ 2019



Management and the economic crysis n

staff;

* Increased accuracy of laboratory
results;

* Improving the availability of the bed
in various departments of hospitals;

* Reducing the number of postopera-
tive wound infections and wound related
problems;

* Improving the scheduling of MRI
exams;

* Improved return time for pharmacy
orders;

¢ Improve the recruitment of the nurse
or the technician;

¢ Increased surgical capacity;

¢ Improving the accuracy of patient
registration;

* Improve employee retention.

Case study: Implementation of the
Lean Six Sigma methodology as a pi-
lot project in the Moinesti Emergency
Municipal Hospital

Starting from a real example, namely the
pilot project within the Moinesti Emergency
Municipal Hospital, we analysed how to im-
plement the Lean Six Sigma methodology
in the hospitals in Romania. Lean Thinking
integration means speed, a better approach
to processes by eliminating waste, statistical
thinking (Marinescu, P., Toma, S.-G., 2008).
This involves data collection and processing
for understanding, process and variation in
processes, application, definition of objec-
tives. The first and most important challenge
is the initial investment in the training sys-
tem of the Lean Six Sigma system, the ab-
sence or difficulty of obtaining baseline data
on process performance, real-time analysis
at the same time as the healthcare process

(Chassin, 1998). For the healthcare industry,
identifying processes that can be measured
in terms of defects or errors per million op-
portunities is often a struggle (Lanham B,
Maxson-Cooper P., 2003) . Another barrier
to implementing the Lean Six Sigma meth-
odology in the healthcare industry is the
psychology of the workforce (Marinescu,
P., Toma, S.-G., Constantin, 1., 2016). Last
but not least, it is important to present rec-
ommendations by harmonizing the medical
language, the business language and the sta-
tistical language (Toma, S.-G., Marinescu, P.,
Grédinaru, C., 2016).

In this paper, the following five experi-
ments were analysed which can contribute to
the improvement of processes and the elimi-
nation of waste from the hospital as a result
of the implementation of the Lean Six Sigma
concept:

(1) Reduction of unnecessary laboratory
tests

(2) Improving the quality of the image
by magnetic resonance imaging (MR)

(3) Decreased waiting time before
surgery

(4) Reduction of catheter infections

(5) Decreased over-stay in hospitals.

Experiment 1: Decreasing unnecessary
laboratory tests.

Many blood and urine tests required
in the paediatric and obstetrics-gynaecology
departments need to be repeated because
of procedural errors. The result is the de-
lay in getting the final results to the doctor
and unnecessary costs to recover the tests.
Although human error is an important cause
in most cases, there may be other impor-
tant factors that need to be identified. These
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include complexity, exhaustion, distraction,
and inadequate supervision by senior staff.
A quality improvement team was formed to
analyse the process. The first part of the anal-
ysis included an examination of the current
process, starting with the coordination of a
laboratory test by a doctor until the results
were reported to the doctor. Once the process
was displayed, the team developed a graphi-
cal chart to conclude on the possible reasons
for the errors. This was followed by data col-
lection to measure the frequency of the type
of actual errors. The team focused on poten-
tial errors related to personnel actions, equip-
ment problems, and systematic impediments
to the process to minimize errors. Therefore,
two categories of problems were examined
by the team: those related to sample collec-
tion, transport and storage of samples. For
the development of standards and methods
for improving blood collection, practical
simulations of sample collection, transport
and storage of samples were carried out, fol-
lowed by an examination and discussion of
the team with the assistants and technicians
responsible for these activities. Following the
analysis of the entire process, the principles
of efficient management that will lead to cost
savings were drawn and accepted.

Experiment 2: Improving the quality
of the MRI image.

Many imaging technologies are intro-
duced to the healthcare market every year.
These changes ensure enhanced image qual-
ity and provide specialist diagnostic doctors
to treat patients more precisely. However,
this is generally achieved only with consider-
able additional expenses. Cost management
and medical management design is required.

Lean Six Sigma tools can be used to optimize
radiology design protocols in diagnostic im-
aging. Of course, there is always the risk of
variation, beca