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Decisional processes also depend on the nature of the problem needing to 
be solved. Thus, certain decisions concern goals and objectives, others 
concern the ways and means to be used, while other decisions regard 
specific actions and operations. Even if they only cover part of the 
decisional process, marketing activities are indirectly related to all its 
essential components. 

 
Key words: managerial decision, marketing decision, decisional 

factors 
 
The achievement of the objectives of an agro-food company on the 

market requires a complex, continuously variable activity, with major 
emphasis on its decisional component. No other element defining enterprise 
management has such a definite importance and large impact on input and 
output in/from an enterprise. 

Given that the marketing decision is a complex process, an action 
taken for the achievement of one or several objectives, it means that a 
decisional situation is only possible on the following conditions: 

• there is one or more objectives expressing in operational terms the 
anticipated performance of the agro-food company on the market; 

• there are at least two alternatives for achieving the agro-food 
marketing given objective/objectives;  

• needs, motivation, payment capacity and fantasy of buyers are 
acknowledged to be amplifying factors of risk in agro-food marketing; 

• there are at least two parties: the decider (deciding on the means of 
achieving the objective) and the executer (in charge of the materialization of 
the marketing decision). 
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When conceiving the decisional process, a considerable importance 
for understanding its content lays in structuring marketing decisions 
according to a series of criteria, such as: 
a) The nature of the pursued objectives. According to this criterion, there 
are: 
- strategic decisions, regarding both the whole range of activities of the 
company, as well as its main components, pointing the way to achieve the 
established objectives, the course of action decided by the company. 
Because they employ the resources of the company on a long-term basis, 
strategic decisions are often taken, jointly, by members of the superior 
management and are included in long or medium term strategies, plans or 
programs; 
- tactical-operational decisions concern either the whole range of activities 
of the company, or some of them having considerable implications on the 
others. They are generally taken on shorter term, to the point of taking daily 
decisions. Their competency ranges amongst medium and inferior structures 
of marketing management;  
b) According to their elaboration and adopting methodology, there are: 
- repetitive decisions are those taken with higher or reduced frequency that 
generally bear a well defined routine; 
- non-repetitive decisions have a novelty, unique nature, being taken 
specifically according to each particular case; 
c) According to the amplitude of the decider’s decisional spectrum, there 
are: 

- integral decisions, adopted on the decider’s initiative, without the approval 
of the immediate hierarchical superiors; 

- approved decisions, the implementation of which requires the approval of 
the hierarchical superiors; 

d) According to the expansion spectrum of the decider, there are: 

- individual decisions, taken by a single member of the management staff, 
based on his personal experience and decisional capacity; 

- collective decisions, which are mainly strategic and tactical decisions taken 
by members of the management; 

e) According to the components of the marketing mix, there may be 
decisions regarding product policy, price policy, placement and promotion 
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policy of agro-food products on the target market (also called specialized 
decisions). 

 There are certain hierarchical relations between the various types of 
decisions, according to their importance, urgency and timing, and the fact 
that they depend on one another grants them a systemic nature, which must 
integrate in the general strategy of the company. 

At the same time, decisions are also conditioned by the relation 
between a pursued objective (for instance, discovering unsatisfied demands 
of the market) and the current or potential personnel resources, production 
capacity, technological and financial resources, labor productivity, costs, 
organization etc. This relation is different each time, as the design of an 
agro-food product, its quality and price or the price policy may be taken into 
account. 

Decisional processes also depend on the nature of the problem 
needing to be solved. Thus, certain decisions concern goals and objectives, 
others concern the ways and means to be used, while other decisions regard 
specific actions and operations. And so, for instance: 
- setting up a joint stock company in the agro-food field is a goal-oriented, 
strategic decision; 
- choosing distributional and promotional channels, through which the 
agro-food products will enter the market, is a decision concerning ways and 
means, namely a tactical decision, while 
- employing local representatives to sell the different agro-food products on 
the market is a decision concerning a specific action, namely an operational 
decision. 
 In the same spirit, marketing decisions, as one of the main concerns 
of a company, are highly interconnected with its patrimony and 
infrastructure, human resources, production or services, financial means, 
systematically aiming at understanding the structure of these elements and 
their efficient use in order to balance the resources at the company’s 
disposal, with the demands of the identified agro-food markets. 

In this context, enterprise management pursues the identification of 
opportunities offered on the market, while determining the resources 
generated by its own synergy. This means that achieving certain objectives 
requires the simultaneous existence of potential markets and the company’s 
ability to satisfy the various needs identified on those markets. That’s why 
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marketing decisions have the specific purpose to set the context and the 
structure of the actions by means of which the company’s resources will be 
provided in order to meet market needs. 

However, the limited nature of the company’s resources will only 
enable the actual exploitation of certain segments of the potential markets, 
namely by expanding the company’s activity and obtaining the anticipated 
profits. That’s why the decisional process supposes the selection of certain 
segments of the potential market, also considering the fact that the dynamic 
nature of the market requires that marketing decisions also foresee the 
potential reactions of the company by developing strategies capable of 
meeting the consumer’s needs. 

Despite being a major part of management, not every managerial 
decision of the company is implicitly a marketing decision (for instance, 
some decisions related to the financial-accounting/ personnel functions, 
some technical decisions), just as a marketing decision does not exclusively 
suppose the activity of the company’s marketing department. 

Even if they only cover part of the decisional process, marketing 
activities are indirectly related to all its essential components. 
Ultimately, even some of the most distant decisions of the company to the 
immediate contact with the market must subscribe to marketing 
commandments. An apparently exclusively technical decision – such as 
updating technologies, replacing old machinery etc. – can not be taken 
without taking into account the company’s strategic line, the objective of 
efficiently adjusting it to the demands of the market.  

All of these make proof of the permanent, and not campaign 
character of enterprise marketing, of the necessity to filter all of its actions 
through the requirements of competitiveness.  

At the same time, marketing decisions must be “certified”, being 
adopted by the members of personnel specifically in charge; they must be 
integrated and harmonized within the decisional process of the company; 
they must comply with the optimal creation and implementation period in 
order to achieve a maximal economic effect. 

Finally, far from being a formal requirement, the appropriate 
expression of marketing decisions is an essential condition for its efficient 
implementation. Marketing decisions must be expressed clearly and 
concisely and must also include the objective and the main operational 
parameters. 
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The decisional act, as a complex process, always includes certain 
specific elements, supposing a mechanism of several joint systems: 
• an analysis system, which tracks down alternatives, possible actions; 
• a forecasting system, respectively of anticipation of the consequences of 
decisions; 
• an evaluation system, which may include various indicators; 
• a reference system, respectively of selection criteria. 

Moreover, the process of decision-making supposes going through 
several stages, in a certain succession. That’s why the decisional marketing 
process involves, on the one hand, highly qualified personnel, possessing the 
required expertise, skillfulness and a comprehensive view on the company 
and, on the other hand, a systematic documentation, provided by the 
specialized information system and an exhaustive scientific research. 

Adopting agro-food marketing decisions takes place in different 
circumstances: implementing and selecting decisions depends both on the 
company’s internal conditions and especially on the external ones, the latter 
being less controllable or not al all, precisely or approximately known (and 
sometimes completely unknown). These decision-making circumstances – 
that literature also refers to as universes - are part of four groups, namely:   

a) definite, when each action alternative has a single consequence, 
perfectly known by the decider, so that making a decision isn’t difficult, 
sufficing to choose the course of action leading to the pursued result; 

b) random, when the effects of the adopted decision depend on a 
series of random events, following a certain law of probability. In these 
circumstances, uncertainties derive from the fact that each course of action 
involves a risk generated by insufficient information of the decider on the 
value of random variations and on the nature of their corresponding 
probability laws;  

c) undetermined, the decision involves, just as previously, different 
degrees of uncertainty and sometimes even taking a risk due to the lack of 
information determined by the novelty of the process and circumstances. 
Such circumstances come up when deciding on launching new products on 
the market, experimenting new types of sales etc. Decision-making involves 
previously testing the potential effect of the decision, or, if the decision is 
urgent, the subjective acknowledgement of different events; 
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d) antagonistic (competitive), mostly specific to external markets, 
where the decision of one company opposes the decision of competing 
companies, circumstances in which its effects are highly uncertain. 

To sum up, regardless the circumstances, information is considered 
to be one of the main sources that facilitate the decision-making process. 

The decision-making process is an ensemble of operations, which 
leads to adopting a decision to be acted on. These operations are grouped in 
several stages, forming the algorithm of the marketing decision. A 
technology of the decisional process has even been mentioned (some 
authors, like H.W. Boyd Jr. and W. F. Massy, have used the expression 
“anatomy of the marketing decision”).  

The technological „flow” comprises, according to M. C. 
Demetrescu, the following three important stages: 

preparing, adopting and implementing the decision. 
The number of stages corresponding to this process is however 

larger. Only insisting on the first stage, the one of preparing the decision, 
J.J. Lambin establishes five stages, namely: 

describing the environment, explaining, verifying, forecasting and  
optimizing. 
This representation can certainly be completed with stages referring 

to the actual decision-making, its implementation, the continuous 
supervision of the achieved results etc. 

Identifying the problem requiring solutions and accordingly stating 
the objectives to be achieved is a first step in taking marketing decisions. 
Acknowledging, of all company activities, the situation that requires a 
marketing decision must consider the issue of time and space, by appointing 
the constitutive elements and the persons in charge of taking action.  

This stage also requires determining the degree of novelty of the 
problem, in order to establish the extent to which the previous experience 
and procedures may be used and the parts in need of additional efforts to 
update information and working methods. 

An important part of this stage is accordingly stating the marketing 
objectives to be achieved. This operation needs to be correlated to the 
ensemble objectives of the company, referring to profit, turnover, market 
share etc. 
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In order to be an adequate foundation for the decision, the set 
objectives must be, as previously shown, real, mobilizing, comprehensible 
and stimulating.   

Setting an objective and acknowledging the possible ways of its 
achievement, based on compiled information, creates the premises of 
choosing the most suitable alternative. In this stage, it is essential to gather 
the core information and logically classify it according to the evaluation 
criteria, which mostly refer to profit, costs, product quality, productivity, 
exporting possibilities, and hence to select the ways of achieving the 
objective. 

The decisional process continues by implementing the decision. This 
stage must be carefully prepared, previously taking a series of synthesized 
measures, usually as an action plan or task register, which, when it comes 
to extremely complex decisions, can be logically and operationally 
structured, using methods like: PERT, critical path method, etc. 

The decisional process does not stop once the decision implemented. 
It continues by evaluating the achieved results. In this stage, the extent to 
which the set objectives have been fulfilled is determined, as well as the 
causes which have generated possible deviations, unpredictable factors that 
may have interfered.  

The development of previous stages is examined, illustrating 
corrections and future methodological improvements, making corresponding 
decisions aiming at integrating the justified deviations from the set 
objectives and decision. 

In practice, when making decisions, the operations corresponding to 
each stage are not strictly demarcated; their order is not an inflexible one. 
Following the rational succession of decisional operations must not become 
an objective that needs to be pursued at all costs. 

To sum up, the agro-food marketing decisional process outlines a 
few core elements that need to be taken into account, such as: 

a) Decisional (environment) factors are not only considered to be the 
ones inside the company, but also the exogenous  ones which might 
interfere in solving the given problem. Thus, a fundamental reference point 
when making a decision is the dynamism of the environment where the 
company operates, which determines its course of action. 

b) Making a decision supposes a selection process, and so the 
existence of several action alternatives; confronting these alternatives 
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according to certain criteria and priorities must enable the choice of the 
optimal alternative for the company’s competitiveness.  

c) Therefore, the major role of information in all decision-making 
stages is quite obvious, and even after a decision has been made in order to 
test out its implementation and study the achieved results. 

d) Going from one stage to another, within the decisional process, 
must be done continuously, so that the corresponding stages are precisely 
differentiated, and in some cases, reference points can play an important 
part in the further development of the process.  

e) The structure of the decisional process on different stages does 
not require an unconditional succession in time of each activity. The 
different stages may take place successively, as well as simultaneously, or 
repeatedly throughout the whole time from the identification of the problem 
to the final point of the decision. 

f) Finally, the chain of stages involved in the decisional process is in 
fact a system, compatible to the analysis of a wide range of processes of 
deliberate decisional problem solving. 

Identifying and acknowledging the problem to be solved triggers the 
whole analytic process necessary for reaching a solution. At the same time, 
this system also outlines interconnections between the different decisions, 
showing that the evaluation of decision implementation provides new 
stimulating situations to support new decisions. 
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