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In order to take the correct decisions, managers must thoroughly know 
the area in which they operate. The harvest of wild growing medicinal 
plants, in particular of Arnica montana, has developed in Romania a 
tradition in creating a sustainable use and a fair price. For analyzing the 
competition and settling the company’s strong and weak points according 
to the market’s demands and the competition’s performances, we first of 
all need to analyze the factors that insure a company’s competitive spirit: 
the competitive price advantage, the competitive advantage of 
advertising, the competitive advantage of promptitude, the competitive 
advantage of flexibility.  
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In order to take the correct decisions, managers must thoroughly 
know the area in which they operate.  

Quality diagnoses represent methodical investigations of all the 
company’s activities and processes, which have implications on the quality 
of the products, with the purpose of evaluating the companies results, in this 
area, by reporting to the results obtained in a certain period or to the 
competitors’ performances. 

The harvest of wild growing medicinal plants, in particular of Arnica 
montana, has developed in Romania a tradition in creating a sustainable use 
and a fair price. Romania is very rich due to its biological, ecological and 
agricultural variety. In the 70's and 80's this country was one of the main 
producers of medicinal and aroma plants on the world market. State-owned 
enterprises used to organize and control cultivation and wild collection. 
After the end of the communist system the market breaks down and 
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recovers gradually starting with 1996. Today 350 plant types are being used 
again as medicinal plants, 300 of these originate from wild collections.  

The market offers a great variety of medicinal plants. The modern 
lifestyle leads to a greater interest in consuming medicinal plants, in treating 
certain diseases and in applying certain diets. As a consequence the demand 
for medicinal plants is also growing.  

Two aspects need special attention: the quality of the one indicating 
certain medicinal plants in healing different diseases and on the other hand 
commercializing these plants. 

For a plant to have the necessary qualities, it is necessary that she 
will be harvested only in certain periods of the year, only under special 
temperatures and only between certain time periods. Likewise the storage 
and drying conditions of the plant are very important. Otherwise certain 
principles of the plant become null. This is why it is very important to 
contact specialised units, which take quality very seriously, when using 
medicinal plants in healing processes.  

In order to successfully achieve a quality diagnosis, this must be 
prepared in advance, creating in this manner the premises for a scientifical 
procedure. These premises are:  

1. Settling the objectives of the quality diagnoses;  
2. Forming the team that will carry out the quality diagnoses. 
3. Preparing for gathering the information and getting the team 

familiar with the methodology 
4. Getting the company’s staff involved with the purpose of 

realizing a complete and correct diagnosis.  
Generally a quality diagnoses involves undergoing several main steps:   

- A quality pre-diagnosis 
- An analysis of the current situation 
- An evaluation of the quality costs 
- The report of the quality diagnosis 

For collecting, registering and interpreting data and information concerning 
the quality of the company’s activities, we frequently use specific methods 
and techniques like:  

- The questionnaire 
- The interview 
- The study of the information documents 
- Observation 
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For analyzing the competition and settling the company’s strong and 
weak points according to the market’s demands and the competition’s 
performances, we first of all need to analyze the factors that insure a 
company’s competitive spirit: 
1. The competitive price advantage. This advantage can be obtained 
through production costs that are as low as possible, which follow a great 
volume of sales meaning efficient promotion and distribution.  
 The theoretical argument of the relationship between price and 
quality has two forms: one that represents a consequence of the economic 
science and concentrates on the objective side of quality; the other one, 
promoted by the marketing specialists, concentrates on the quality 
perception. Either one of them agrees on the fact, that there is a connection 
between quality and price.  
 Economists start with the assumption that a superior quality 
implicates a higher cost. An implicit assumption of this approach is that 
generally consumers are sufficiently enough informed in order to evaluate 
the quality of a product; if they are not then the markets are being 
characterized by asymmetrical information, meaning that producers do 
know the quality of the sold economical goods better then the buyers. In this 
case in order to convince the buyers to buy quality and more expensive 
products, one must invest in the name of the brand, in reputation. 

Marketing specialists had to face also the problem of incomplete 
information, but they approached the problem differently. Due to the fact 
that consumers do not possess complete information regarding a products 
quality, for these others indicators become relevant: comparative prices, 
recommendations coming from friends, package, the brands reputation, 
advertising. 

Regarding the perception of the relationship quality and price, first 
of all a segmentation of the consumers into two categories needs to be done: 
the ones that think about the sacrifices they need to do in order to obtain a 
certain product and the ones that see the price as a symbol of superior 
quality, of an added value. If managers believe that a consumers’ decision to 
buy is strictly correlated to the price, then they can apply higher prices, in 
order to induce quality; if consumers prefer a “satisfying” quality at a lower 
price, then it is advisable to practice lower prices then the ones of the 
competition. 
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2. The competitive advantage of advertising. The main and the most 
simple argument is that a company may have high quality products, but this 
fact is very little known.  

The theoretical argument for a positive association between quality 
and advertising is based on the distinction between “searched” and “known” 
goods. The characteristics of the searched goods are known before buying, 
while the ones of the known goods come out only after they were bought 
and used. Theoreticians pretend that for the known goods big advertising 
means high quality products. There is also the argument of the consumers 
risk aversion, in this case companies invest in advertising in order to 
signalise to consumers the fact that their products are more secure then the 
ones of the competition (which do not advertise). In this way they may also 
have higher selling prices.  
3. The competitive advantage of promptitude. This reflects a company’s 
capacity to honour its commands at the right place and time.   
4. The competitive advantage of flexibility. This shows the company’s 
ability to operatively adapt to the clients’ concrete and continuous demands; 
we can include here the range of products, the capacity of the project-
development processes and the flexibility of the possessed technologies.    
 After the SWOT-analysis, the main quality objectives are being set 
according to the conclusions withdrawn from the quality diagnoses, 
referring to the internal situation and from the analysis forecasting the 
evolution of the opening markets, the consumers’ preferences and the 
competition’s actions.   
 The main objectives in the quality field concern: 

- Eliminating the company’s weak points 
- Consolidating its strong points 
- Taking advantage of the accrued opportunities  
- Protection insurance from the existing threats 
- Delivering products which meat the contract’s specifications, 

market’s demands 
- Consolidating the company’s image regarding the quality 

offered. 
Starting from such fundamental objectives, we go on to their 

operationalisation through setting derivative objectives at the level of 
activities, processes, organisational subdivisions, the actions and ways in 
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which they can be fulfilled, the terms and the human, material and financial 
resources necessary for fulfilling them.  
 The management system with the greatest economical efficiency and 
multiple advantages for the companies that apply it is the management by 
objectives.  

The conservation of arnica and its habitats depends, to a large 
degree, on the management system of the land on which the species grows. 
Arnica requires low intensity mountain-meadow farming to flourish, a 
traditional system of farming once common in almost all mountainous areas 
in Europe inhabited by humans, but meanwhile frequently abandoned in 
favour of intensified meadow management systems in most parts of Europe. 
Arnica requires low nitrogen levels and regular cutting of the meadows after 
the flowering season. This management system is still practised, although 
first signs of intensification clearly show. Overgrazing has already reduced 
the arnica population in some parts of its former habitat. 
 
 Benchmarking has appeared in the business area, in modern times, 
as a form of competition analysis, industrial fields’ analysis and as a 
comparison of performances and functions. 
 It appeared as a new significance: 

- of the American industry, obliged to produce more competitive 
products, regarding the quality/price ratio, because it was 
outdone in the 70-80’s by the Japanese and European products; 

- of the new philosophy regarding quality: the client/consumer is 
the most important; if up till now a product was considered 
“damaged”, because it did not meet the original expectations, so 
we are talking about implications regarding its conception and 
production, today a product is “damaged” if it does not comply 
to the clients total satisfaction. First in line is the client. 

Benchmarking is a means for setting goals and objectives. It 
represents the method for determining how and through what means we can 
become the best according to our measuring system (not necessary from our 
area). 

The judgements behind benchmarking in a company are plenty: 
- the organisation is in the survival situation 
- the organisation is in difficulty and the management tries to 

reach a level of total quality 
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- the organisation is still running, but the tough competition and 
the key indicators of the company are deteriorating 

- the organisation needs an important technological breakthrough 
in order to stay competitive 

- the organisation needs to apply benchmarking in order to achieve 
its plans regarding total quality (according to the ISO 9000 
quality standards) 

- the organisation needs more innovative ideas then the proposals 
coming from its collaborators 

- the organisation is interested in the way different experiences 
develop 

- a unit’s organisation tries to impress (influence) the general 
direction; 

Key components for developing a model for sustainable production 
and trade, but also a successful project implementation are (a) training and 
capacity building, (b) development of local arnica management and 
marketing structures, (c) development and construction of arnica drying 
facilities, (d) research on arnica ecology (including resource inventorying / 
monitoring), trade-chain analysis, socioeconomic context (including 
research on community attitudes) and drying methods. All project 
components will be implemented in parallel as they are interdependent. 
Regular evaluation of successes, threats, challenges and lessons learnt will 
enhance targeted and effective project development and implementation.        

Benchmarking can be explained throughout the following actions: 
- the field in which the company equalises the best is discovered 
- it helps identifying the company’s strong and weak points for a 

future reinforcement 
- you take it from the leader experience of others further 
- it helps justifying and classifying the reinforcement costs   
- it allows the company to stay competitive and for the client to 

reach the level of total satisfaction. 
All these judgements must excite to benchmarking and the following 

should be possible: 
- reinforcing the main financial indicators 
- maintaining viability, competitivity and profitability 
- applying in praxis within the company the best up-to-date 

practices in the industry field 



LUCRĂRI ŞTIINŢIFICE, SERIA I, VOL. X (2) 

- defining the most likely, ambitious and accessible objectives 
- a better definition of the clients’ expectations 
- becoming and staying a leader 
- identifying strong and weak points 
- a quicker achievement of the stimulant objectives with the 

possibility of lower risks 
- the access of the benchmarking partners to the employees’ 

creativity 
- a high credibility of the reinforcement processes 
To these advantages others more subtle are being added:  
- creating a proper climate for the technological breakthrough 
- trying to outdo itself by becoming the best possible 
- enriching and growing the good ideas that cover the activity field 
- setting a contact network and professional exchanges 
- a lower holdback of the partners related to change 
- Partners being more proud and having a better spirit 
The benchmarking costs are justified only if they plan future 

reinforcement actions. 
Benchmarking can also be justified by going over to the ROI (Return 

on Investment) analysis. Justifying benchmarking through a ROI is pretty 
tough; first of all because there isn’t a large experience in this area, likewise 
it is hard to differentiate among the investments made for benchmarking and 
the other ones. 

However, the economy is changing fast in Romania and it can be 
anticipated that even faster changes will follow now that Romania has 
accessed to the European Union in 2007. Both intensification of agriculture 
and increasing environmental requirements may, ironically, endanger the 
traditional agricultural systems, which are a prerequisite for flourishing 
arnica populations. 
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