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Introduction

In the last two years there have been important changes in the road transport market,
marked by the crisis caused by the pandemic, starting with 2021, which has caused serious
disorders and dysfunctions in global mobility and logistics chains. Road transport companies
in general and freight companies in particular have played a major role in ensuring the flow of
material goods. Even if the response to the crisis has been adequate, many road haulage
companies are currently facing problems caused by the onset of an energy crisis and a state of

economic instability caused by the war in Ukraine. In the current unfavorable economic and



social context, road freight transport companies, high consumers of liquid fuel and with high
levels of pollution, face liquidity problems caused by the pandemic especially in 2020, which
creates great financial difficulties and can affect competitiveness and even survival in an
increasingly competitive market.

Transports management is becoming, in these conditions, increasingly important, given
the need to ensure the effectiveness and efficiency of logistics, with direct implications on the
performance of services provided to customers. Transport companies must ensure that their
customers, who ship goods, use the most appropriate means of transport to accepted standards
of transport service quality in order to increase performance.

With the rapid development and liberalization of freight transport, cooperation between
carriers and intermediaries has developed to ensure the diversification of services provided to
customers, to ensure market competitiveness. Freight road carriers must seize opportunities to
promote attractive packages of services to customers, according to their needs and expectations,
with effects in increasing their satisfaction.

In this context, the paper aims to analyze the performance of road transport companies
in order to identify the main factors that determine it and the main problems the companies are
faced with, in order to find ways to increase performance, based on a scientific basis, based on
management strategies, policies and practices.

1. Research methodology

Given that research into the performance of road freight transport companies is a
complex field, the empirical study focused on both aspects of the internal organizational
perspective and the external perspective based on customer perceptions. The internal
perspective approach allowed the analysis of the efforts of managers and other employees to
ensure organizational effectiveness, as a measure of performance, based on appropriate and
effective strategies, policies, practices and procedures, in order to provide a level of customer
service at high quality standards, according to customer expectations and needs. At the same
time, the approach of the external perspective, which highlights the results, allowed an analysis
focused on measuring quality, customer satisfaction and loyalty taking into account customer
perception, which is based on a cross-sectional survey administered to both customers and

employees who agreed to participate in the study and be part of the research sample.



Starting from the research topic, the purpose of the empirical study can be summarized
as follows:

e development of a performance analysis model for the identification and implementation
of good practices in Romanian road freight transport companies, in order to ensure long-
term success;

e ensuring the provision of road freight service, at high performance standards, in order
to improve customer satisfaction and loyalty, by better connecting to market
requirements, taking into account customer needs and competition, to align with new
business directions, including changes in the road haulage market;

e empowering managers of road freight transport companies, and other employees, who
are the subject of analysis, to develop appropriate and effective strategies, policies and
practices to improve performance as a major factor in competitiveness;

e measuring the performance of road freight transport services, using non-financial
indicators, in order to identify good practices to ensure its improvement;

¢ legitimization of the opinions of some recognized specialists in the field, which can be
important landmarks in the activity of the managers of the transport companies that are
the object of the research.

Taking into account the purpose of the research, the general objective of the research,
in the case of the study undertaken at several road freight transport companies, representative
of the studied area, in the North West Region is: to develop a model for measuring and
analyzing the performance of road freight transport companies, to identify and analyze the
determinants and good management practices that determine it, in order to improve
performance, based on a scientific basis.

Focusing on a model that reflects reality is a difficult task given the complexity of
organizations. Although we can practically not speak of a managerial model that includes all
aspects of the functioning of organizations, in the case of road freight transport companies, the
model developed for analysis aimed to guide the activity of managers, respectively to determine
appropriate and effective directions of action, for road transport companies under investigation.
For this purpose, a construct was used that includes relevant variables that reflect as accurately
as possible the good practices on ensuring: customer satisfaction; customer loyalty; the

effectiveness of the organization's leadership; the effectiveness of the general management



practices of the organization; organizational effectiveness; the level of customer service; the
effectiveness of performance management practices.

In order to achieve the general objective of the research, the main specific objectives
are the following:

e determination of variables that express the operationalization of interrelated processes
for the provision of road freight transport services, which provide the basis for the model
of analysis and interpretation of results;

e focusing on the analysis of the quality of road freight transport services, as an important
source of organizational performance, from the external perspective of the client,
respectively based on the client's perceptions of meeting his needs and expectations;

e measuring and analyzing the main dimensions of the quality of road freight services;

e determining the influence of the quality of road freight transport services on the
performance expressed using non-financial indicators;

e measuring and analyzing the performance of road transport companies, from an internal
perspective, based on the indicator "level of customer service™;

e analysis of performance management practices and determination of their influence on
the performance of transport companies;

o statistical analysis of the main variables that are the object of the empirical study;

e identifying good practices and formulating recommendations and solutions that can be
considered and implemented by road haulage companies;

e promoting a sustainable business model.

Knowing customers' perceptions and attitudes regarding the activity and management
of road haulage companies, respectively their performance, will greatly increase the opportunity
to make better business decisions. These companies will know the requirements or expectations
of their customers and will be able to determine if they meet these requirements.

The tools used in the research measure the perceptions and attitudes of customers to
assess the quality of services provided by transport companies, customer satisfaction and
loyalty, which in the empirical study, are represented by companies in the manufacturing
industry, which contract the public road freight transport service goods, for general goods. |
must mention here that the road transport of goods, on the manufacturer s own account, with

his own means of transport was not subject of the study.

At the same time, questionnaires for measuring the performance of road freight transport

companies help the firms to better understand their potential for providing services to customers



at the standards required by the customers, as well as the effectiveness of quality management
practices. The research units were the 73 road freight companies that accepted the collaboration
in this study, and the respondents were the managers within these companies. For the design of
the questionnaire, the researches of some recognized specialists in the field of performance
management were taken as benchmarks (Armstrong, 2005, 2009; Kaplan., Norton., 1996;
Robbins, 2005; Aguinis, 2014; Kinicki, 2016), and transport and logistics management
(Lambert., Stock, 1993, 2001; Cristopher, 1998, 2005; Ballou, 2004, 2014; Ilies.,Crisan.,
Salanta, 2010; Murphy., Knemeyer, 2018).

Transport companies are interested in gaining a more comprehensive understanding of
their customers' perceptions of the quality of road freight services provided to customers, which
is why they use customer satisfaction questionnaires to determine their perceptions and
attitudes. In this way, companies can better understand the requirements or expectations of their
customers and will be able to determine the extent to which they meet them and the problems
that may arise as a result of a faulty service or the occurrence of malfunctions in the transport

process.

3. Theoretical and practical aspects

The research topic, specific for the management of road freight transport companies,
addresses the following theoretical aspects:

e study of literature, on the theoretical aspects of the main concepts related to the
management of road transport companies, and performance, based on a bibliography
relevant to the field of research;

e addressing the theoretical aspects regarding the performance of the transport companies
with the particularities of the field of road transport of goods in order to increase their
performances, an essential condition of competitiveness;

The empirical study on ensuring the increase of the performance of road transport
services, by identifying the factors that determine the performance and the good practices to
improve the performance determined:

¢ the influence of factors and good practices on the quality of services provided by road
freight transport companies, as a source of performance, from the external perspective,

of the customer;



¢ the influence of factors and good practices that determine organizational effectiveness,
as an indicator that expresses performance, from the internal perspective of the transport
organization;

¢ the influence of factors and good practices on the level of customer service, as a measure
of the performance from the internal perspective of road freight transport companies;

e the influence of factors and good practices on the effectiveness of performance
management practices in road haulage companies.

The empirical study took into account the results of studies by recognized authors, on
the identification of factors that determine the quality and performance of services in general (
Parasuraman and coll. 1985, 1988, 1996; Neely and coll., 2005; Robbins, (2016). For transport
services, approached as a logistical activity we mention Lambert., Stock, 1993, 2001,
Cristopher, 1992, 1993, 2005; Rushton, 2014; Ilies., Crisan., Salanta, 2010)

4. Personal contributions

The entire approach of the research, the study of the literature and the research results,
highlight a series of personal contributions, among which the most important refer to: the
development of a model for measuring and analyzing the performance of road freight services,
from the external perspective, of the. customer, based on: analysis of the quality characteristics
provided; quality dimensions (reliability, responsiveness, competence, tangibility), customer
satisfaction; customer loyalty; development of a model for measuring and analyzing the
performance of road freight transport services, from the internal perspective of the organization,
based on: the level of customer service, organizational effectiveness and the effectiveness of
performance management practices.

The personal contributions are based on the research results, which express the existing
situation within the road transport companies in Romania, which were the object of the research,
respectively the strategies, policies and practices on the basis of which the performance
standards on which they operate are based.



10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24,
25.
26.

27.

5. Selective Bibliography

Ambro, M & Martina Praprotnik, M (2008). Organisational Effectiveness and Customer
Satisfaction. Organizacija, Volume 41(5)

Anderson, E. W. et all, (1997), Customer Satisfaction, Productivity, and Profitability: Differences
Between Goods and Services, vol. 16

Anderson, E., Fornell, C. and Agarwal, S. (2004) Customer satisfaction and shareholder value.
Marketing Journal, 68, pp. 172-185.

Anderson, E., Fornell, C. and Lehmann, D. (1994), Customer satisfaction, market share and
profitability: findings from Sweden. Marketing Journal, 58, pp. 53-66.

Anderson, EW. & Sullivan, M.W. (1993). The antecedents and consequences of customer
satisfaction firms. Marketing Science. vol. 12, nr. 2, p.241-268.

Andreassen, T.W, Lindestad, B., (1998), Customer loyalty and complex services: The impact of
corporate image on quality, customer satisfaction and loyalty for customers with varying degrees
of service expertise, vol. 9

Aguinis, H, (2014), Performance Management, Third edition, Pearson Education Limited
Edinburgh

Armstrong, M. & Baron, A.(2005), Managing Performance: Performance management in action.
London: CIPD

Armstrong, M., 2009. Armstrong’s handbook of management and leadership: a guide to managing
for results. 2nd ed. London and Philadelphia: Kogan Page Limited

Armstrong. M., Strephen. T, (2014), Armstrong’s Handbook Of Human Resource
Management Practice , 13th edition, Kogan Page Limited

Armstrong, G., Kotler, P., Harker, M., & Brennan, R. (2018). Marketing an Introduction, 4th ed.,
Pearson,

Ballou, R.H., (2004). Business Logistics-Supply Chain management planning, organizing, and
controlling the supply chain, 5th edition, Pearson Prentice Hall International Inc

Bank, J., The essence of Total Quality Management, Prentice Hall, London, 1992.

Basu, R.(2001), New criteria of performance measurement. Meas. Bus. Excel., 5/4, 7-12.
Beamon, B.M.(1999), Measuring supply chain performance. Int. J. Oper. Prod. Manag., 19,275—
292.

Bektas, T., (2017), Freight Transport and Distribution: Concepts and Optimisation
Models, CRC Press Taylor & Francis Group

Beardwell. J & Thompson. A, (2017), Human resource management, Eighth edition 2017 , United Kingdom,
Berry, T.H.(1991), Managing The Total Quality Transformation, MEfraw-Hill Inc., New York
Berry, L., Carbone, L. & Haeckel, S. (2002) Managing the total customer experience. Sloan
Management Review, 43, 3, pp. 85-89.

Berry, L., Wall, E. & Carbone, L. (2006) Service clues and customer assessment of the service
experience: lesson from marketing. Academy of Management Perspectives, 20, 2, p. 43
Bitici, U S, Carrie, A Sand McDevitt, L (1997) Integrate performance management systems: audit
and development goals, The TQM Magazine 9 (1), pp 46-53

Boughton, R.F. (2003), “Addressing the escalating cost of road transport”, Logistics and Transport
Focus, Vol.5, No. 3, pp. 36-43

Bove, L.L., Johnson, L. W., (2006), Customer loyalty to one service worker: Should it be
discouraged?, vol. 23

Brown, T. J., Churchill, G. A., & Peter, J. P. (1993). Improving the measurement of service
quality. Journal of Retailing, 69(1): 127-139. doi: http://dx.doi.org/10.1016/S0022-
4359(05)80006-5

Butler, D. (2006). Enterprise planning and development, Elsevier Butterworth-Heinemann.
Cameron, K. S. and Quinn, R. E.(1999) Diagnosing and changing organizational culture:
based on competing values framework. Reading, MA, Addison-Wesley

Capelle, R. G. (2014), Optimizing Organization Design’’, Published by Jossey-Bass, San Francisco



http://dx.doi.org/10.1016/S0022-4359(05)80006-
http://dx.doi.org/10.1016/S0022-4359(05)80006-

28. Capineri, Cristina and Thomas R. Leinbach (2004), ‘Transport, E-economy, and
globalization’, Transport Reviews, 24(6), 645—63.

29. Capineri, Cristina and Thomas R. Leinbach (2006), ‘Freight transport, seamless- ness, and
competitive advantage in the global economy’, European Journal of Transport and
Infrastructure Research, 6(3), 23-38

30. Caruana, A. et all, (2000), Service quality and satisfaction + the moderating role of value, vol. 34

31. Cavinato, J.L(1989)., Transportation — Logistics Dictionary, 3" Edition, Washington, D.C.,
International Thompson Transport Press,

32. Carman, J. M. (1990). Consumer perceptions of service quality: An assessment of the SERVQUAL
dimensions. Journal of Retailing, 66(1), 33-55.

33. Cossio-Silva, F. J et all (2016), Value co-creation and customer loyalty, vol. 69

34. Cheng, B. L et all, (2019), Service recovery, customer satisfaction and customer loyalty: evidence
from Malaysia’s hotel industry, vol. 11

35. Christopher, M., (2005). Logistics and Supply Chain Management: Creating value - adding
networks. 3rd edition, FT Prentice Hall, London,

36. Clarke, N. (2002). Job/work environment factors influencing training trans- fer within a human
service industry: Some indicative support for Baldwin and Ford’s transfer climate construct.
International Journal of Training and Development, 6 (3), 146-162

37. Cristopher, M.(1992), Logistics and Supply Chain Management, Pitman Publishing London,

38. Christopher, M., Payne A., & Ballantyne . D. 1991. Relationi sold Marketing . Oxford 'Butterworth
—Heinemann

39. Chelcea, S.(2001), Metodologia cercetarii sociologice, Metode cantitative si Calitative, Editura
Economica, Bucuresti,

40. Christopher, M.(1999) Supply Chain World Class Best Practice, paper presented to the IBEC-CBI
Council Conference, ‘‘Logistics — Key Competitive Advantage’’, Belfast,Ireland, 14th May,

41. Cook, S., (2008). The essential guide to employee engagement : better business performance
through staff satisfaction. British Library,

42. Cook T. A, (2017), Excellence in Managing Worldwide Customer Relationships, Taylor & Francis
Group

43. Crisan, E.L & llies, L., (2010). Transportul de marfuri concepte, internationalizare §i
management. Ed. Risoprint, Cluj-Napoca,

44. Denison, Daniel R., (1997). Corporate culture and organizational effectiveness, Library of
Congress Cataloging-in-Publication Data, ISBN: 0-9658612-0-1, United States of America.

45. De Toni, A., Tonchia, S.(2001), Performance measurement systems. Int. J. Oper. Prod.
Manag.,2001, 21, 46-70

46. DeNisi, A. S., Kluger, A. N. (2000). Feedback effectiveness: can 360-degree appraisals be
improved? Academy of Management Executive, 14, 129-139.

47. Dumond, E.J., Applying value-based management to procurement. Int. J. Phys. Distrib. Log.,1996,
26, 5-24.

48. Deming, W.E.,(1992), Quality, Productivity and Competitive Position, MIT, Center for Advanced
Engineering Study, Cambridge, 1992

49. De Waal A., & Kourtit K. (2013). Performance measurement and management in practice.
Advantages, disadvantages and reasons for use. International Journal of Productivity and
Performance Management, VVol. 62 No. 5, pp. 446-473, Emerald Group Publishing Limited 1741-
0401

50. Dimitriades, Z.S., (2006), Customer satisfaction, loyalty and commitment in service organizations
Some evidence from Greece, vol. 29

51. Ding, DX, Hu PJ, Verma R. and Wardell DG, (2010), “The Impact of Service System Design and
Flow Experience on Customer Satisfaction in Online Financial Services”, Journal of Service
Research, 13 (1) 96-110

52. Donath, B.(2002), The IOMA Handbook of Logistics and Inventory Management, John Wiley &
Sons

53. Drucker, P.F. (2001), Managementul Strategic, Ed. Teora, Bucuresti.

54. Dick, A. S., & Basu, K. (1994). Customer Loyalty: Toward an Integrated Conceptual Framework.
Journal of the Academy of Marketing Science. vol. 22, nr. 2, p.99-113

10



55. Fitzimmons, J.A., & Fitzimmons. M.J., (2006). Service Management. Operations, Strategy,
Information Technology, Irwin MEfraw Hill, USA,

56. Fitzimmons, J.A., & Fitzimmons. M.J., (2011) Service Management: Operations, Strategy,
Information Technology, Seventh edition, Published by MEfraw-Hill, New York

57. Fitzgerald, L., Johnston, R., Brignall, S., Silvestro, R. and Voss, C.(1991), Performance
Measurement in Service Business, (CIMA: London).

58. Folan, P., Browne, J. & Jagdev, H.(2007), Performance: Its meaning and content for today's
business research, Computers in Industry, VVol. 58, Nr. 7, pp. 605-620

59. Fornell, C., (1992). A National Customer Satisfaction Barometer: The Swedish Experience.
Journal of
Marketing, Vol.56, pp.6-12.

60. Gale. B.T., (1994). Managing Customer Value, The Free Press, New York p. 29.

61. Gattorna, J.(1999) Managementul Logisticii si Distributiei, Ed. Teora, Bucuresti,

62. Gentile, C., Spiller, N. & Noci, G. (2007) How to sustain the customer experience: an
overview of experience components that co-create value with the customer. European
Management Journal, 25, 5, pp. 395-410.

63. Goodman, J.A., (2009). Strategic Customer Service: Managing the Customer Experience to
Increase Positive Word of Mouth, Build Loyalty, and Maximize Profits. Publisher AMACOM, 1%
edition, American Management Association, Broadway, New York, NY,

64. Gronroos, C. (2000), Service Management and Marketing — A Customer Relationship Management
Approach, 2nd ed., John Wiley & Sons, Ltd, Chichester,

65. Gruca, T. & Rego, L. (2005) Customer satisfaction, cash flow, and shareholder value. Journal
of Marketing, 69, 3, pp. 115-130.

66. Griffin, J. (2002). Customer Loyalty: How to earn it how to keep it. United States of America:
Jossey Bass

67. Gustafsson, A., Johnson, M. & Roos, . (2005) The effects of customer satisfaction,
relationship commitment dimensions, and triggers on customer retention. Journal of
Marketing, 69, 4, pp. 210-218.

68. Harrington, J.H., Harrington, J.S.(2000), Managementul Total Tn Firma Secolului XXI, Ed.Teora,
Bucuresti,

69. Heskett, J.L., Jones, T.O., Loveman, G.W., Sasser, W.E. & Schelsinger, L.A. (2011), Putting the
service-profit chain to work. Harvard Business Review

70. Heskett, J. L., Sasser, W. E. jr, & Schlesinger, L. A. (1997). The Service Profit Chain. New York:
The Free Press.

71. llies, L., & Crisan, E., (2011). Managementul Calitatii Totale, Editura Risoprint, Cluj-Napoca,

72. llies, L. & Gavrea, C. (2007). Performance measurement: A comparative approach of diferent
measurement methods, International Conference on Competitiveness and European Integration,
October 26-26, pp.73-78.

73. llies, L, (2003), Manangement logistic, Edit. Risoprint, Cluj-Nappoca,

74. Tlies, L., (2000), Managementul Transporturilor, Ed. Risoprint, Cluj Napoca,

75. Ilies, L., Crisan, E., Managementul Logisticii, Editura Risoprint, Cluj-Napoca, 2008

76. Ilies,L., Crisan, E.L., Salanta, I, (2010), Manangementul logisticii, Edit. Risoprint, Cluj-Nappoca,

77. Toncica, M., (2006). Economia serviciilor. Abordari teoretice si implicatii practice, Editura
Uranus,

78. INS, (2021), Transportul De Pasageri Si Marfuri Pe Moduri De Transport,
https://insse.ro/cms/ro/content/transportul -de-pasageri-%C5%9Fi-m%C4%83rfuri-pe-moduri-de-

transport-%C3%AEn-,

79. 1SO 9000: 2015: Quality management principles. ISO, Geneva, Switzerland. (ISBN 978-92-67-

10650-2).

80. ISO (2016), ISO 9001:2015 for Small Enterprise. What to do ? Advice from. Published in
Switzerland. Geneva ISO/TC 176 ( www.iS0.0rQ)

81. Ittner, C., Larcker, D., (2003). Coming up short on nonfinacial performance measurement, Harvard
Business Review, November, 88-95

82. lzogo, E. E., (2017), Customer loyalty in telecom service sector: the role of service quality and
customer commitment, vol. 29

11


http://www.iso.org/

83. Johnston, R., Kong, X, (2011), Customer experience: a roadmap for improvement.Link to
published article: http://dx.doi.org/ 10.1108 / 09604521111100225

84. Judge, T.A., Bono, J.E., Erez, A. et al.(2005). Core self-evaluations and job and life satisfaction:
The role of self concordance and goal attainment. Journal of Applied Psychology 2005; 90:
257-268.

85. Juran, J.M.,(2000), Planificarea Calitatii, Ed. Teora, Bucuresti,

86. Kamin, M, (2006),Customer Service Training, Published by Elsevier Ltd, Great Britain,

87. Kaplan, R. S., Norton, D. P., (1996). The balanced scorecard: Translating strategy into action.
Harvard Business Press,

88. Kinicki, A., & Williams, B. K. (2018). Management: a practical introduction. 8th edition, MEfraw
Hill Education, New York,

89. Kinicki, A., (2016). Organizational behavior: a practical, problem-solving approach. First edition,
Arizona State University, Mel Fugate, Southern Methodist University

90. Klaus,P. (2011),Customer Experience: Are We Measuring the Right Things?, International Journal
of Market Research 53(6):115-122

91. Kotler, P.,(2000). Marketing management, Editura Teora, Bucuresti,

92. Kaotler, Ph., Armstrong, G., Saunders, J., Wong, V.(2003), Principiile marketingului, Ed. Teora,
Bucuresti,

93. Kotter J. P. and Heskett, J.L.(1992) Corporate culture and performance., New York: The Free
Press;

94. Lambert, D.M., Stock, J.R, (1993), Strategic Logistics Management, Richard D.Irwin, inc, Boston

95. Lambert, D.M., Arun Sharma, A, (1990), ,,A Customer-Based Competitive Analysis for Logistics
Decisions”, in International Journal of Physical Distribution and Logistics Management 20, N° 1,
1990, pp. 17-24

96. Latham, G, Sulsky, L M and MacDonald, H (2007) Performance management, in Oxford
Handbook of Human Resource Management, ed Peter Boxall, John Purcell and Patrick Wright,
Oxford University Press, Oxford

97. Lebas, M., J.,(1995), Performance measurement and performance management, International
Journal of Production Economics, Vol. 41, Nr. 1-3, pp. 23-35.

98. Lewis, B. (ed.) ( 1990) Customer service and service quality, special issue of Marketing
Intelligence and Planning, 8(6).

99. Locke, E. A., Shaw, K. N., Saari, L. M., and Latham, G. P. “Goal setting and task performance:
1969-1980.” Psychological Bulletin 90 (1981): 125-152

100. Maskell, B.(1989), Performance measures of world class manufacturing. Manag. Account.,
67,32-33

101. Meyer, C. and Schwager, A. (2007). "Understanding customer experience.” Harvard Business
Review 2007 (February): 117-126.

102. Murphy, P.R.Jr, & Knemeyer. A.M., (2018). Contemporary logistics, 12th edition, Pearson
Education Limited,

103. Neely, A. (1999). The performance measurement revolution: Why now and what next?
International Journal of Operations and Production Management, 19(2): 205-228.

104. Neely, A., Gregory, M. si Platts, K. (1995). Performance measurement system design.
International Journal of Operations & Production Management. 15(4): 80-116.

105. Neely, A., Richards, H., Mills, J., Platts, K. si Bourne, M. (1997). Designing performance
measures: A structured approach, International Journal of operations & Production Management,
17(11): 1131-1152.

106. Neely, A. (2005). The evolution of performance measurement research: Developments in the
last decadeand a research agenda for the next. International Journal of Operations & Production
Management, 25(12), 1264-1277.

107. Neely, A., Gregory, M., & Platts, K. (2005), Performance measurement system design: a
literature review and research agenda. International Journal of Operations & Production
Management, 25(12), 1228-1263.

12


https://www.researchgate.net/journal/International-Journal-of-Market-Research-1470-7853
https://www.researchgate.net/journal/International-Journal-of-Market-Research-1470-7853

108. Nicolescu, O. (coord.), Ilies, L. (coord.), Ionescu, Gh. (coord.), Mihut, I. (coord.),
Verboncu, I. (coord.), Russ, C. (coord.), si altii, Dictionar de management, Ed. Pro
Universitaria, Bucuresti, 2011, ISBN 978-973-129-882-5

109. Nitecki, D.A & Hernom, P. (2000). Measuring service quality at Yale University’s libraries. The
Journal of Academic Librarianship, vol. 26, no. 4, p.259-273,

110. Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service
quality and its implications for future research, Journal of Marketing, 49, 41-5

111. Parasuraman, A., Zeithaml, V. & Berry, L. (1988) SERVQUAL: a multiple-item scale for
measuring consumer perceptions of service quality. Journal of Retailing, 64, 1, pp. 12-40.

112, Parasuraman, A., Zeithaml, V. A., & Berry, L.L. (1991). Refinement and reassessment of
the SERVQUAL scale. Journal of Retailing, 67(4), 420-450.

113. Parasuraman, A., Zeithaml, V.A., Berry, L.L. (1994), Reassessment of expectations as a
comparison standard in measuring service quality: implications for further research. J. Mark.
58(1), 111-124. https://doi.org/10.1177/002224299405800109CrossRefGoogle Scholar

114. Parker, C., Performance measurement. Work Study., 2000, 49, 63-66.

115. Peters, T., Waterman, R.H.(1991), In Search of Excellence. Lessons From America’s Best-Run
Companies, Harper Collins Publishers, USA,

116. Popa, M., Lungescu, D. & Salanta, 1., (2013). Management: concepte, tehnici, abilitdti. Cluj-
Napoca: Presa Universitara Clujeana

117. Peppers, D. & Rogers, M. (2011). Managing Customer Relationships: A Strategic Framework.
New Jersey: John Wiley & Sons Inc., Hoboken

118. Robertson, 1., T., Callinan, M., Bartram, D., (2002). Organizational Effectiveness. The role of
psychology. John Wiley & Sons, Ltd.

119. Robbins, S., & Coulter, M., (2018). Management. 14" edition, Pearson Education, Inc, New
York, NY

120. Robbins, S.(2016), Essentials of organizational behavior. John Wiley & Sons,

121. Roy, S.K., Lassar, W.M., Ganguli, S., Nguyen, B. & Yu, X. (2015). Measuring service quality:
A systematic review of literature, International Journal Services, Economics and Management,
7(1), 24-52.

122. Rushton. A., Croucher .P, & Baker. P., (2014). The Handbook Of Logistics And
Distribution Management. 5th Edition, Kogan Page, London,

123. Sackmann, S.A., (2011). Culture and performance. in N. M.Ashkanasy, C. P. M.Wilderom, &
M. F. Peterson (Eds.), Handbook of organizational culture and climate, Thousand Oaks, CA:
Sage, pp. 188-224.

124. Said, A.A., Hassabelnaby, H.R. and Wier, B.(2003), An empirical investigation of the
performance consequences of nonfinancial measures. J. Manag. Account. Res., 2003,15, 193—
223.

125. Stewart, G.(1995), Supply chain performance benchmarking study reveals keys to supply chain
excellence. Log. Inform. Manag., 8, 38—44.

126. Stock, J.H. and Watson, M.W.(2012), Introduction to Econometrics, Pearson,

127. Ukens, L.L., (2007). 101 Ways to Improve Customer Service. Copyright John Wiley & Sons, Inc.
New York, United States

128. Zeithaml, V., Berry, L. & Parasuraman, A. (1996) The behavioral consequences of quality
service. Marketing Journal, 60, 2, pp. 31-46

129. Zeithaml, V.A. & Bitner, M.J. (1996). Services Marketing. New York, McGraw-HillYukl, G.,
(2010), Leadership in Organizations, Prentice Hall, Upper Saddle River

13



