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Abstract
The development of the rural industries and services is a complex problem because it

requires a balance between the modernisation of all the economic activities and social life in the rural
area, on one hand and the preservation the natural environment of the rural area, on the other hand.

Key words: rural development; marketing strategy; e-marketing; global society; market globalisation;

INTRODUCTION

TThhee rruurraall ddeevveellooppmmeenntt iiss ccoonnssiiddeerreedd,, bbyy tthhee EEuurrooppeeaann UUnniioonn,, aann
iimmppoorrttaanntt ppiillee ooff CCoommmmuunniittyy AAggrriiccuullttuurraall PPoolliiccyy,, bbeeiinngg aallssoo aann iimmppoorrttaanntt
ffaaccttoorr ffoorr eemmppllooyymmeenntt.. TThhuuss,, iitt iiss aa mmuusstt ffoorr aann ssuussttaaiinnaabbllee rruurraall
ddeevveellooppmmeenntt ppoolliiccyy wwhhiicchh ccaann ppuutt ttoo vvaalluuee aannyy kkiinndd ooff tthhee rruurraall aarreeaa
ppootteennttiiaall..

TThhee ddeevveellooppmmeenntt ooff tthhee rruurraall iinndduussttrriieess aanndd sseerrvviicceess iiss aann eexxttrreemmllyy
ccoommpplleexx iissssuuee bbeeccaauussee rreeqquuiirreess aa bbaallaannccee bbeettwweeeenn tthhee mmooddeerrnniissaattiioonn ooff aallll
eeccoonnoommiicc aaccttiivviittiieess aanndd ssoocciiaall lliiffee iinn tthhee rruurraall aarreeaa,, oonn oonnee hhaanndd,, aanndd tthhee
pprreesseerrvvaattiioonn aa nnaattuurraall hhaabbiitt ooff tthhee rruurraall aarreeaa,, oonn tthhee ootthheerr hhaanndd.. SSoo tthheerreeffoorree
aa nneeww pprroobblleemm ooccccuurreess iinn tthhee ddeevveellooppmmeenntt ooff tthhee rruurraall aarreeaa:: wwee bbrriinngg
iinnnnoovvaattiioonn hheerree ffoorr aa bbeetttteerr ddeevveellooppmmeenntt ooff tthhee rruurraall ssppaaccee wwiitthh aa ggrreeaatt rriisskk
ooff ppoolluuttiioonn oorr wwee ccoonnsseerrvvaattee iitt bbyy lleettttiinngg oonnllyy ttrraaddiittiioonnaall,, hhaanndd--ccrraaffttiinngg aanndd
nnoonn--ppoolluuttiinngg aaccttiivviittiieess hheellpp tthhee ddeevveellooppmmeenntt ooff tthhee rruurraall aarreeaa??

TThhee nneeww gglloobbaall ssoocciieettyy iiss cchhaarraacctteerriizzeedd bbyy aa ssppeeeeddiinngg uupp ooff aallll kkiinnddss
ooff ttrraaddeess,, mmaarrkkeett gglloobbaalliissaattiioonn,, iinnccrreeaassiinngg tthhee ssppeeeedd ooff iinnffoorrmmaattiioonn cchhaannggeess..
TThhee kknnoowwlleeddggee iinn tthhee nneeww gglloobbaall ssoocciieettyy rreeqquuiirreess tthhee uussee ooff tthhee nneeww
iinnffoorrmmaattiioonn tteecchhnnoollooggiieess,, nneeww ccoommmmuunniiccaattiioonn aaccttiivviittiieess,, eedduuccaattiioonn aanndd
aapppplliieedd rreesseeaarrcchh.. AAnnyywwaayy,, tthhee ddeevveellooppiinngg ssppeeeedd ooff tthhee nneeww tteecchhnnoollooggiieess aanndd
tthhee eeccoonnoommyy iinn ggeenneerraall ddooeessnn’’tt lleeaavvee aannyy ttiimmee ffoorr lleeggiittiimmaattee ppoolliittiiccss tthhaatt
wwiillll rreegguullaattee aanndd gguuiiddee tthhee ttoopp ffiieellddss..

TThhee pprreesseenntt ppaappeerr wwoorrkk iinntteennddss ttoo iiddeennttiiffyy tthhee nneeww mmaarrkkeettiinngg wwaayyss
–– eelleeccttrroonniicc mmaarrkkeettiinngg -- ffoorr tthhee rruurraall ddeevveellooppmmeenntt..

TThhee mmaarrkkeettiinngg –– aass aa ssuumm ooff nneecceessssaarryy bbuutt nnoott ssuuffffiicciieenntt aaccttiioonnss –– iinn
aa gglloobbaall eeccoonnoommyy,, hhaass aass mmaaiinn oobbjjeeccttiivvee tthhee ccoonnssuummeerr nneeeeddss,, tthhrroouugghh iitt’’ss
mmaarrkkeett rreesseeaarrcchh ssttuuddiieess.. MMaarrkkeettiinngg ccaann ccllaaiimm ffoorr aa lloonngg ttiimmee bbyy nnooww tthhaatt iiss
aa sscciieennccee aass aannyy eeccoonnoommiicc sscciieennccee,, aa sscciieennccee tthhaatt ccaann aapppprrooaacchh tthhee mmaarrkkeett
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ccoonnssiiddeerriinngg aallll tthhee ffaaccttoorrss tthhaatt ccaann iinntteerrffeerree aanndd iinnfflluueennccee iitt..
TThhee nneeww mmaarrkkeettiinngg,, iiss aa nnaattuurraall ccoonnsseeqquueennccee ooff tthhee cchhaannggeess tthhee

mmaarrkkeettiinngg aanndd tthhee eeccoonnoommyy hhaavvee wweenntt tthhrroouugghh-- iinnfflluueenncceedd aallssoo bbyy tthhee
eevvoolluuttiioonn ooff tthhee ssoocciieettyy aanndd ccoonnssuummppttiioonn ssttrruuccttuurree –– aanndd tthhee nneeww
iinnffoorrmmaattiioonn tteecchhnnoollooggiieess wwhhiicchh hhaavvee bbeeccoommee mmoorree aanndd mmoorree aacccceessiibbllee..
BBeeiinngg ssoo aacccceessssiibbllee,, aallssoo iinn tteerrmmss ooff eeccoonnoommiicc ccoosstt,, tthhee rruurraall ooppeerraattoorrss wwiillll
ffiinndd aann eexxttrraaoorrddiinnaarryy eennvviirroonnmmeenntt ttoo mmaarrkkeett tthheeiirr pprroodduuccttss aanndd ttoo rreesseeaarrcchh
wwiitthh aa mmeeaanniinngglleessss ccoossttss aallll tthhee ooppppoorrttuunniittiieess.. IIff iinn tthhee ppaasstt aa ppeerrffoorrmmaanntt
aanndd eeffffeeccttiivvee mmaarrkkeettiinngg wwaass bbaasseedd oonn aa ggoooodd llooggiissttiicc,, tthhee eelleeccttrroonniicc
mmaarrkkeettiinngg rreeqquuiirreess aann iinnffoorrmmaattiioonn aanndd ccoommmmuunniiccaattiioonn ddiiggiittaall llooggiissttiicc..

The internet connection became for a while an imperative for any
company. The network „logon” demands changes in the way that marketing
strategies are put in practice, changes for public relations strategies,
demands a reorganization of the way the products are conceived, a
reorganization of the production chain, selling and service department.

An effective marketing is that who is able to streamline the relation
between demand and offer, this fact being possible only by using a very
elaborate marketing plan capable to identified as good as possible the
consumer profile. This thing is true also for the electronic marketing, where
the information supplied throught the web page can send all the information
a consumer needs in the buying process.

The cyber-space, the virtual reality, named so because of the
sensitive perception way a man can accesses it, enters more and more in
everyday life, throught multimedia technologies, becoming a new way for
the classic economic processes.

The marketing optics can not discount the society evolution, the
changes that take place in way of goods distribution – who is no longer
adress to a large crowds but individuals.

The electronic marketing or on-line marketing uses the most
important communication technologies, such as telemarketing, videotext,
multimedia technology, hypertext who will enhance its importance in the
future.

The internet can be the most absorbing and revolutionary
communicational environment ever created by man, leading for the first
time to the remove of distances. The internet is not, as many say, just a
passing fashion but represents the catalyst for exceptional changes in
society and economy.

The electronic marketing determines changes in the relationship
between companies and their clients, between companies and suppliers,
generating at the same time changes in working way of the employees.

The electronic marketing has a lot of instruments at its dissposal –
because of the internet and its applications- such as: asistant applications;
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hypertext; multimedia suports, etc .
The electonic commerce is an integrated concept made in order to

unified a big range of  business services, starting with e-mail, sent to
different types of organizations, adress accounts, commercial systems at
home, differentgoods and services, elecetronic payment systems,
managerial intelligence, etc. The electronic commerce does not mean only
buying goods and services as may believe.

The electronic commerce emerge by using electronic communication
and information tools, businesses moving on electronic markets, where
negotiations are made, etc

The knwoledge based economy is a new stage of the civilization
development who promise a new and better way of life. This type of
economy is based on using informations from all fields and human
existance, having an important economic and social impact.

The digital disparty concept is very tied with the information society
theory. By using this indicator researschers could find out in what degree
some peoples can connect to the information society.

The Organization for Economic Cooperation and Development
(OECD) defines the notion as „ the inequality between peoples, households,
businesses and geographical areas, of the same socie-economic conditions
in the possibility of using information and communication technology,
respectively the use of the internet”.

Regarding the difference between the information and
telecommunication infrastructure developing level in developed countries,
on one hand and this level in developing countries, where this differences
can be seen at different social categories, depending of their background
(rural/urban), sex or ethnical criteria. This problems will be discused in
chapter 1 of this paper work.

Information has a decisive role in the leading, command and control
porcess of any system during its evolution. But the cost of gathering and
processing  datas leads to dinamic balance, at the same time with the use of
existing datas.

In the information society, knowledge and information become the
strategic resources of  society renewal, such the capital and labor were
strategical resources of the industrial society.

The main feature of any society stays in its research potential and its
scientific and technological resources as well and in its capacities of
technological and scientifical  development.
The new information technology become the foundation of an intellectual
technology, where the theoretical knowledge together with new computer
dependent information technologies are crucial.

 If in the industrial society the goods were mainly physical, in the
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information age they become more virtual. The mechanization and
automation were main feature of the industrial time whereas in the
information age the efforts are concentrated on creation and exploring
knowledges. The information flow was strictly physical and based on the
memory of material support, mainly paper, while in the information age this
flow is virtual and digital.

In the global economy reality, when commerce follows more strictly
the investment and the goal of the transnational economy is to maximize
profits, the improvements of the actual businesses are crucial

In this strongly competional environment, the information
technology has a key role; the use of this technology having the goal to
supervise and streamline all operation between producer-distributor-
consumer.

The information technology is a strategic resource who can
contribute to the normalization of the competition environment. The
international experience shows a necessity of a joint information
infrastructure, with a good quality applications and back-up, who is able to
allow a monitoring, raporting and optimizing activity for every production,
distribution and selling cycle.

In an information age „an intelligent manager” has to know how to
add value and how to answer properly to the question whether is or not a
real evolution of information.

During the second chapter of the present paper is presented
Statistical variables of the accessing and use of ITC infrastructure, as key
elements of the electronic marketing development.

The concept of information means „ a report, a word, a news, a
message, a sign, etc., about events, facts, states, things, forms of the out-
door realities. The information represents the newness quantity brought by a
message from the outside world and supplied by someone.”

Alongside land, capital and labour who represents the most
important factors of the modern economy, information, energy and the
matter are treated i the present with the same respect.

Within an organization there are information consumers and
information suppliers at any level. The full capitalization of the information
is possible just within a system that is designed as an integrated assembly
including procedures, methods and tools which can be used to generate and
preserve datas and turn them into informations including equipments,
programs, operations and using methods.

So we can say that the information system consists of all the
methods, technics and instruments used for gathering, recording,
transmission, running, processing and capitalization the information withim
a system. It borns and developes together with the body within it works.
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The marketing information system can be defined as a structured
complex of interactions between individuals, machines and procedures,
designed to generate a systematized flow of informations, gathered from
different inside or outside company sources, in order to be use for decission
making process.

The setting up of the marketing strategies requires, besides material,
financial and human resources the marketing information that can describe
the present and the future market situation. Marketing information must be
accurate, clear, organized and usefull in order to built a marketing
informational system.

The main inflow of the marketing information system may be
internal datas regarding all marketing performances, sellings, costs, profit
distribution, sellers and buyers categories, etc.

This inflows can be distributed in four main categories, appropriate
to the four main decission classes as follows:

- informations about domestic and foreign market ( consumer
behavior and thei social and economic features, behavioral atitudes and
motivations, important buyers indicators, geographical distribuiton of
sellings, etc.);

- informations about the marketing mix opportunities ( new
products, price, distribution and shipping, selling methods, etc.);

- informations and documents regarding the environment ( social and
economic, demographic, political progresses, competition states, etc).

The real marketing information situations of a company are
complex, beyound the relationship between seller and buyer. The rural
marketer is in the middle of a dynamic interrelated communication relations
which tight the company to the market.

The information society is only a stage of the human society
development, persuaded by the revolution of information and
communication.

The newly society brings along a series of outstanding opportunities:
- space and time constraints are reduced for a long time;
- informations can be process, preserved and transfered rapidly;
- the service prices related to the information trade are decreasing.
Along with the exponential growth of web popularity -  main tool of

internet use scale – a more profitable business began to be exploited by a
greater number of companies: electronic marketing and publicity. In the
contemporary world, exchanges, in general, stock-exchange, in particular,
play an extremly important role in the economic life. It can not be conceived
a true economic environment without the existence, functioning and
continuing development of the exchange system, including agricultural
stock-exchange.
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Agricultural stock-exchange are very organized commercial markets,
peculiar to market eonomies, established by those companies who are
interested to make business according to very specific and known
regulations. Thus, from the on-line marketing side the agricultural stock-
exchanges begins to work also on the Internet and could be used by the rural
operators to sell their land products.

The evaluation of the state of national economy, made from the
perspective of the integration in the European Union, can not left out of
vision some facts: that in Romania four from ten labours work in agriculture
comparing with three from hundred in the European Union; 40%-50% of the
farmers in European Union are working in Romania.

In order to see the impact of the ITC on increasing productivity it has
to take in account the intensity of using the new technologies both from the
hardware and software point of view and also the period the expenses are
absorbed.

The digital economy has an impact on the way products and services
are made within an organization. The impacts of the digital economy can be
classified as impact on the organizational, managerial, decisional and
information system. Those impacts on society makes an organization to
change. The starting point of these changes is represented by the way an
organization is structured. The new technologies make the information to be
more approachable and at the same time facilitate the information flow in
order that all decisions to be taken on accurate information.

Even in what concerns the others fields – banking, trade, shipping,
etc- the electronic commerce applications were mainly solved, in what
concerns agriculture and rural development thes coul represent barriers for
the future development of these sectors.

Thus in what concerns the electronic commerce in some sectors,
there are some possible integrating concepts:

- farming business;
- agricultural companies busines.
The first concept has a limited presence on the internet, being

restricted by the imposibility of selling agricultural products on virtual
malls.

The second concept, is much more outspreaded within the internet
because of the possibility pf selling on-line products on the internet.

Adoption of the electronic commerce and marketingin agriculture
and rural development could bring some advantages to the companies, such
as:

- communication solutions for a global and fragmented european
market. The EU agriculture market, in 2004, had a value of an aproximated
213 bld. Euro, compound from 7 millions big companies, 10 millions
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suppliers, 100 millions distributors spread on some tens of millions of
square killometres. The electronic and marketing commerce are the only
ones able to integrated and put together all these agroalimentary operators.

- The internet and the new communication and information
technologies can lead to an easier access of small producers to the european
market with a minimal costs;

- Electronic marketing is nowadays more accessible to small
producers because of the reduce cost of shipping, marketing, etc.;

- By an easy logon the internet -  with a propper infrastructure –
small rural communities may  put forward its potential.( Ex: rural
tourism, selling agriculture products, an easy acces to european
development fonds, etc)

Besides all these advantages the electronic commerce and marketing
brings along, there some disadvantages and limits of implementing them to
romanian agriculture:

- a weak electronic network in the rural zones;
- a grown old of the rural population;
- big initial costs for buying hardwares and softwares;
- the lack of politics and programes necessary for implementing

the electronic society in the rural area;
- the uniform agricultural products prices due to great offer on the

european market;
- the lack of training of the population in rural area.

In Romania the agrarian and rural development electronic marketing
is at the beginning and is represented mainly by the webpages of
Agriculture, Forrest and Rural Development Ministry, Local agriculture
authorities, Agriculture Advisory Offices, agriculture and rural development
suporting organizations ( FEADR ) and fewer agriculture companies who
covers the two main electronic commerce types: B2B and B2C.

Conclusion
TThhee IInntteerrnneett,, tthhee ssppaaccee ooff tthhee nneeww mmaarrkkeettiinngg,, eelliimmiinnaatteess,, tthhee

iinneeqquuaalliittyy bbeettwweeeenn ppeeooppllee,, hhoouusseehhoollddss,, bbuussiinneesssseess aanndd ggeeooggrraapphhiiccaall aarreeaass,,
ooff tthhee ssaammee ssoocciiee--eeccoonnoommiicc ccoonnddiittiioonnss iinn tthhee ppoossssiibbiilliittyy ooff uussiinngg
iinnffoorrmmaattiioonn aanndd ccoommmmuunniiccaattiioonn tteecchhnnoollooggyy oonn oonnee hhaanndd aanndd ddeevveellooppiinngg
tthheeiirr rruurraall ccoommmmuunniittiieess oonn tthhee ootthheerr hhaanndd.. IItt iiss aallssoo oonnee ooff tthhee mmoosstt
iimmppoorrttaanntt,, eeffffeeccttiivvee aanndd cchheeaapp mmeetthhooddss ttoo aacchhiieevvee tthhee rruurraall ddeevveellooppmmeenntt..
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