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Abstract

Entrepreneurship is the most widespread process in the economy today. A large part of the young people who
complete their university studies in a particular field, decide at the end of their studies to open their own business,
applying the accumulated information. Most choose this opportunity out of a desire for independence and
individualization. One area that has expanded quite a bit is that of nutrition and dietetics. Because of the chaotic
lifestyle of the population, most of them choose to turn to a nutrition expert for advice on nutrition. The main
reason why they turn to such an expert is the lack of time and the fact that, due to the busy schedule, they fail to
have a proper and consistent diet for the health of the body. In 2020, a global pandemic caused by COVID-19
broke out, which automatically generated the closure of many institutions and companies, predicting a drastic
decline in the economy. In this article, we will present how the nutrition and dietary companies in Romania coped
with the current situation and how they managed to keep their business active and profitable.

Keywords: nutrition, entrepreneurship, online social networks, mobile networks, economy, marketing,
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Introduction

"It is confirmed worldwide that entrepreneurs influence both economic development and
evolution. They are the ones who try to create and make available to consumers the requested
products and services, thus contributing to a better life, increasing labour productivity and
helping to improve health. Therefore, the presence of entrepreneurship and entrepreneurs
contributes to encouraging and initiating changes in society,, (Borza et al., 2009).

So, entrepreneurship is what contributes significantly to the whole of economic growth,
entrepreneurs being the ones who create new businesses. Subsequently, new jobs are created
in newly established businesses, various goods and services are made available to consumers,
competitiveness is increased, and a positive impact on the lives of individuals is highlighted.
(Amorés&Bosma, 2014).
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The technological evolution characteristic for the contemporary society produces and
supplies new products/services, thus determining the appearance of new needs at the level of
consumers, who are no longer satisfied with the existing goods/services. (Audretsch&Thurik,
2004). Thus, it is entrepreneurship that brings innovations that help meet the ever-changing
demand.

Entrepreneurs are people in the economic field who can combine the results of research
and development with various factors of production, to generate the desired economic growth
then, thus transforming the knowledge held into economic growth. That is why it is essential
to remember that it is not knowledge that generates economic growth, but how it is applied in
the current economy. (Landstrom, 2008 p.302).

Entrepreneurship in Romania

Entrepreneurship is first and foremost a way of thinking and then an economic process
that is vital in the new knowledge-based economy. It needs to be encouraged as it generates
future economic development and rising living standards. Entrepreneurial information is
generally valid and available to all individuals worldwide. Despite this transparency, the
economic index regarding entrepreneurship varies depending on the position on the globe, the
culture and the development of the countries. (Rusu, 2015)

In order to analyze the study of the evolution of the entrepreneurial environment, the
project called “Global Entrepreneurship Monitor - GEM” was initiated. The project has a
significant contribution in increasing the representative information for the field of
entrepreneurship, annually updating the relevant international data in this field, but also in
assessing the intensity of entrepreneurship felt in the adult population according to international
scientific criteria specific to this field.

The 2015 GEM global report covers 62 countries, 70% of the world's population and
83% of GDP. In Romania, the study is led by Babes-Bolyai University Cluj-Napoca, FSEGA.

According to GEM 2015, Romania is among the countries with the highest rates of
medium-high growth entrepreneurs along with countries such as Colombia, Chile, Taiwan,
China, Kazakhstan, Tunisia and Ireland.

The figure below shows the evolution of Romania presented in this report.

Self-Perceptions About Entrepreneurship
Value % Rank,/ 60
Perceived opportunities 333 45
Perceived capabilities 463 35
+Fear of failure 40.5 42
*Entrepreneurial intentions 29.0 16
Activity
Value % Rank,/60
Total Early-stage Entrepreneurial Activity
TEA 2015 10.8 307
TEA 2014 11.4 n/a
TEA 2013 101 n/a
Established business ownership rate 7.5 25
Entrepreneurial Employee Activity - EEA 4.6 17
ROMAMIA Motivational Index
Value Rank,/60

Improvement-Driven Opportunity,/Necessity
Motive 1z 49
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Population: 19.9 million (2014) Gender Equity

GDP: $200.0 billion (2014) Value Rank,/60

GDP per capita: $10,035 (2014) Female/Male TEA Ratio 05 38T
Female/Male Opportunity Ratio 11 3T

SME contribution to GDP: 50% (2011)
World Bank Doing Business Rating:

74/100; Rank: 37/189 Entrepreneurship Impact

World Bank Starting a Business Rating: : : Vakia % Rank/60

92/100; Rank: 45,189 Job expectations (6+) 39.8 4
Innovation 3.2 27T

World Economic Forum Elobal_ Industry (% in Business Services Sector) 176 29

Competitiveness Rating: 4.3/7; Rank:

53/140

Economic Development Phase: Societal Value %s About Entrepreneurship

Efficiency-Driven Value % Rank/60
High status to entrepreneurs 751 18
Entrepreneurship a good career choice 724 12

Expert Ratings of the Entrepreneurial Eco-system (rank out of 62 recorded in brackets)
1 = highly insufficient, 9 = highly sufficient

Entrepreneurial finance

3.95(38/62)
Cultural and social norms 9 fz:::z:z‘r:?eh::‘e
- P U d Vi
A.75(31/62) ; 3.65 (48/62)
y Government policies:
Physical infrastructure ¢
6.48 (27/62) 5 taxes and bureaucracy
g s — - 4.21(25/62)
31 ,
Internal market burdens Government
or entry regulation 4.68 e . entrepreneurship
(12/62) programs 4.00 (32/62)
Internal market dynamics Entrapreneurship
471 (36 'Gé) education at school stage
WO, 3.70(19/62)
Commercial and legal Entrepreneurship
infrastructure 5.06 education at post school
(25/62) stage 4.20 (42/62)
R&D transfer 3.65
{(38/62)

Figure 1 - Entrepreneurship in Romania
Adaptation by:https://www.gemconsortium.org/economy-profiles/romania

Online social networks

The online environment, also known as the virtual society, generates a social impact, it
represents the phenomena and relationships in the online environment to the entire society.
Within it are found several numerous interpersonal, societal, communication, economic and
cultural interactions (Grosseck, 2006, p. 93).

Globally, this phenomenon of social networks has significantly expanded in recent years,
reaching almost half of the current population.

Online social networks are a channel of communication with all Internet users and are
often used as a marketing channel, offering the possibility of inserting messages, distributing
them and accessibility.

In conclusion, online social networks are the ones that provide the basis for maintaining
social relationships, communication between individuals and the exchange of information in
real-time, thus managing to identify users with common interests. (lordache&Petre, 2017,
p.25).

Entrepreneurship in the context of COVID-19

At the beginning of 2020, a pandemic caused by the COVID-19 virus appeared
worldwide, which affected the entire population, both psychologically and financially. In
March 2020, this virus also reached Romania, affecting the entire system, even if the population
expected it. The immediate effects of this crisis were observed at the economic level, requiring
the closure of several companies, or the transfer of activities to the homes of employees.
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Along with these measures, the restaurants and shops specializing in food preparation
were closed, which were mostly used by people working in multinationals and other
companies. Thus, from a precisely established meal schedule, at fixed hours, according to the
work schedule and break hours, they quickly switched to an irregular schedule, being tempted
due to lack of activity and the obligation to stay at home, to eat several times a day and
regardless of the health of their body.

The only ones which could have helped those in this situation are the nutritionists who,
unfortunately, were also affected by the COVID-19 crisis which created an economic
imbalance, being quite dangerous for them to interact with customers.

Thus, in order to overcome this crisis, but also to come to the aid of isolated or self-
isolated people at home, they chose to move their business to the online environment and
continue to advise on various methods in the virtual environment.

Research methodology

In the context of COVID-19, it has been quite difficult for many companies to continue
to grow and prosper. Thus, many of them have chosen to move their businesses on various
online social networks.

These companies include companies in the field of nutrition and dietetics, companies that
have also had real success with this method.

The purpose of this research is to study the specific tools of online social networks used
by nutrition and dietetics companies to develop and function in the current conditions.

The main objectives pursued were:

OL1. Identify the main tools used by nutrition companies to interact with customers

0O2. Determining the degree of adaptation of nutrition companies to the current situation

03. Identifying the impact of using specific tools on online social networks to attract new
customers.

O4. Determining the degree of interest at the level of nutrition companies that have
resorted to such tools for their use in the future.

For the analysis and interpretation of the results obtained, the information was organized
in the form of graphs and tables, being more comfortable with highlighting the main distinctive
elements of the tools specific to online social networks used by nutrition and dietetics
companies to develop and function in current conditions.

The research was conducted online, through a questionnaire distributed to nutrition
companies, the sampling method being an unlikely one, the snowballs. The sample consisted
of several 150 respondents, nutritionists, aged between 30 and 45, who have companies
operating in Romania.

Analysis and interpretation of research results

How long have you been working in
nutrition?

7%

N & m<1year
1-3 years

m 4-6 years

W >6 years

Figure 2 - Nutrition seniority
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Most of the respondents were people working in the field of nutrition for 1-3 years (40%),
a percentage of 30% are 4-6 years old, 23% of those who answered are less than a year old in
the field, and the remaining 7% are veterans in this field, with a seniority of more than six
years.

In the context of COVID-19, did you choose to move your business to the
online environment, using online social networks?

mYes
mNo

Figure 3 - Choosing the online environment for business development

80% of the respondents moved to the online environment, using online social networks,
and only 30% of them chose to suspend their activity until the crisis period is over.

What tools did you use to stay connected with customers?

u The social networks
m Youtube
m Video conferencing platforms

m Direct marketing campaigns

Figure 4 - Tools used

The questionnaire concluded that most nutritionists used video conferencing platforms
because they wanted to make their information available only to people who paid for a
subscription or a meeting. 23% of respondents specified that they chose to present information
by keeping in touch with customers through social networks, free of charge, thus attracting
potential future customers. A percentage of 20% chose to use YouTube to keep in touch with
customers, through live videos, thus leaving the information available to other people for an
indefinite period, being easy to access. However, only 7% chose direct marketing campaigns
to retain customers.
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Express your agreement or disagreement with the following statements
about the business of the online business.

70
60
50
40
30
20
10 I [ | o [ |
0
The online communication The number of customers Customers are not present  Clients are difficult to
method is efficient and has increased with the at such meetings monitor without personal
easy to access move to the online meetings
environment
Total agreement Agreement Indifferent Disagreement ™ Total disagreement
Figure 5 - Carrying out the online activity
Table 1 - Compared statements regarding the meetings with clients
positive statement 2 1 0 -1 -2
Total Total Individual
affirmations agreement | Agreement Indifferent | Disagreement | disagreement score

The online communication
method is efficient and easy
to access 45 40 19 25 21 63 0.42

The number of customers has
increased with the move to

the online environment 60 34 15 29 12 101 0.67
Customers are not present at
such meetings 35 35 39 25 16 -48 -0.32

Clients are difficult to
monitor without personal
meetings 55 45 30 10 10 -125 -0.83

negative statement -2 -1 0 1 2

Compared to the four statements regarding the meetings with clients in the online
environment, the distribution of the opinions of the 150 interviewed subjects was the above.
After calculating the individual score on the statement, on a scale from -2 to +2, the conclusion
is that the number of customers increased with the move to the online environment, because it
IS much easier to take part in such a meeting from the comfort home, but also that online
communication is more comfortable to access and efficient. It is considered that clients cannot
be monitored at all in this method of education, but also that some are quite reluctant about
these methods of meeting.
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Will you continue to use such methods of communication with customers
in the future?

3%

mYes
mNo

Figure 6 - Choosing the online environment for the future
A percentage of 97% of the respondents stated that they would use this method of
communication with customers in the future, while only 3% chose to stay with the classic
method in the future.

Conclusions

Following the realization of this research at the level of nutritionists in Romania, with
experience from 1 to 6 years in the field, we concluded that most chose to move to the online
environment during the crisis.

Their favourite tools are video conferencing platforms because they wanted to make their
information available only to people who paid a subscription or a meeting, social networks, for
free, thus attracting potential customers or YouTube to keep the connection with the clients,
through live videos, thus leaving the information available to other people for an indefinite
period.

Moreover, the most important thing is that almost everyone would prefer to stay with the
business in the online environment, through these tools and in the future.

Acknowledgements

This paper was co-financed from the Human Capital Operational Program 2014-2020,
project number POCU / 380/6/13/125245 no. 36482 / 23.05.2019 "Excellence in
interdisciplinary PhD and post-PhD research, career alternatives through entrepreneurial
initiative (EXCIA)", coordinator The Bucharest University of Economic Studies.

This work was supported by a grant of the Romanian Ministry of Research and
Innovation, UEFISCDI, project number PN-111-P1-1.2-PCCDI-2017-0800 / 86PCCD1/2018 -
FutureWeb, within PNCDI I11.

References

AMOROS, JE AND BOSMA, N., 2014. Global Entrepreneurship Monitor 2013 Global
Report. [pdf] Available online at <www.gemconsortium.org/docs/download/3106>,
[Accessed 23 April 2020].

AUDRETSCH, DB AND THURIK, AR, 2004. A Model of the Entrepreneurial Economy,
Discussion Papers on Entrepreneurship. Growth and Public Policy.

243



Journal of Emerging Trends in Marketing and Management — Vol I, No. 1/2020

WWW.etimm.ase.ro

BORZA, A., MITRA, C., BORDEAN, O., MURESAN, A. AND SUPURAN, R., 2009.
Entrepreneurship. Management of small and medium enterprises. Risoprint Publishing
House: Cluj-Napoca.

GROSSECK, G., 2006.Internet marketing and communication. Lumen Publishing House: lasi.

IORDACHE, DD AND PETRE, 1., 2017. Online social networks in the context of Big Data.
Romanian Journal of Informatics and Automatics [specialized journal in electronic
format], 27 (1): 25. Available online at <https://rria.ici.ro/art-03-vol-27-nr-1-2017/>
[Accessed on April 20, 2020].

LANDSTROM, H., 2008. Entrepreneurship Research A Missing Link in Our Understanding
of the Knowledge Economy, Journal of Intellectual Capital, 9 (2), pp. 301-322.

RUSU, RC, 2015. Improving entrepreneurial education in Romania by using non-formal
methods in the lower cycle of high school. [pdf] Available online at
<https://econ.ubbcluj.ro/Scoala_Doctorala/rezumate/RUSU%20Carmen%20Ramona.pdf
> [Accessed on April 23, 2020].

*** https://www.gemconsortium.org/economy-profiles/romania

244



