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Abstract:  

 
In an economic environment that is constantly changing and evolving, the organizational process concept brings 

to the organizational management a new approach meant to facilitate notions like continuous improvement, 

agility, flexibility and adaptability.All these concepts are foundations of sustainable development and 

competitive advantage. 

Presenting of the typology of the organizational processes is based on a classification of them. The paper defines 

the concept of process architecture and process modelling. passing by presenting the theoretical aspects of the 

problem. Applying this approach to organizations in the health system can be a new stage in trying to 

reconfigure them as economically profitable organizations. 
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INTRODUCTION 

 

The use of the notion of organizational 

process has a relatively new history, the 

development of the concept and the full 

understanding of the advantages that such 

an approach of an organization has in 

trying to obtain strategic advantages has 

been made in parallel with the 

development of new management 

concepts. 

 

Smith (2007) identifies three periods in the 

history of organizational processes. 

 

a) a) The 1970s surprised organizations 

structured by labor divisions. Each 

process that required - even to a small 

degree - a cross-functional 

coordination was obstructed by this 

form of structure. Each department 

solved the part of the process that 

came to them and then transmitted the 

result to the next department. If 

irregularities were found here, the first 

department would be returned, which 

would lengthen the time to resolve 

and lead to increased costs.  

 

b) Around 1985 begins the global 

competition that has transformed 

many industries. There have been 

many changes, from the introduction 

of quality management (TQM) to the 

awareness of workers about the place 

and importance they have in 
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organizations, in improving process 

performance. TQM introduced the 

process approach, which allowed to 

improve communication and process 

performance along the departmental 

lines. This represented a powerful step 

forward, being the first attempt to 

break the constraints in which the 

trials were strained for many years. 

Flowchart and process map, which 

were not unknown tools, but were 

little used, regained their importance. 

Thus, process improvement activities 

began to realize the links that had 

been interrupted for many years by 

introducing the concept of continuous 

improvement and led to powerful 

technological changes. Also, the 

changes were aimed at the relations 

with consumers due to their new 

needs and expectations, "forcing" 

companies, of any size, to reorient 

their priorities. 

 

c) An upward trend regarding the 

importance provided to processes is 

highlighted in the year of 2000, 

especially after 2005. The concept of 

process improvement has forced 

people to get involved in analyzing 

and identifying ways to change 

themselves for the better. The process 

becomes a powerful and constant 

leader in order to achieve something 

better and cheaper. 

 

Using the concept in the health field can be 

an important step for the efficiency and 

effectiveness of these organizations 

 

DEFINITION OF 

ORGANIZATIONAL PROCESS 

 

It is surprising to see how little the concept 

of organizational process is assimilated, 

both at the practitioner level and at the 

academic level. When asked what is an 

organizational process, the answer of the 

managers of economic organizations is 

varied and goes from "instructions for use 

(procedure)" to "ways to achieve 

something (process)" passing through the 

technocratic definitions of the type "chain 

of tasks" and so on However, many 

organizations have strong process 

dynamics and sometimes have made this 

their predominant organizational 

philosophy. 

 

The concept of "process" is at an 

"intermediate" level within an 

organization. Brandenburg and Wojtyna 

(1995) stated that often the concept of 

"process" is not at the level of "strategic 

management". 

 

A general definition shows that an 

organizational process represents a series 

of activities or sets of activities, is 

maintained through inputs, has resources 

and adds value in relation to the purpose, 

to create outputs. Inputs, in the case of a 

process, come either from the outside or 

from another process (upstream process), 

and its outputs go either outward or 

downstream. The sequence of operations 

of the process, through which the inputs 

are transformed into outputs, brings added 

value. A process is always characterized 

by inputs and outputs, which are 

systematically indicated in the 

cartography, it is also characterized by a 

series of operations that add value to the 

inputs and turn them into outputs. 

Processes that are carried out individually 

without interaction with other processes 

can rarely be encountered in an 

organization. The "outputs" of one process 

are parts of the "inputs" of another process 

as shown in the figure below (Figure 1).

 

 

 

 PROCESS A 

Inputs of PROCESS A Outputs of PROCESS 

A 

Inputs of PROCESS B 

PROCESS B  
Outputs of PROCESS 

B 

Inputs of PROCESS C 
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Figure 1.  Representation of a chain with interacting processes 

TYPE OF PROCESSES 

 

In every organization there are numerous 

processes. A classification of these 

organizational processes according to 

different criteria is given below. 

 

 

A. by level of analysis 

(Brandenburg, Wojtyna, 

1995): 

 

A.1. macro-processes corresponding to 

the higher level that are related to the 

overall functioning of the organization. It 

is the level of analysis that is used to 

describe the overall activity of the 

organization. 

A.2. basic processes corresponding to the 

second level, which separates the macro-

process into processes. 

            A.3. sub-processes corresponding 

to the third level, detailing a basic 

process. 

            A.4. the tasks corresponding to the 

fourth and final level. 

 

 

Some organizations also identify a fifth 

level, called an operation. However, the 

experience of those dealing with an 

organization's process approach shows that 

four levels of analysis (and even three, in 

the case of basic processes that do not fall 

into sub-processes) are generally 

sufficient. 

The process-based approach of an 

organization is a systemic approach and, 

therefore, one of its characteristics is the 

existence of several levels of analysis. 

 

B.  by level of behavioral 

approach (Ivancevich, Konopaske, 

Matteson, 2011) 

 

b.1.  processes at the level 

of individual behavior. At the individual 

level, several behavioral processes can be 

identified: perceptually, motivationally, 

etc.. 

 Perceptual process 

is defined as the cognitive process by 

which an individualselects, processes and 

gives meaning to environmental stimuli. 

 The motivational 

process consists of a set of actions by 

which an individual seeks to fulfill certain 

needs. It is the process directed towards 

achieving the goals. 

b.2.  The process at the 

level of group behaviour. The group 

consists of two or more persons interacting 

to achieve a common goal. The process at 

group level represents the actions of 

interrelation of individuals for the 

formation and development of the group.  

b.3.  Processes at the level 

of organizational behaviour. At the 

organization level, there are many types of 

processes, but from the behavioural point 

of view we find: the communication 

process, the innovation process, the change 

process, the decision making process, the 

leadership process, etc.. 

 Communication 

process 

 The process of 

innovation is the process of transforming 

an idea into industrial models and then 

into products.   

 The change process 

represents the process of controlled 

change of the system from one state to 

another state (Ionescu, 2010). 

 Decision-making 

process 

 Leadership process 

is the process of influencing other people 

to facilitate the achievement of 
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organizational goals (Ivancevich, 

Konopaske, Matteson, 2011).  

C. classification based 

on the “value chain”(according to 

M.Porter, 1994) established by the 

International Benchmarking 

Clearinghouse.  

 Primary processes – 

are defined by the authors as those 

processes that create value for the 

organization. 

 Support processes – 

defined as those processes that have the 

role of supporting, in order to create the 

conditions for the development of primary 

processes. 

 Development 

processes – are the processes that bring the 

primary and the support processes to the 

highest level of results. 

 

Some quality control managers classify the 

processes as in Figure 2.6., where the 

interaction between these processes is 

indicated: 

 management processes; 

 resource-based processes; 

 execution processes; 

 processes of analysis and 

improvement. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.  Classification with 4 types of processes  

 

The classification with 4 types of 

processes is conceptually interesting. The 

diagram above (Figure 2) demonstrates 

this aspect - an analogy with Deming's 

famous "wheel of quality" can be 

observed. However, the experience of the 

researchers in the field indicates that such 

classification is not very functional. This 

can lead to endless discussions and can 

take up unlimited time to decide whether 

there is a analysis, management or 

execution process.  

As a conclusion to these possibilities to 

classify the existing processes in an 

organization, the idea of separating the 

production processes from the other 

processes emerges and then, any 

classification indicated above can be used. 

 

 

FUNDAMENTAL FEATURES OF 

ORGANIZATIONAL PROCESSES 

 

The processes are measurable 

 

It is said that only the process that is 

measurable can be improved. This applies 

perfectly in the field of management. One 
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of the strengths of the process-based 

approach is its ability to measure 

performance. In order to be a measurable 

process, the purpose of the process must be 

established. We have seen that every 

process has a purpose, a goal to be 

achieved, which represents its contribution 

to the general purpose of the organization. 

In order to be able to evaluate it, this 

contribution must be interpreted according 

to requirements. The process evaluation 

should be applied at several levels: 

 

 level of control regarding the 

conformity of process inputs and 

outputs. 

 level of process performance 

monitoring 

 level of process maturity 

determination 

 level of process value determination 

The value of a process is estimated 

according to its participation in the 

achievement of the goal. There is an 

accounting method, ABC (Activity-Based 

Costing/cost management), which allows 

to estimate the value of processes in a 

much more reliable way than analytical 

accounting.  

 

b. The processes are stable and repeatable 

 

The method of process mapping resulted 

from the detailed analysis of the flows and 

activities necessary to reach a goal. As 

long as this goal exists, the activities 

necessary to achieve it will continue to be 

of the same nature, even if the modalities 

applied may vary depending on other 

changes (technology, regulations...). 

 

Also, from the moment it was described, 

step by step, from what starts (inputs) and 

what needs to be reached (outputs), 

specifying the conditions (performance 

indicators), these steps may be repeated 

anytime. The process stability and 

repeatability of an organization which are 

obtained from processes, will never be 

achieved based on "a priori" organizational 

diagrams. 

 

A process can be analysed considering: 

the exigency – can be defined as setting a 

goal, a forecast or a need as the processes 

become measurable. 

the effectiveness – the fulfilment degree of 

the requirements (of the customer and of 

the organization) 

the efficiency – the optimization degree of 

resources (materials, labour, methods, 

means... so the costs) in order to be 

effective. 

 

A process is characterized by: 

 the (measurable) inputs; 

 an organized, stable and repeatable 

series of activities; 

 the resources made available to it; 

 an expected final result (measurable 

outputs), which adds value. 

This final result leads either to the 

realization of an anticipated product by an 

internal or external customer (in the case 

of production processes) or to the good 

functioning of another process (in the case 

of pilot or support processes). 

 

PROCESS-BASED APPROACH 

 

In the context of an increasingly complex 

economic and business environment, 

turbulent and volatile, where organizations 

learn that they must expect the unexpected, 

the vast majority of researchers advocate 

for an overall, integrative approach, 

including traditional, hierarchical systems 

and structures specialized on functions, 

that have served so well in the past (Kanter 

et al., 1992; Limerick and Cunnington, 

1993). From the same perspective, as the 

organizations successfully cope with the 

new world order, they must restrict the 

bureaucracy characteristic of traditional 

command and control systems and 

experience more modern and flexible 

forms of organization that support and 

encourage innovation and learning 
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process. The current trend is towards 

flattened organizations, with fewer 

hierarchical, flexible and agile levels that 

can embrace novelty, innovation and 

change (Bahrami, 2002). In fact, 

flexibility, speed and adaptability have 

emerged as imperatives of the desire to 

have more effective organizational forms 

and able to respond to signals from the 

external business environment (Hamel and 

Prahalad, 2004). These imperatives require 

more flexible and agile forms of 

organization based on the premise that the 

strong turbulences of the current economic 

and business environment require a certain 

type of response that traditional forms of 

organization are not able to offer. 

The liberalization of an increasing number 

of industries, the reduction or elimination 

of tariff barriers as well as an increasingly 

sophisticated and technological 

infrastructure represented impulses of 

global competition and connectivity of 

economic activities. New technologies 

determine that geographical distances and 

time zone differences do not no longer be 

an impediment to the transfer of 

information, capital and/or services. This 

aspect in combination with the growing 

expectations of consumers and their access 

to global markets has contributed to a 

decrease of the product life cycle and to 

the need of speed and flexibility (Nadler 

and Tushman, 2005). 

Many researchers establish the origin of 

the concept of process-based approach in 

the early 1980s, when applying the 

concept of quality for the generalized 

model. 

The theory of open systems applied at the 

level of health organizations starts from 

the premise that they are systems and all 

systems are part of a larger system. This 

theory reflected the belief of the specialists 

that all organizations are unique and 

therefore, must be structured to solve 

problems and capitalize on their own 

opportunities. How a subsystem responds 

to the needs of the system of which it is a 

part determines whether it is prosperous or 

not. This holistic view helps to understand 

how the organization interacts with the 

system of which it is a part and in which it 

operates as well as how the organization's 

internal subsystems contribute or affect 

this broad relationship (Turner et al., 

2013). 

According to the theory of systems, a 

system is defined in two ways: 

 Externally, by its purpose. Every 

system has a role to play in the 

higher-level system where it exists; 

 Internally, through its subsystems. 

Every system consists of 

components and subsystems that 

interrelate and contribute to the 

overall goal of the system of which 

it is a part. 

The theory of open systems assumes that 

all organizations are made up of several 

subsystems that can be represented by 

activities, units, departments or functions 

of the organization. In this paper, the 

health organization will consider an open 

system consisting of subsystems 

represented by the functions of the 

organization (services, financial-

accounting process, management, 

marketing, personnel and human 

resources). All these subsystems 

(processes respectively) interact with each 

other and play a role in achieving the 

organization goals (Price, 2014).  

 

MARKETING AS A PROCESS OF A 

HEALTHCARE ORGANIZATION 

 

Starting from the fact that the organization 

within the health care system is considered 

an open system consisting of subsystems 

represented by the organization processes 

(services, financial-accounting aspects, 

personnel, marketing, research & 

development, supply), the marketing 

process, in turn, can be represented as a 
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system consisting of several subsystems (Figure 3). 

 

 
Figure 3. The marketing function as a 

subsystem of the organization (adaptation 

after Kotler, 2000) 

According to Kotler (2000), the main 

subsystems of the marketing function are: 

 The marketing information 

subsystem: with a leading role in the 

production and distribution of clear, 

coherent, sufficient and timely 

information regarding evolutions of 

the economic and business 

environment, of the market 

(customers) and of the industry 

(competition), suppliers, distributors, 

retailers and stakeholders and 

development of methods, models and 

procedures for market research, 

information collection and analysis; 

 The marketing planning 

subsystem: with a role in designing 

effective marketing planning 

methods and procedures that include 

both goals and available resources; 

 The development subsystem of new 

products: development of methods 

and procedures for generating, 

collecting and evaluating ideas of 

new services, for transmitting these 

ideas and information and testing 

new products before they are 

launched on the market. 

 The marketing control subsystem: 

with a role in the development of 

procedures that evaluate the 

achievement of marketing goals, 

budget efficiency, profitability of 

services, market segments 

(customers) and distribution 

channels. 

Kotler (2011) specifies that the marketing 

process cannot be considered as a 

component of the healthcare organization's 

management process. He points out that "a 

marketing process is reflected in 

everything the company does, and a 

holistic approach to marketing also 

requires a strategic perspective."  

We consider that the processof marketing 

in healthcare organizations has direct 

implications in all the processes of the 

company, influencing them and being 

influenced by them, contributing together 

to the creation of value. (Figure 4). 
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Figure 4. Relationship of the marketing process with the other processes (Adapted from 

Baltzan and Phillips, 2009) 

The aspects presented above are several arguments regarding the major role played by 

the marketing process in the success of an organization in the field of health care.  

 

CONCLUSION 

 

Measuring and evaluating the activities of 

the marketing function is a topical issue of 

management science. There is a strong 

interest of marketing specialists to 

understand how far and how much 

marketing activity can be measured and 

how these measurements can be 

highlighted in the organizations' financial 

statements and reports, as well as the 

implications that the non- financial 

marketing goals have on the profitability 

and value of a company. 

To further highlight the idea that 

marketing is at a crossroads in its 

evolution, it has been demonstrated that 

there are structural factors that influence 

and inhibit the measurement of marketing 

activities. McGroves et al. (2004) have 

demonstrated this aspect using the research 

conducted by companies of the United 

States, where their top managers use less 

than 10% of common meeting time for 

marketing discussions. They indicate that 

in many of the companies that have been 

the subject of this research, there are no 

clear links between general and marketing 

strategies. All these elements limit the 

connection between marketing and general 

goals of organization, overshadowing the 

contribution of marketing in order to 

achieve these goals. The same authors also 

point out that marketing managers are not 

directly responsible for meeting these 

goals. 

Marketing has had a relatively limited role 

so far in formulating the general strategies 

of an organization, and one of the reasons 

concerning this state of affairs was the 

inability of the marketing specialists to 

identify and measure the value that their 

activity brings to the company and how 

this is reflected in the financial-accounting 

results (Webster, Malter, & Ganesan, 

2003). For this reason, evaluating the 
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performance of the marketing activity, 

including in financial terms, has become 

one of the major concerns of both 

academics and practitioners (Ambler, 

2003). 

Marketing specialists need to be able to 

measure the performance of their activity 

to establish that this activity is both 

efficient and effective. The performance is 

a relative concept and can only be 

evaluated against several reference values. 

For a proper evaluation of the organization 

performance in general and of the 

marketing performance in particular, two 

types of reference values are needed: 

 Internal reference values 

(example: organization plans) - 

indicate the relationship 

between goals and 

achievements; 

 External reference values 

(example: market, competition, 

etc.) - offer a more neutral and 

broader perspective at the 

same time, taking into account 

external influence factors in 

measuring performance 

(Ambler and Kokkinaki, 

1999). 

Marketing helps achieve the goals of the 

organization first and foremost by gaining 

customer satisfaction and preferences. For 

this reason, it can be argued that an 

organization can evaluate the marketing 

performance if it uses (metric) indicators 

related to the market and not necessarily to 

the internal reference values (such as the 

profitability of the company). Thus, the 

formal evaluation of the marketing activity 

performance requires non-financial 

comparisons (related to the market) with 

internal and external reference values, as 

well as with the changes registered at the 

level of the marketing assets (brand and 

customers, where the need to measure the 

brand and customer capital result). 
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