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Abstract 
This paper puts forth certain delimitation of the New Economy and, at the same time, focuses on the realistic 

description of all forms of cooperation that may exist in the goods and services area. The paper starts with a detailed 

clarification of the elements that define and that are related to the New Economy phrase. Following a brief description 

of several basic aspects of the New Economy, the paper examines the forms of cooperation operating at the level of 

both the enterprise and the service supply sector. Several relationships existing among the factors that provide a 

proper cooperation between the offeror and the receiver are also analyzed. The economic approach assumes the 

existence of a market even where the services are not directly paid by the beneficiaries. Give the fact that the actions of 

each and every offerror are duly regulated by the market through the law of supply and demand, we can therefore state 

and acknowledge that on a free market, the individual elements become mutually susceptible and comparable, the 

freedom to choose one of these elements being always limited by the others’ actions.  
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1. Introduction and context of the study 

 The principle of offeror – beneficiary cooperation has continuously evolved up to point it 

managed to overturn the domination of the traditional enterprise which was chiefly centred on 

production and sales in furtherance of the enterprise that considers the consumer as a partner 

irrespective of the production phase. If in the 30’s the producer-consumer cooperation relationships 

were mainly limited to the supermarkets that allowed the clients to choose or transport their 

products, the major trait of the economic environment of the last decades is now focused on the 

recognition of the competitive advantage of the enterprises that imply, one way or another, working 

with consumers. This paper provides a new perspective for the analysis of all conditions that foster 

the cooperation between the producer and the consumer in the goods supply sector and the 

cooperation between the offeror and the beneficiary, in the service supply sector. The consumer 

involvement in the work process that traditionally pertained solely to the producer allowed the 

latter to be counted as an important resource of the enterprise.  

In 2006 Nadeau stated: “customers who help with product design or assist with product 

marketing process are part of a customer –as-creator revolution”.  

 The paper is structured as follows: an approach of the offeror-beneficiary relationship under 

the conditions specific to the New Economy is presented in section 2. Sections 3 and 4 analyze the 

forms of cooperation between offeror and beneficiary, at the level of goods and service supply 

sectors. The last two sections (section 5 and 6) detail the conclusions of this study and the literature 

and references we used.  
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2. Approaching the offeror-beneficiary relationship under the New Economy specific 

conditions  

 An explanation of the cooperation phenomenon’s temporary status is that the aspects 

that characterize the New Economy have led to this new approach of the offeror – beneficiary 

relationship.  

 There is no standard and official definition of the “New Economy” as this phrase is better 

defined by its own characteristics: an economy where services and intangible assets are 

predominant, on the one hand, and where the manufacturing infrastructure has been slowly 

suppressed, on the other hand. It is chiefly a virtual economy that gradually replaces everything that 

is “old” and limited by physical traits and features. 

 The “New Economy” approaches a series of concepts such as information and acquired 

knowledge, being often assimilated with terms like “digital economy,” “non-material economy” 

and “virtual economy”. To this end, the “information”, as the production factor, became 

preponderant and furthermore, it has been acknowledged as the factor that triggers the 

improvement of the enterprise’s performance. At the same time, it is well known that only humans 

show a learning behavior, being thus capable of conveniently manipulating and using information. 

The marketing department plays an essential role in guaranteeing the company’s success. 

Compared to other business systems, the New Economy is chiefly using all marketing tools to gain 

more and valuable information about consumers’ expectations, needs and demands. 

 The “New Economy”, a principle specific to the contemporary society, is pretty much 

associated with the informational, immaterial society with a higher level of novelty which is so 

obvious that it can justify this new name in terms of its importance and originality. In other words, 

the New Economy is in fact the economy pertaining to the new society which is radically different 

from older societies which, in their turn, had their own economies. Today we are talking about a 

society surrounded by and centered on a completely computerized communication network where 

the standard communication system has been outdated, becoming what we know today as “dot-

com” communication.  

 Dematerialization, a principle specific to the New Economy, consists in the quantitative 

replacement of material resources and processes with immaterial services and resources. 

Furthermore, the entire activity seems to be carried out more and more in the virtual medium, even 

the services being largely transferred online. From online purchasing of travel tickets and other 

goods, continuing to electronic transfer of money and documents to direct and active 

communication via the electronic system, the commerce has moved to the virtual medium at an 

amazing speed. Dematerialization of economy, seen as a factor of a better management of natural 

resources and, at the same time, as a factor that guarantees the constant and reliable improvement 

of quality of life, represents the initial phase of sustainable economic development. 

  The forms that economy dematerialization may take are numerous, starting from the growth 

in the sale of services, including the sale of goods, continuing with embedding the knowledge and 

creativity into the information-intensive goods and ending up with substitution of physical 

components with IT programmes. Consequently, dematerialization might be defined as a constant 

process of replacing physical support for certain goods with their registration online. Due to the 

emergence and rapid expansion of the information system, the bureaucracy, the waiting times and 

the necessity to personally come to different offices were largely eliminated. Virtual libraries and 

online catalogues became preponderant and a paramount importance was given to intangible assets 

compared to the old-fashioned now tangible assets. 

 One of the most important differentiation criteria for the New Economy is the fact that it is 

centered on the interpersonal interaction, showing a special interest for the human as a social being 

capable of cooperating to increase not only his/her personal welfare but also the welfare of the 

community. The factor that fostered this unprecedented level of communication is in fact the 

development of both the information society and the permanent exchange and share of subjective 

experiences. People are basically prone to share opinions and listen to others’ opinions, irrespective 

141



Annals of the „Constantin Brâncuşi” University of Târgu Jiu, Economy Series, Issue  4/2017 

 

„ACADEMICA BRÂNCUŞI” PUBLISHER, ISSN 2344  – 3685/ISSN-L 1844 - 7007 

 

 

of whether we are talking about positive or negative feedback and experiences. When opinions 

come in a large number, the likelihood that they reflect reality, as in a statistical survey, is higher. 

Producers work together to increase their turnovers. Consumers work together mainly to exchange 

information regarding products (e.g. prices, quality, intended and/or directions for use, advantages 

and shortcoming) or to get together to support the consumers’ rights. So, the cooperation between 

producers and consumers is closely related to these specific objectives. 

 

3. Forms of offeror – beneficiary cooperation at the level of goods sector  

 When talking about the offeror – beneficiary cooperation, the determination or at least the 

approximation of the degree of involvement of every stakeholder concerned is unavoidable. 

Cooperation implies the guaranty that certain rules set forth either by contacts or by a mutual 

acceptance of the cooperation terms and conditions, are fully observed.  

 As a general rule, cooperation assumes that two or more partners join efforts to reach certain 

common goals with maximum efficiency.  

 Cooperation between producers / companies has been almost exclusively analyzed up to this 

moment as it is one of the most advanced forms of cooperation at the industrial level. The very 

substance of cooperation consists in the effective application of the competitive advantage as this is 

a mutually constructive objective.  

 As we have already shown, a new trend emerged at the level of global economy, i.e. the 

tendency to consider the producer-consumer cooperation when making various economic 

computations. It is rather difficult to determine the degree of involvement of every stakeholder 

given the fact that the cooperation starts at the producer’s initiative. The offering producer holds the 

resources required to provide the goods and services requested / needed by the consumer and 

holding the relevant material and financial resources puts gives him an advantageous position. 

Depending on several indicators, the producer will be willing to transfer a larger or lesser part of 

his work to the consumer.  

 Two major circumstances emerge in the goods sector with reference to the producer-

consumer cooperation. Apart from the inherent differences among them, we found completely 

opposite results: if, in a certain case, the competitiveness is given by price reductions, in other cases 

the competitiveness is outlined by trademarks/brands. For an in-depth understanding, we analyze 

two examples: a company that abandons the last phase of production (i.e. assembling phase) and a 

company which customizes a motor vehicle. In the first case, due to labor cost reduction, the selling 

price will be lowered and therefore, it will become more attractive for the consumer. However, in 

the second case, the consumer will finance his/her own ideas or demands as the vehicle 

customizing process raises the product price to more convenient levels for the producer.  

 In both cases the essence is represented by the idea of cooperation between producer and 

consumer, the exchange of ideas, abilities or other forms of involvement from the consumer into 

the producer’s activities.  

 

Producer–consumer cooperation resulting in price competitiveness. Particular 

aspects concerning enterprises that target this type of competitiveness 

 Price reductions imply directly a significant increase in demand. As there is an inverse 

relationship between demand and prices, on the one hand, and the goods and services, on the other 

hand, we will not take into considerations the exceptions.  

 How does this producer-consumer cooperation actually take place? Firstly, the cooperation 

occurs due to the producer’s decision to waive certain phases of the production process as well as 

due to the consumers’ mobilization and consent. Mobilization is achieved exclusively by efficiently 

directing the consumer’s available energy, through the producer’s accurate but still flexible 

strategies which are essential for the producer’s objective to remain unaltered.  

 Every producer deals not only with the problem of purchasing proper production factors 

(inputs) against convenient prices but also with the aspect of costs deriving from turning thereof 
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into finished goods. The production cost represents the overall expenses incurred following the 

consumption of such production inputs. In this case of co-production, the most relevant economic 

and financial marker in terms of increasing or decreasing expenses where a co-production 

relationship exists between the producer and the consumer, is represented by the level of wage 

costs. Lowering the wage costs while maintaining the sale volume is a clear indicator of the fact 

that the enterprise increased its performance. 

 

Producer–consumer cooperation resulting in brand competitiveness. 

Particular aspects concerning enterprises that target this type of 

competitiveness 

 It is highly important for an enterprise to build and maintain a positive and powerful brand 

image. This brand image is in fact that particular intangible asset that needs to be developed and 

maintained on a daily basis, regardless of the efforts involved. The brand is not only extremely 

important but, at the same time, its building and keeping are quite difficult as such actions require 

significant costs. The moment the customer becomes aware of the value associated with brands, 

he/she will never stop looking for that particular brand that reflects his/her values and expectations. 

Little by little the consumers begins to perceive the enterprise as an entity that reflects his/her own 

success, being thus willing to make all necessary efforts and to consider all sacrifices required to 

reach such goal. 

 The main features of a brand are reputation, consumer’s trust and recognition. In this case, 

the producer-consumer cooperation consists in satisfying the consumers’ demands, expectations 

and imagination in every respect. However, there are some people who, besides the price aspects, 

want a properly customized product whose certain features have been conceived, designed and 

drawn by them.  

 For the producer, brand competitiveness is extremely advantageous by practicing high 

prices. The prices increase once with every “adjustment” of the standard product. 

  

4. Offeror – beneficiary cooperation at the level of services sector. Particularities of education 

services 

 The data on the level and role of cooperation in education have been collected from either 

external sources (existing data, studies and researches regarding the number of school-contest 

winning students / school and the hierarchy of secondary schools depending on their reputation) or 

internal sources (information collected while conducting the study by means of the questionnaire 

survey method). 

 The research methodology required that a questionnaire be filled in by a representative 

sample consisting of high-school students. Therefore, the questionnaire gathered up a number of 

250 students aged 17 to 19 from different secondary schools (theoretical, career-oriented and 

vocational secondary schools) from three regions of the country. 

 For this study we have selected the following counties: Timis, Ilfov and Suceava. Timis 

County is a representative county mainly because it is the largest county of Romania in terms of its 

geographical and administrative area. Located in the SW of Romania, Timis County had a Gross 

Domestic Product of 32,8 billion LEI for 2015 and 35 billion LEI for 2016 (according to the data 

provided by Romania’s National Prognosis Commission), and this fact indicates a high level of 

economic development and implicitly, a high degree of human resources assimilation. 

 Suceava County had a Gross Domestic Product of 12,88 billion LEI for 2015 and 13,78 

billion LEI for 2016 (according to the data provided by Romania’s National Prognosis 

Commission), and an unemployment level of 6,5% in 2015 and 6,2% in 2016, respectively.  

 Bucharest – Ilfov region is responsible for 25% of the overall domestic economy. The Gross 

Domestic Product entered for Bucharest was 174,0 billion LEI in 2015 and 187 billion LEI in 2016.  

In terms of productivity, it should be noted that 21% of all Romanian employees are registered in 

143



Annals of the „Constantin Brâncuşi” University of Târgu Jiu, Economy Series, Issue  4/2017 

 

„ACADEMICA BRÂNCUŞI” PUBLISHER, ISSN 2344  – 3685/ISSN-L 1844 - 7007 

 

 

Bucharest and that Bucharest generates 22% of the Romanian’s GDP, being that the locomotive of 

the entire country. 

 

 
Figure 1.  Territorial distribution of respondents.  

 

 

 The education sector represents a particular area primarily because the payment for the 

supply of all education services is made indirectly and not by the actual beneficiaries. Providing 

standard, compulsory and free of charge primary and secondary education represents a principle of 

social solidarity as well as the basic principle upon which the Romanian education system is based. 

 Secondly, the education services operate with an intangible asset that is difficult to quantify 

and evaluate in business terms: knowledge.  

 Our main objective was to identify the factors that allow the optimal level of co-production 

in the education system.  

 The descriptive analysis of the data shows that the beneficiaries of education services decide 

to cooperate with the offeror if several conditions are satisfied. Therefore when asked: “what are 

the principles that properly define the teacher-student cooperation?” the answers given by most of 

the respondents included: mutual understanding followed by communication and at a fairly large 

distance, performance (Figure 2). 
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Figure 2. What are the principles that properly define the teacher-student cooperation 

 

When questioned about the aspects that stimulate the increase in academic performance, 70,4% 

of the respondents answered that the interaction with teachers improves the learning environment. 

Almost the same percentage of respondents (66.4%) considered that the interaction with teachers 

improves student’s learning attitude and at the same time increases students’ self-esteem (64.7%). 

(Figure 3). 

 

 
Figure 3. What are the factors that foster the improvment of academic performaces?  

 

            Students have shown a positive perception of offeror-beneficiary cooperation in terms of 

information and knowledge, as they noted that the results derived from this cooperation were highly 

superior to those where such cooperation was missing. Any form of working together means a sum of 

ideas and knowledge with a greater force than the ideas and knowledge have when taken separately. 

Most respondents considered that where both sides (offeror and beneficiary) engage together in an 

activity, the results will be better. Therefore, if the student participates in the teaching-learning activity 

during the class, he/she has the chance to understand everything in the classroom and the teacher has 

the satisfaction of the well-done work and the possibility to conduct a self-evaluation based on the 

From the perspective of increasing academic performances, the students are motivated by 
the following aspects: 

 

Working 
together 

Mutual 
support  Communication Mutual 

understanding  
Performance 

Teamwork motivates me 

Student-teacher interaction 
improves my learning attitutide 

Student-teacher interaction 
increases students’ self-
esteem Student-teacher interaction 
improves the learning 
environment 
Student-teacher interaction 
stimulates participation in the 
educational activity 
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results obtained. 

              

 

5. Conclusions 

            The cooperation between the offeror and the receiver is based on certain aspects of which the 

psychological elements play an important role. Beyond the consumer's consideration of minimizing 

the purchase price, there are other factors that cause him / her to act in a certain way. Among the 

fundamental aspects we considered as prerequisites of cooperation, we should mention that: 

- producer-receiver communication occupies a significant position;  

- consumer is certain that the final result is favourable for him/her; 

- co-production gets the relevant psychological valences expressed by increasing both the self-esteem 

and the attitude towards the work that has been carried out.   

- the economic, social and cultural environment of the respondents is also highly important.  
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