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Abstract 

 The analysis of the forms of enunciation and implementation of the organizational strategies in relation to the 

exigencies and the managerial mission/vision assumed by the decision-makers expresses a specific form of what the 

specialized literature denotes as the identity of the business organization. Thus, both in economic and social terms, the 

convergence between strategy, mission/vision and organizational culture reflects a pragmatic need that the 

organizational decision makers have to take into account. In these circumstances, the research direction that we 

assumed requires an exhaustive analysis, on the one hand, of the ways to describe and materialize the strategies of the 

business organization and, on the other hand, of their implementation. Therefore, synthesizing the main ideas that 

reveal such an analytical approach sends us implicitly to consider the very structural and functional dimension of 

business organizations. 

Thus, we propose to invoke valid scientific arguments that attest to the idea that performing business 

organizations define and adapt their own strategies over time taking into account strictly pragmatic aspects, as well as 

assuming a humanistic/philosophical position of the top-management. The assumptions associated with this research 

demarche are built from analytical observations, sequentially conducted on the consistency of paradigms and 

examples of good practice found in literature and practice. The argumentative line developed in this paper is 

centralized on the analysis of those fundamentals characteristic of the pragmatic/philosophical ways depending on 

which it is possible to define/implement the strategy of the business organizations over time. Therefore, the proposed 

theme is conceived as an economic and philosophical study, exploring the variety and connections between the 

conceptual and theoretical dimensions relevant from the point of view of our scientific approach. 
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Introduction 
There are obvious systemic relationships between the strategy, values and mission of the 

business organization. So, when we talk about an assumption of this kind, we have to look at a 

series of successive implications of its main specific categories. Moreover, the literature 

distinguishes between two well-articulated concepts at the structural level: the mission and vision 

of the organization. 

Under these circumstances, we can remark on the organization's functioning process the 

determining character of the goals that the organizational decision-makers assume. At the same 

time, the selection of values, as well as the validation of an overall view of the optimal formula of 

the business organization, must express, in our view, its very identity. Thus, the existence and 

assumption of the organization's specific action strategies implicitly determines the decision-

maker's assumption of the economic reality according to which this is achieved. Therefore, we note 

in this context a series of conditionings that can be correlated with some requirements generated by 

the context in which the business organization's strategies are being formulated and implemented, 

all these relating the dynamic fields of knowledge [2][4]. 

 On this issue, we consider it necessary to bring to the analysis the idea that there is a close 

conditioning between the organizational identity and what this stands for. The argument put 

forward in the literature refers to the idea that the enunciation and implementation of organizational 
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strategies must materialize from a conceptual standpoint in the dimension of a pragmatic 

flexibility. Starting from the idea that the organizational identity needs to be explained in terms of 

its culture and its image [11], we conclude that the mission correlated with the organizational 

strategy are the necessary prerequisites for organizing the organizational identity over time. 

The issue in question allows us to take into account the idea of an organizational 

mission/vision, an idea that can be correlated, from our standpoint, with what the organizational 

culture represents [12] and implicitly the organizational strategy. Of course, the organizational 

behavior must not be forgotten in such a context. Thus, considering a structural analysis of how the 

organization behaves on the market, but also how it is perceived according to the objectives and 

strategies to which it relates, our analytical approach is focused especially on the value sequences 

to which it relates. 

 

1. The relational foundations specific to the methods of enunciation and 
impersonation/acceptance of strategies within the business organization 
 Taking into account of the aspects related to the strategic (re)organization of the business 

organization implies, from our point of view, an analysis of how decision-makers (top managers) 

can assume their organizational identity. We have in mind a number of aspects that refer to the 

relational foundations specific to the ways of enunciation and impersonation/acceptance of 

strategies within the business organization. Therefore, we consider that it is relevant in this 

approach to analyze some models of connection and integration of value sequences in the system of 

business organizations, and on the other hand, of the ways to legitimize their specific activities, in 

relation to a series of cultural and personality patterns in the business world. 

 The assumption that we have in mind is that, at a business organization level, the conditions 

of stability, sustainability and efficiency must be observed. Such conditions must also be reflected 

in the current economic and social realities. Therefore, the timely adaptation of the mission of 

business organizations as well as the implementation of effective, pragmatic strategies [19] express 

in essence the manifestation of a particular form of organizational behavior. 

 We particularly look at a series of valorizations that become obvious in the organization's 

profile in so far as the decision-makers' strategies are anchored in the process of connecting the 

virtual world to the real world. Thus, from our standpoint, the value fundamentals and, implicitly, 

the organizational culture acquire pragmatic relevance at the level of the business organization in 

the conditions in which the organization can follow the strategies resulting from the 

goals/objectives assumed by the statement of the mission in the real space (the real society). 

Moreover, the managers' interest in the successful implementation of the organizational strategies 

assumed in the economic profile of an organization determines us to focus our analysis on the very 

modalities of the relationship between the principles and the fundamental values issued and 

accepted by the decision-makers (founders and top managers). 

 From a purely theoretical perspective, the implementation of organizational strategies can 

be understood, from our point of view, to the extent that organizational behavior is also understood 

in relation to a dynamic model of corporate reputation. [16]. On the one hand, such behavior can be 

correlated with the idea of moral standards (principles, labels, expectations, customs) in relation to 

ideas such as competition, market impact, marketplace of goods and services. On the other hand, 

from the viewpoint of economic pragmatism, we notice that such behaviors of entrepreneurs, 

different by the ways of assuming strategies/objectives, can provide us clues as to what constitutes 

moral management [1] [8], respectively of one of humanistic nature, of a business organization. 

Certainly, the idea of a moral management of entrepreneurs has to be correlated with what 

represents the moral attitude of the employees in the daily theory and practice. 

 What we are interested in this approach is to see how the entrepreneurial moral assumption 

is possible within such a current global business competition. Is the moral assumption part of an 

organization's strategy? To what extent can good practices be correlated with their deontological 

dimension? In this way, the incongruence (potential or real) between two value systems 

destabilizes the legitimate character of the organization [10]. 

41



Annals of the „Constantin Brâncuşi” University of Târgu Jiu, Economy Series, Issue 1/2018  
 

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

 

 The process of defining and delimiting what constitutes a strategy in business organizations 

expresses beyond the goal of efficiency, a typology specific to the managerial process. Following 

the strategic dimension that we find within business organizations, we note that it is necessary to 

accept the idea of a series of reassessments and obligations relevant to the strategic management. 

At the same time, referring to an ample flow of social values and capitalizations that correspond to 

the values found at the level of the organizational culture, we can note a variety of forms of 

legitimation of responsibility both at the organization level and at the level of decision-makers, 

employees, with social implications, of course. 

 In these circumstances, the managerial validation of the managerial strategies by the main 

decision-makers and, last but not least the employees is possible given the awareness of the needs, 

necessities and requirements of the economic market. [18]. In other words, at the level of an 

analytical approach, the stakeholder behavior must be correlated in our opinion with the ideas of 

valuing and capitalizing of managerial principles. Such an assumption allows us to make a 

pragmatic explanation of the role played by performance and competitiveness in relation to a range 

of psychological, sociological and even political factors within the business organization. 

 At the same time, viewed as a dynamic system, the business organization bases its foundation 

or, at least, should base its functionality, along with the human resource involved, according to the 

managerial strategies. The issue we want to discuss is one that is related to how these decisions are 

implemented at a structural and functional level. How to get entrepreneurial performance by just 

implementing strategies? Their application must, of course, be linked to the factors mentioned 

above. Or, most of the time, beyond the decision-maker's enthusiasm and safety, no one can 

guarantee the success of a firm for a certain period of time. 

 What we want to emphasize is that performance comes as a result of assuming a whole 

cumulation of strategies, while taking into account aspects of organizational culture and 

organizational behavior. In other words, a change of paradigm of this kind, with its perfections and 

imperfections [13], must also concern ideas such as organizational/managerial philosophy, 

investment, productivity, efficiency. From a strictly economic, scientific point of view, these terms 

are different from each other. 

 Such an approach reveals some particular dynamics of managerial strategies that suggests 

that an internal process to be functional needs both a formal and informal approach to optimizing 

the organization's structures. As an example, the General Motors Corporation, committed to 

socially responsible activities, is dedicated to providing quality products and services. Or, another 

example that can be put forward in this context is that of the Toyota Company, whose 

philosophical policy has been since its founding in assuming a humanistic approach: promoting a 

relationship of cohesion and cooperation between decision-makers and employees, maintaining a 

friendly and fair relationship both within the company and in the community. 

 We note in this context the necessity at the level of the business organization of some 

analyzes that support the ideas of valorization (axiologically) and the capitalization (in economic 

sense) in relation to the methods of market orientation. In other words, it is necessary, in our 

opinion, within the business organization of studies to optimize the relationships between the 

interests of the decision-makers and the employees in relation to the value system to which they 

relate. In this way, the explanatory dimension of organizational behavior can be correlated with the 

way in which the success of the organization in question is related to the actors within it.  

 An example that we can bring to this effect is that of businessman Richard Branson, 

founder of the Virgin brand. In his affairs, he has always been guided by referring to moral and 

humanistic entrepreneurship. Thus, in his opinion, business involves creating value in the form of 

products and services offered. That is why business can be related to the very idea of good - "doing 

good is good for business" -[3], also pointing out from our point of view the idea of strategic 

conditioning. Such strategic conditioning highlights the very goals and objectives assumed at the 

level of senior management. 
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 2. The (re) evaluation of the strategy by reference to the main features of the business 
organization 
 The mission is a goal-generating force (in the sense that each clearly stated goal of the 

decision-maker does not disregard what the mission is about as a major achievement over time), 

these being explained by the general module of the basic function issued by the business 

organization. At the same time, the series of objectives is the main determinant of the action 

strategies, defining formulas for the implementation of the provisions of the adopted internal 

policies. In fact, identifying and defining a mission becomes fundamental in formulating, 

implementing and evaluating strategies that are characteristic of the organization. [14]. 

However, when we talk about such an approach, we believe that enacting and implementing 

strategies must, in our view, also take into account the impact of the new management on business 

organizations. Thus, we find cost-effective businesses on the Internet (social networks), but also in 

other sectors. What we want to pinpoint is that Internet access can leave its mark when it comes to 

developing and defining the mission of some business organizations in relation to the strategy of 

action taken. This situation leads us to appreciate that the public statement of the mission of 

business organizations implies a continuous process of adaptation and even redefinition. Moreover, 

the access to the Internet may result in a global/international strategy being assumed in common 

terms. 

 Establishing and implementing the mission of business organizations through a continuous 

process of (re) evaluation/(re) defining [15] with explicit reporting on the managerial humanist 

imposition implies some dynamics and a continuous reconsideration/reassessment of the strategies 

assumed by the decision-makers. Perhaps, this is why the idea of regulating the terms defining the 

mission of an organization proves to have a humanistic nature, as we find within it ideas that refer 

to a universe of discourse specific to the human nature.  

 Understanding the cultural and personality pattern within business organizations brings to 

discussion a number of issues that relate to how to impose/accept the main strategies assumed at 

the level of senior management. It is the idea that there is a mutual conditioning among the 

managerial strategies and the mission implemented at the level of the business organization. Such 

an example is found in the relationship pragmatism-humanism, a relationship strongly anchored in 

the value register of an organization.  

 The existence of a mission/vision, well-structured organizational cultures as well as 

principles and standards according to which ethics has practical applicability implies the reporting 

of the managerial strategies assumed in the professional practice itself. In this context, we believe 

that the analysis should be focused on the ways in which strategies are implemented in relation to 

the typology of the organizational culture. For example, in the case of the humanist 

entrepreneurship, the organizational development strategies are centered upon people, the actors 

themselves. An example of this is the companies that emphasize personal development by 

supporting and encouraging their own employees to participate in trainings. 

At the same time, the close link between the organizational culture and the senior 

management reveals that any tendency of systematic organization is ensured through action 

strategies. Therefore, the messages sent to top-level employees within a business organization must 

inspire confidence and consensus. In other words, trust must be a priority in interpersonal 

relationships. In this context, we can remember the idea that the organizational behavior is 

influenced by the way in which the social/value relationships are built among the members of the 

organization. 

 However, on this issue, we consider it necessary to specify that the analysis of the value field 

of the business organization involves a number of peculiarities that can generate functional effects 

upon the organizational actors. We mainly look at identifying those action strategies initiated at the 

level that underpin the operation of the business organization. Such strategies can be reassessed by 

reference to the main social responsibilities in order to integrate the objectives set out in the 

structure of the business organization.  
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 Regardless of the cultural model in which it materializes, the managerial values are assumed, 

in general, in the instrumental sense, acquiring the function of constant active of the organizational 

behavior. Regardless of the cultural model of the firm [7] in which it materializes, the managerial 

values are generally assumed in the instrumental sense, and the clarity of the organizational culture 

is conditioned precisely by the complementarity of the instrumental values - final values. The roles 

of the top management are also reflected in the organizational policies that imply empowering 

employees [21] as instrumental value. 

 For example, by confirming the premise according to which the social responsibility can be 

concretized to the extent that the decision-makers become moral agents [9], it is imperative that, in 

order to redefine the concept of the transfer of values from the invisible sphere to the visible one, 

the concept of ,,decision-maker” is redefined. This strategy, often attributed to postmodern top 

management, is defined as the empowerment or accountability of organizational actors and is one 

of the main forms of manipulation of the already crystallized culture in the process of materializing 

of the business mission.  

 By extrapolating this idea into a dimension of economic pragmatism, we believe that the 

relationship between ethical values and moral behaviors can be explained rather by the concept of 

,,social/economic responsibility” [17]. Therefore, the managerial performance (perceived as the 

effect of competitiveness) provides a number of axiological milestones aimed at directing the very 

process of accountability of the decision-makers at the organization level.  

 An example we bring about is the situation where some companies declare through 

marketing strategies that when purchasing a product/service, part of their profit is directed to 

certain humanitarian projects/sponsorships. It is precisely such a state of affairs that indicates the 

specific behaviors to business organizations that highlight, on the one hand, humanistic hypostases 

and, on the one hand, hypotheses of a moral nature, both associated by virtue of some discretionary 

responsibilities. Consequently, the idea we support is that according to which from the humanist 

entrepreneurship that is moral in nature, and from morality to responsibility, the scarcity is 

imperceptible. 

 In other words, the social dimension of moral standards within a business organization 

expresses that the final benefits obtained (performance, profit, efficiency, etc.) are a consequence 

of the moral assumption of both the mission/vision and the main goals/objectives. It is worth 

recalling in this context the role of education and training of managers, the (inter) national 

legislation, specific documents developed and implemented by top-management such as codes of 

ethics, codes of conduct, internal regulations [6] in relation to the strategies assumed by decision-

makers at the level of business organizations. 

 

 

Conclusions and proposals 
  The specificity of this approach that we have initiated in this paper lies in the fact that such 

a process (of defining/adapting the business organization's strategy) involves, from our viewpoint, 

a resizing of what the assessment/appreciation criteria of the social and axiological fundamentals 

represent according to which the objectives assumed by decision-makers at the organization level 

materialize. Thus, our interest corroborated with the idea of moral motivation within the business 

organization [5] or moral reasoning [20] was focused on identifying the main contexts of the 

economic development that make it possible to change of the attitude regarding the organizational 

strategies assumed by the decision-makers. 

 Thus, the main issues that we identified in analyzing the pragmatic nature of the 

relationship between identity, culture and business mission (an approach in the strategic 

management perspective) can be synthesized as follows: 

(1) the formulation of strategies can be effectively concretized by taking into account the 

mission/vision, the clearly stated objectives, the culture and the organizational behavior; 
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(2) the reorientation of strategies has become more important lately on the communication and 

networking channels; 

(3) the validation of managerial strategies is possible due to ethical/moral questioning, pragmatic in 

relation to the social/ecological ones; 

 Therefore, the coordinates of the value dimension at the business organization level and at 

the decision-maker level of the top managers reveal that such a relationship can be explained by 

certain parameters expressed in terms of managerial strategy. Such a problem expresses the need 

for the theoretical and practical reintegration and reinterpretation of the way in which the analysis 

of such a perspective in relation to a series of dynamic conceptual structures built according to 

certain value benchmarks was pursued in managerial terms. We believe that this assumption can be 

supported precisely by the validation process of the value sequences found within the business 

organization. 

 

 

 

 

References 
1. Baron, D.P. (2006). A Positive Theory of Moral Management, Social Pressure, and 

Corporate Social Performance. Working Paper, Stanford University. 

 

2. Bejinaru, R. (2016). Knowledge dynamics impact on intellectual capital in organizations. 

Management Dynamics in the Knowledge Economy, 4(4), 515- 534. 
 

3. Branson, R. (2012). Screw business as usual, traducere în limba română de Dan Bălănescu, 

Afacerile pentru oameni, Editura Publica, Bucureşti,18. 

 

4. Brătianu, C., and Bejinaru, R. (2014). Evaluation of knowledge processes within the 

learning organization. Challenges, Performances and Tendencies in Organisation 

Management, World Scientific, 125-135. 

 

5. Brekke, K.and Nyborg, K. (2004). Moral Hazard and Moral Motivation: Corporate Social 

Responsibility as Labor Market Screening. Working paper, Ragnar Frish Center, University 

of Oslo. 
 

6. Burciu, A. (2008). Etica în afaceri. Introducere în management, coordonator: Aurel Burciu, 

(Bucureşti: Editura Economică), 163. 

 

7. Burciu A., Kicsi R. (2016). Theory of organizations: New Answers to Old Questions. 

Journal of Eastern Europe Research in Business and Economics, Vol. 2016, 1-11. 

 

8. Carroll, A. B. (2001). Ethical Challenges for business in the new millennium: corporate 

social responsibility and models of management morality. Business Ethics, 01/02, 

Richardson, J.E. (Ed)., Dushkin/McGraw-Hill, Guilford, CT, 198-203. 
 

9. Carroll, A.B. (1991). The pyramid of corporate social responsibility: toward the moral 

management of organizational stakeholders. Business horizons 34 (4), 39-48. 
 

10. Dowling, J. and Pfeffer, J. (1975). Organizational legitimacy: Social values and 

organizational behavior, Pacific sociological review, 18 (1), 122-136. 
 

11. Hatch, M.J. and Schultz, M. (2002). The dynamics of organizational identity. Human 

Relations, 55(8), 989-1018. 

45



Annals of the „Constantin Brâncuşi” University of Târgu Jiu, Economy Series, Issue 1/2018  
 

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

 

 

12. Hofstede, Geert. (1991) Cultures and Organizations. Software of the mind. Published by 

Mc Graw-Hill Book Company Europe, London. 

 

13. Hubbard, G. R. (1998). Capital-Market Imperfections and Investment. Jurnal of Economic 

Literature. Volume XXXVI, March, 193-225. 
 

14. Kemp, S. and Dwyer, L. (2003). Mission statements of international airlines: a content 

analysis. Tourism Management, 24, 2003, 635–653. 
 

15. Lazonick, W. (1994). Business Organization and the Myth of the Market Economy, 

Cambridge University Press, 9. 

 

16. Mahon, J. F. (2002). Corporate Reputation: Research Agenda using Strategy and 

Stakeholder Literature. Business and Society, 41, 415-445. 

 

17. Muscalu, E., Fraticiu, L., Ghitulete, A. (2012). Corporate Social Responsability in The 

Curent Global Economic Context. Review of  General Management. Volume 15, Issue 1, 

85-92. 

 

18. Preda, M. (2006). Comportament organizaţional, Editura Polirom, Iaşi, 21. 
 

19. Schein, E. H. (2004). Organizational Culture and Leadership, 3rd edition, Jossey-Bass 

Business & Management Series, San Francisco, 7. 

 

20. Trevino, L.K. (1992). Moral Reasoning and Business Ethics: Implications for Research, 

Education, and Management. Journal of Business Ethics, 11: 445-459. 

 

21. Ugboro, I. O. and Obeng, K. (2000). Top management leadership, employee empowerment, 

job satisfaction, and customer satisfaction in TQM organizations: an empirical study. 

Journal of Quality Management, 5(2), 251. 

 

 

 

  

 

46




