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Ri3. Vegheș, Călin, STRÂMBU-DIMA, Andreea, Romanian Agri-Food Businesses and the European Green Deal: An 

Exploratory Approach. Amfiteatru Economic Journal Volume 24 Issue 60,  may 2022, pp. 338-354, AIS 0,282, ISSN 1582-

9146, eISSN 2247-9104, WOS:000878397900009, DOI:  https://doi.10.24818/EA/2022/60/508   

Ri4. STRÂMBU-DIMA, Andreea, A Model Of Marketing Product In Religious Heritage Sites: Case Study For The 

Monastery Of Hodos-Bodrog, Annales Universitatis Apulensis - Series Oeconomica, Volume 23, Issue 2, 2021, pp. 104-117, 

ISSN: 1454-9409, eISSN 2344–4975,. Download: http://www.oeconomica.uab.ro/upload/lucrari/2320212/10.pdf. Revistă 

indexată RePEc, EBSCO, EconLit, DOAJ, Cablls, ProQuest. 

 

Ri5. STRÂMBU-DIMA, Andreea, Small Agrifood Producers Reaching the Consumers: Challenges and Solutions from a 

Marketing Perspective, Romanian Society for Economic Science, Revista OEconomica, Issue 03, September 2021, p. 73, ISSN 

1223-0685, eISSN 2286-0266, DOI: https://doi.org/10.24818/OEC/2021/30/3.05  Revistă indexată RePEc, EconLit, EBSCO.  

Ri6. Angheluţă, Valentin Alin, STRÂMBU-DIMA Andreea, Zaharia, Răzvan – Church Marketing – Concept and Utility, 

Journal for the Study of Religions and Ideologies, Volume 8, Issue 22, Spring 2009, pp. 171-197, AIS 0,142, ISSN 1583-0039,  

WOS:000266210000010, http://jsri.ro/ojs/index.php/jsri/article/view/352/350  

Ri7. STRÂMBU-DIMA, Andreea, Vegheş, Călin, Elements of Marketing Implementation in Religious Organizations in 

Romania – a Qualitative Research Approach, Analele Universităţii din Oradea – Seria Ştiinţe Economice, Tom XVII, Volumul 

IV, 2008, poziţia 665, pp. 1223-1228, ISSN-1582-5450. Download:   https://www.academia.edu/download/30445700/v4-

management-and-marketing.pdf#page=1225 Revistă cotată B+ în 2008 și indexată EBSCO, DOAJ, RePEc. 

Ri8. STRÂMBU-DIMA, Andreea, Marketing Research in Religious Organizations, Review of Management and Economical 

Engineering, Vol. 7, No. 7, 2008, ISSN 1583-624X, pp. 139-142. Download:  http://www.rmee.org/abstracturi/20084C/v3.doc 

Revistă cotată B+ în 2008 și indexată EBSCO, Cabells.  

Ri9. Călin Vegheş, STRÂMBU-DIMA, Andreea, Traditional versus Direct in Marketing Communication with the Romanian 

Consumers – an Exploratory Research Approach, Review of Management and Economical Engineering, Vol. 7, No. 7, 2008, 

ISSN 1583-624X, pp. 240-243, Download:  http://www.rmee.org/abstracturi/20084C/v3.doc Revistă cotată B+ în 2008 și 

indexată EBSCO, Cabells.  

Ri10. STRÂMBU-DIMA, Andreea, Călin Vegheş, Entrepreneurial University – A New Vision on the Academic 

Competitiveness in a World in Motion, Annales Universitatis Apulensis Series Oeconomica, Vol. 10, 2008, ISSN 1454-9409. 

Download:    http://oeconomica.uab.ro/upload/lucrari/1020082/56.pdf Revistă cotată B+ în 2008 și indexată RePEc, ProQuest, 

EconLit, EBSCO, DOAJ, Cabells.  

Rn1. Veghes, Călin; STRÂMBU-DIMA Andreea; Pantea, Carmen, Bălan, Diana, Rusescu, Marius, ”An Assesment of the 

Consumers’ Openness towards Participating in Marketing Relationships with the Organizations”, Conferință ISI Proceedings 

the 4th International Conference: Brasov, Romania, 16-17 octombrie 2009, publicat în: Brătianu, C., Lixandroiu, D, Pop, 

N.A. (Editori) – Business Excellence: Proceedings of the 4th International Conference: Brasov, Romania, 16-17 octombrie 

2009, Vol. 2, Editura Universității Transilvania din Brașov, Brașov, 2009, p.285-288, ISBN 9789731747101. 
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