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Ph.D. Professor Dinu Airinei
Ph.D. Student Daniel Homocianu
“Alexandru Ioan Cuza” University of Iaşi, Romania

DSS VS. BUSINESS INTELLIGENCE
Abstract: During last forty years, the terminology used for different kinds of information systems has changed, like from
Management Information Systems to Decision Support Systems and Executive Information Systems or like from the last
ones to Business Intelligence Systems. But much more has happened than just this change of terms, partly because the
technology has significantly evolved from internally developed graphical user interfaces to packaged applications that
provide users with easy access to data for analysis.
The main purpose of the paper is to provide theoretical explanations concerning some of these terms in order to get rid
of most of the potential confusions related to the corresponding research field.
Key words:
Decision Support Systems (DSS), Executive Information Systems (EIS), Business Intelligence (BI), Data Warehouses
JEL Classification: D8 - Information, Knowledge, and Uncertainty

Introduction
The main problem with topics such as Business Intelligence, Decision Support Systems, Executive
Information Systems, Management Information Systems (MIS) and many other acronyms ending in ‘S’ which comes from ‘System”, is the fact they seem to be a part of a terribly flighty field. As a simple
example, while the traditional approaches treat Business Intelligence precursors as predestined to the
managerial users, within some newer frameworks – Customer Relationship Management (CRM), BI is no
longer only used by management levels, but BI-tools and techniques are developed for all organizational
levels.
In addition, most of the published literature which covers the Business Intelligence area follows the
premise that most readers already know and understand what this is about, when, in fact, they usually do not.
These writings do provide a definition but usually a narrow one that circumscribes only a particular tool or
technology and this is also a potential problem.
Terminology and origins
When it comes about Decision Support Systems terminology, we have made an analysis of a
redundant set of thirty six DSS definitions given in time (1970-2008) by different authors or groups of
authors. Considering several recognized names of authors as: Little, Scott Morton, Keen, Wagner, Alter,
Moore, Chang, Sprague, Lucey, Kanter, Turban, Power, O’Brien, Kimball, Mora, Forgionne, Gupta and at
least one definition at each four years, this analysis has led us to a certain conclusion concerning the number
of futures to begin with in order to define DSS.
The logic was to observe a list of characteristics found in that definition set and to associate to each
of them an importance factor or a score equal to the number of occurrences of the corresponding key words
(or even of their synonyms). This way we will obtain a top with the most important features of Decision
Support Systems by sorting them in descending order using the score criteria.
So if considering the famous digit that corresponds to the short term memory, also known as “the
magical number seven” - so justified by the psychology professor George A. Miller1, and if retaining just
first seven features or a quarter of the resulting top (see figure 1), we will define DSS as information systems
used for decision making, conceived starting from the idea of support and from some principles as
interactivity / interaction or active usage, based on language, communication, ad-hoc querying, often using
data or exploiting a database / data warehouse respectively helping managers to solve their less structured or
unstructured problems.

1

Miller, G., A., The Magical Number Seven, Plus or Minus Two-Some Limits on Our Capacity for Processing
Information,<http://www.psych.utoronto.ca/users/peterson/psy430s2001/Miller%20GA%20Magical%20Seven%20
Psych%20Review%201955.pdf>
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On the other side, of Business Intelligence (BI), beyond some synonyms like understanding,
respectively mental alertness, or capacity for learning reasoning and understanding, the Random House
Webster’s1 dictionary offers for “Intelligence” two simple enlightening expressions: “quickness of
understanding”, respectively “grasping truths or collecting information”.

Figure 1 DSS features

So, a first explanation of Business Intelligence (BI) concept may start from some common word-forword trials as “collecting business information” or “quickness of understanding a business” and continue up
to some more elaborated and better justified forms like “intelligence analysis and reporting” or “economical
intelligence”.
The Romanian Association of Economical Intelligence (AIE) defines Business Intelligence as a wide
set of search, collecting, processing and information diffusion actions, useful to the economical actors with
the purpose of obtaining competing advantages by exploiting it in a defensive / offensive manner2.

1
2

*** Random House Webster’s Electronic Dictionary and Thesaurus
*** Romanian Association of Economical Intelligence (AIE), <http://www.aier.as.ro/faq.htm>
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We must not omit the possibility of explaining BI as or as part of Industrial Intelligence - although
this is often an illegal, overrated and forced way of temporary obtaining temporary advantage against the
competitors.
Technically speaking, Business Intelligence is also a generic term1 which covers a whole list of
concepts. In a restricted manner, the technology part can be approached as data warehouses with three layers:
queries and reports, OLAP - On Line Analytical Processing, respectively, Data Mining. While most queries
presume the use of a language in order to obtain immediate information, the reporting refers to creating or
generating reports by describing components and specific traits. At a higher level, OLAP allows the users to
make complex analyses thru a rapid and interactive access of information stored in a data warehouse, by
some viewpoints or perspectives called dimensions. The highest level is represented by Data Mining which
ensures the prediction of the future behavior using analysis and pattern recognition techniques for huge data
volumes.
According to a well known definition website2, a Decision Support System is a computer program
application that analyzes business data and presents it so that users can make business decisions more easily.
From the same source, we find out that Business Intelligence is a broad category of applications and
technologies for gathering, storing, analyzing, and providing access to data to help enterprise users make
better business decisions. The common part of these two definitions is the collocation “make business
decisions”. In addition they both involve decision making “based on data”. But while the first one
emphasizes the idea of making decisions easily, the second accentuate the aspect of taking better decisions.
So this is also comparing easily with better and the result is obviously a not perfect synonymy.
The main idea is that Business Intelligence is supporting decision making and that explains why the
term “decision support” is used quite often in Business Intelligence literature. Starting from those three wellknown types of Decision Support Systems3 - model-driven, data-driven and user-driven - one of the first
things some authors4 wonder when discussing this topic is whether or not Business Intelligence is actually
the new term for Decision Support Systems or, more specifically, the replacement for Data-driven Decision
Support.
Confusion sources and interpretations
Business Intelligence term has become for the sellers of decision support software programs a
preferred synonym5. Moreover, from the same viewpoint, the decision support systems seem to have an
academic connotation, which could explain once again the eventual terminological inadvertences.
In other opinions6, the developments associated with Business Intelligence go back to initiatives in
1985 to build a Decision Support System able to link sales information and retail scanner data. It is also
considered that specialization and segmentation followed into complex data retrieval, data modeling,
respectively data mining, while Business Intelligence as term replaced earlier decision support systems.
This term is actually an intensively popularized umbrella term. From the same perspective, Business
Intelligence describes a set of concepts and methods to improve business decision making by using factbased support systems. However, BI is sometimes used in order to replace the reports, query tools and
Executive Information Systems (EIS), while Business Intelligence Systems are considered data-oriented7
DSS. This way BI find its starting point as DSS - built and investigated by the information systems workers
and scientists for more than forty years.
According to Alter’s ideas8 we can conclude that BI has replaced data-driven decision support and
that because a number of approaches developed for supporting decision making including OLAP and data
mining. The idea of OLAP came out because of the difficulties associated to analyzing data in common
databases exposed to a continuous update process by online Transaction Processing Systems (TPS). So, in
order not to slow down transaction processing critical to customer relationships, most analytical processes
accessing large slices of transaction databases, needed periodic downloads of data from the active transaction
processing database into a separate database designed specifically to support analysis work. This separate
1

Quarles van Ufford, D., Business Intelligence - The Umbrella Term, <http://www.few.vu.nl/stagebureau/werkstuk
/werkstukken/werkstuk-quarles.doc>
2
http://www.whatis.com
3
Lucey, T., Management Information Systems 6th edition, DP Publications Limited, London, 1991, p.269
4
Alter, S., Information Systems: A Management Perspective, Addison Wesley Longman, 1999, <http://www.few
.vu.nl/stagebureau/werkstuk/werkstukken/werkstuk-quarles.doc>
5
Greenfield, L., A definition of Decision Support, <http://www.dwinfocenter.org/decsup.html>
6
Pareek, D., Business Intelligence for telecommunications, Auerbach Publications, New York, 2006, p.14
7
http://dssresources.com/faq/index.php?action=artikel&id=81
8
Alter, S., Op. cit.
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database often residing on a different computer together with its specialized software it is called data
warehouse and stand as a base on top of which OLAP and Data Mining can be applied without disturbing
transaction processing (see figure 2). In other words, these essential components of Business Intelligence are
replacing the old-fashioned way of performing data-driven decision support on the original TPS.
Dekker1 considers that Data Warehousing and Data Mining have two precursors: DSS and EIS. DSS
is focused on the lower and middle management and makes it possible to look at and analyze data in
different ways. EIS is the precursor focused on the higher management. Based on that and given the fact that
Data Warehousing and Data Mining form a large part of Business Intelligence, we could indeed see DSS as
the precursor of BI.

Figure 2 Business Intelligence pyramid by IBM2

Extending the versus up to EIS and BI
Turban and Aronson3 put equivalence between the term of Business Intelligence and that of
Enterprise Systems. They also claim that BI is used to describe the new role of the Executive Information
System, especially now when Data Warehouses can provide data as easy to use and graphics intensive query
systems capable of slicing and dicing it, or active multi-dimensional analysis called OLAP. Moreover, their
vision is not integrative because they consider BI replacing EIS.
From another angle, Simon and Shaffer4 consider Business Intelligence applications as simple
reporting and querying, OLAP, EIS-s and Data Mining. This is an integrative / exhaustive viewpoint because
they do include EIS-s also as applications, although an EIS already have some form of query and reporting
and even OLAP-like activities in it.
So, it is obvious that even these famous “duos” 5 will not agree on a definition of BI as long as first
say that BI replaces EIS while the others include EIS in BI.
Conclusions

1

Dekker, H., Business Intelligence, June 2002, Emerce, <http://www.emerce.nl/archives/magazine/juni
2002/Dossier/13997.html>
2
http://www.ibm.com/developerworks/db2/library/techarticle/dm-0505cullen/index.html
3
Turban, E., Aronson, J., E., Decision Support Systems and Intelligent Systems, Prentice Hall, 2001
4
Simon, A., R., Shaffer, S., L., Data Warehousing and Business Intelligence for e-Commerce, Morgan Kaufmann, 2001
5
Quarles van Ufford, D., Op. cit.
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Beyond all these considerations, the reality of the application sold today show us examples of realtime dashboards, part of some Business Intelligence reporting subsystems which undoubtedly use as sources
also Transactional Processing Systems.
On the other hand, one thing is for sure: Business Intelligence tools are today no longer used only by
superior or middle management levels and this also proves a removal or even a fracture from the traditional
targets of Decision Support Systems. In addition, so obsessively reclaiming that Business Intelligence is part
of the enterprise integrative systems make the last remark valid enough.
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Lecturer Ph.D. candidate Camelia Apostu
“Lucian Blaga” University, Sibiu, Romania

ONLINE ENVIRONMENT – NEW TRENDS IN THE COMPETITION OF THE FIRMS TO
GET THEIR TARGET
Abstract:The internet has developed faster than any other TV or Radio station and it will probably continue to develop
in this rapid way in the following decades as well. In fact, the Internet has become a very important and handy means of
communication which easy use at the same time; more and more people discover the variety and multitude of methods
of access to this global network. This is why the future of publicity is represented by advertising on line, a new form of
promotion which is increasingly developing both on international and local market. Nevertheless, in Romania there are
only a few hundreds of advertising campaigns on line in comparison with Western Europe where there are a few
thousands or more of such campaigns.
This positive evolution of advertising has been mostly determined by the increasing number of Internet users but also by
the need of users to give up to the classic means of communication. At present, the marketers have more experience
with the Internet and we can sat that they have more “education” regarding the Internet: most of them who have used
such instruments of promotion have had very good results and they have become aware of the fact that they can reach
their customer target through Internet as well.
Key words: Online, advertising, internet user, interactivity.
JEL Classification: M31, M37

Internet has become more and more visible in the marketing and communication mix and for several
brand types it will become even the main communication channel of defining their values. Moreover, the
internet is no longer a hobby, at present there are 7 million online users in .ro and the best way to reach them
is online advertising (see Figure 1).
The internet has brought a lot of benefits to marketing including low costs on information
distribution to a global audience. The interactive nature of internet marketing enables receiving an instant
answer and finding very fast the result of a marketing campaign. These are the unique qualities of internet
marketing.
Internet marketing combines creativity and the technical aspects of the internet but also design,
development, advertising and sale.
Internet marketing is a process that increases and promotes a company using online environment. It
does not mean only “create a site” but also “promote a site”. Somewhere behind a site there may be a real
company with clear targets.
This type of marketing has its roots in the traditional marketing, what it makes so different from the
traditional is its unique feature: interactivity.
On the internet, the communication goes in two directions as in the case of the traditional marketing
there is only one direction. At the same time, at any time day or night, sellers or buyers may close their deals
either from their home or their office.
Online marketing has the advantage to present interactive promotion materials which may meet the
expectations of each type of buyer. In stead of creating a unique message which specific to mass promotion,
online marketing creates “interactive brochures” that enable potential customers to choose the information
they want and when they want. On the internet, companies may create their own sales presentations of their
products which may be targeted to each buyer in particular.
With online marketing, companies can now target their customers in a way that the traditional
marketing did not permit in the past. Individual messages, one to one sale and placing an advertisement
among a huge number of useful items of information are the best ways. Online advertising is closer to
personal sale than anything else.
In general, it very much depends on the category of products we refer to but for most categories
online advertising is a means for additional differentiation and the most obvious tendency is to include
advertising in media mix for more and more types of brands and products. To a great extent, the increase or
decrease of the importance of on line internet depends very much on the success of the first campaigns.
Moreover, for many years now, there have been campaigns that take place exclusively online. In
fact, there are three types of campaigns: those that include all media (TV, print, radio, internet), those that
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include a mix between internet and another communication means (usually print or radio) and exclusive
online campaigns that enables interactive communication.
At present, the biggest investors in online advertising come from different markets:
telecommunications, banking and automotive. For example, in the case of banking market, “figuratively
speaking, the offline competition turned into online competition.”
The quality of information and services managed to convince most Romanians that internet deserves
more attention: the number of users has increased and advertisers are oriented more and more towards online
environment.
A study on internet market done by Miniwatts Marketing Group shows that Romania has one of the
highest increase rate of the number of internet users in Europe during the period 2000-2007. (see figure 2)
Internet market is characterized by the constant increase of the number of users and the number of
registered domains, the quality improvement of the content, information and services offered by the
Romanian sites, the increase of the volume and the level of complexity of on line advertising.
As the number of Internet users is constantly increasing and the quality of the content is more
complex, on line advertising will extend in the future. This is also proved by the number of companies and
brands that use on line advertising has significantly increased.
The advertisers choose online advertising due to the advantages it presents:
 the target audience has attractive attributes: it is young, dynamic, modern;
 an online advertising campaign can reach the audience during work hours, when it is not targeted
by any other media; Internet prime-time is between 9 and 18, and during this period I think the online is the
best way to reach a few million educated users, who have above average incomes, who know how to use a
PC, who own a mobile phone, etc. Moreover, studies indicate that online users consume less and less
traditional media;
 an online advertising campaign has relatively low costs compared to other media;
 an online advertising campaign ca be monitored shortly after being launched;
 an online advertising campaign implies direct and personalized communication with the consumer;
 advertisers can access specific consumer segments, due to the existence of specialized sites.
As advertising format, the advertisers mainly go for banners. On the West-European market the main
advertising format continues to be the banner as well.
One of the advantages of internet marketing is that you have access to a lot of good-quality
information. The consumers can have access to the Internet and check the products, they can buy them at any
time, day or night.
Campaigns using Internet marketing may also save money because the necessary selling strength is
reduced. Internet marketing can generally help business evolve very quickly from a local market to a national
or even international market. Compared to traditional media, like prints, radio and TV, Internet marketing
can have relatively low market entrance costs.
Although it may seem relatively easy to enter the online marketing world, mention should be made
that business strategies still apply.
Here are a few important characteristics that differentiate internet marketing from “offline
marketing”:
The One-on-one approach vs. One-on-infinity: the targeted users are those who surf the net, and
the marketing message reaches their personality. This fact is obvious in the “search marketing”, where the
advertising message is targeted on one key word that the users have searched.
Demographic targeting vs. behavioral targeting: off-line marketing divides customers according to
age, sex, geography, and other general factors. Online marketing can afford the luxury to be targeted
according to activity. Advertisers can use very detailed forms to target the users according to certain
activities, so that those who are interested could reach the new products or services.
Measuring: Almost all the aspects of an online campaign can be followed, measured, and tested.
The advertisers use CPM - pay per banner impression, PPC - pay per click, or pay per close transaction.
Reaction and immediate answer: Since onlone marketing has been inviting the users to click on the
message, to reach on the site, and a targeted action is performed, the campaign results can be immediately
followed and measured. On the other hand, someone driving a car that sees a panel, should be interested in
that product to look for further information. Since the use of exposure, response and, generally, the average
Internet efficiency, is much easier to follow a campaign compared to the traditional "off-line" media.
Marketing people and their customers have started to become aware of the necessity to measure the
marketing campaign effects, for example how the use of Internet affects a shop. Internet marketing develops
very rapidly compared to other advertising media.
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Adopting an efficient internet marketing strategy, supposes the following stages1:
1. Identifying the problem
Those who go on the Internet, first have to identify the opportunity of their launch on this
environment. Those who are already present in the virtual space, start by defining the problems they are
confronted with, and look for solutions: updating or redesigning the site starting from the visitors'
suggestions.
2. Setting the objectives
What is the purpose of the respective online campaign? First when the digital platform to be further
used is selected, the precise objectives, which have to be reached through the marketing effort, are
established. What are the quantifiable results desired at the end of the campaign? Setting the objectives helps
to clarify and define the internet marketing process. Other objectives could refer to increasing the site
visibility, increasing the number of visitors, or improving interactive communication with the customers, etc.
3. Establishing the type of strategy
The type of strategy is established in the same way as in classic marketing according to the position
held against market characteristics.
4. Integration in general strategy
Integration in general marketing strategy of the company is very important, especially since Internet
marketing represents a complementary element to classic marketing. Therefore, permanent agreement must
be reached between classic means and those on the Internet concerning the company image, company
mission, and everything that has to do with the identity of the company that went online, logo, slogan, policy,
professionalism and promptitude.
5. Assigning resources
What is the budget assigned for Internet marketing activities project? We should not start a
programme if it can be only performed only half-way.
6. Executing the plan
This means moving from theory to practice. The steps that need to be taken represent in fact an
Internet marketing plan, whose implementation requires activities such as: registering the domain name;
designing and creating the web site; registering the site in the search engines; the audit of the site; electronic
mail; identifying relevant news; banners; making sure that the website is being permanently updated and that
e-mails are answered.
7. Examining the results - measuring the success
After testing the plan, it is time to evaluate how close we are to the set objectives. What has been
accomplished, what has been learned while applying the plan? How can it be improved next time? Feedback
must be used to constantly improve the digital marketing campaign. Although it may seem difficult to
measure success, there are, however, a few ways of measuring traffic and the number of visitors on site. One
of the most popular schemes is to add a visitor meter to the website. A second way is to look in the server
access journal. There are certain browsers that stock information on the previous site that its users visited.
This is an useful instrument in order to trace back the visitors' itinerary and to check if there is a common
point for all visitors. Finally, visitors can be encouraged to sign a guestbook, being offered a prize as an
incentive.
Since the number of Romanian users has increased very much (see figure 1), the media agencies
have started to change their online strategy. Many have created separate online departments, and agencies
specialized only in this field have appeared. It can be observed from the consumption behaviour of the
population that the number of printed media decreases every year, and the internet becomes more and more
popular. Online promotion does not mean adapting the print to a banner format, nor posting the TV spot on
youtube in the hope it will turn into a virtual campaign.
The objectives of an online campaign should be linked to a key element in direct marketing: action.
How would you like people to respond? Send an e-mail, sign in to a site, sign up, phone, come to a certain
place?
At the same time, an online campaign should be measurable as far as the results are concerned.
Paradoxically, however, although the internet provides instruments that can measure the campaign effect to
the individual, most times they are not used.
Last but not least, targeting in an online campaign should be more personalized than in the case of
ATL. A good exercise would be to see the difference between the two as it follows:
-in ATL targeting you speak to a million people at the same time;
1

Gheorghe Orzan - Marketing Strategy in Cyberspace in Journal of Online Marketing, No.1, January 2007
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-in online targeting you speak a million times to one person.
There are a series of disadvantages that the internet users experience in connection to the
advertisements on the sites they visit, such as:
- pop-up windows opened without any action from the user,
- slow loading of the advertisements,
- windows that try to trick you to click on them,
- altered formats with no close button,
- advertisements that cover the initial page content,
- advertisements that do not specify what is being advertised. Users may click on it out of curiosity,
but certainly many do not like the "mystery" which proves to be a commercial for a product they do not
need,
- advertisements that "move" the page content. The users enter the page for a specific reason, and
not all of them like the queer creations that disturb normal reading of the page,
- the advertisement takes up most of the page,
- the advertisement has a blink effect (sudden change of colour, usually into a complementary one)
- the advertisement “floats” all over the screen, the advertisement has automatic sound.
Despite all that there is a good side too, all users are positively impressed when: the banner indicates
what happens if they choose to click on it; it is a vote of confidence which the user gives to the advertiser,
the banner makes reference to the internet user’s behaviour, the banner is identifiable as advertising message
(recent rules state that on the content sites the advertisements should have a small tag which specifies that
that box is an advertisement, not part of the page content), it gives information about the advertised product,
gives further information without leaving the page (either with expandable banner at mouseover, or with
expandable banner on click, or with interactive banners – which are actually minisites in flash format,
allowing the user to surf through the banner without being redirected to the landing page).
When we talk about online campaigns efficiency, we must have in view the objectives that we set,
and at the moment, the online campaigns do not generally have very clear objectives. Notoriety is sought
first of all and as many postings as possible are bought. In most cases, the customer looks at the click rate,
and some look at the reach rate. And that is all.
However, an online advertising campaign can have very specific objectives. With its help, one may
obtain notoriety (for the brand, product, offer, service, etc.), customer relationship (for example, a free online
service could be offered to develop a long-term relationship with the target audience), sales leads (through
which the user can be led to the offline selling point or even to the online one, if the product is being sold in
a virtual shop), data can be collected on the users and a consumer-generated content can be obtained.
For example, in the case of an online banner campaign, besides the well-known data concerning the
number of postings or the number of single users touched and the average number of postings per single
visitor, the resulting click rate can be monitored. In this case, what is relevant is the click rate per single
visitors and not the click rate per total number of postings of the online banner.
Concerning the web strategy efficiency of the site to which the user was sent by clicking on the
banner, various conversions can be made, depending on the objectives. Thus, one can find out how many
users continue surfing the site after clicking on the banner versus how many close the site immediately, how
many of those who have got to the site from the banner use the interaction options offered on the site
(information on details, send to a friend, info printing, online content posting, subscribing to an internet
service), how many decide to buy (contacting a salesperson/dealer online or online purchase). These are
details that matter.
Even if the internet does not have as many measuring instruments as the television, the radio or the
written press, there are instruments for measuring the efficiency of the advertising campaigns on the Internet.
In most cases, however, measuring the results stops at the click on the banner. Few are those who follow
what happens to the users after they clicked on the banner. If they did, they would know if they placed the
banner in the right place, if they sent a good message, if the site supports their campaign or not.
As the youngest branch of advertising, online advertising obviously earns the least money for the
industry compared to the other already established media. Television is, by far, the first in the advertisers'
preferences. In Romania people still have the strange idea that television is the best media for an advertising
campaign, which explains the huge market shares (80-85%). In the other civilized countries in UE these do
not exceed 60 percent. Therefore there is a handicap from the start for all the other media, not only for online
advertising. It is true that a TV spot broadcast at prime-time can be sufficient to see actual results, but at very
high costs.
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Figure 1

Figure 2 - Internet usage in the European Union - EU27
EUROPEAN
UNION

Population
( 2007 Est. )

Internet Users,
Latest Data

Penetration
(% Population)

Usage
% in EU

User Growth
(2000-2007)

Austria

8,199,783

4,650,000

56.7 %

1.7 %

121.4 %

Belgium

10,392,226

5,100,000

49.1 %

1.9 %

155.0 %

Bulgaria

7,322,858

2,200,000

30.0 %

0.8 %

411.6 %

788,457

356,000

45.2 %

0.1 %

197.2 %

10,228,744

5,100,000

49.9 %

1.9 %

410.0 %

Denmark

5,468,120

3,762,500

68.8 %

1.4 %

92.9 %

Estonia

1,315,912

760,000

57.8 %

0.3 %

107.3 %

Finland

5,238,460

3,286,000

62.7 %

1.2 %

70.5 %

France

63,718,187

34,851,835

54.7 %

12.8 %

310.0 %

Germany

82,400,996

53,240,115

64.6 %

19.5 %

121.8 %

Greece

10,706,290

3,800,000

35.5 %

1.4 %

280.0 %

Hungary

9,956,108

3,500,000

35.2 %

1.3 %

389.5 %

Ireland

4,109,086

2,060,000

50.1 %

0.8 %

162.8 %

58,147,733

33,143,152

57.0 %

12.1 %

151.1 %

Latvia

2,259,810

1,070,800

47.4 %

0.4 %

613.9 %

Lithuania

3,575,439

1,221,700

34.2 %

0.4 %

443.0 %

Luxembourg

480,222

339,000

70.6 %

0.1 %

239.0 %

Malta

401,880

127,200

31.7 %

0.0 %

218.0 %

Netherlands

16,570,613

14,544,400

87.8 %

5.3 %

272.9 %

Poland

38,518,241

11,400,000

29.6 %

4.2 %

307.1 %

Portugal

10,642,836

7,782,760

73.1 %

2.8 %

211.3 %

Romania

22,276,056

7,000,000

31.4 %

2.6 %

775.0 %

Slovakia

5,447,502

2,500,000

45.9 %

0.9 %

284.6 %

Slovenia

2,009,245

1,250,000

62.2 %

0.5 %

316.9 %

40,448,191

22,843,915

56.5 %

8.4 %

324.0 %

9,031,088

6,981,200

77.3 %

2.6 %

72.5 %

United Kingdom

60,776,238

40,362,842

66.4 %

14.8 %

162.1 %

European Union

490,430,321

273,234,619

55.7 %

100.0 %

189.5 %

Cyprus
Czech Republic

Italy

Spain
Sweden
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NOTES: (1) The European Union Internet Statistics were updated for November 30, 2007. (2) Population is based on data from the
Census Bureau. (3) The usage numbers come from various sources, mainly from data published by Nielsen//NetRatings , ITU , C-IA, local NICs and private sources. (4) Data may be cited, giving due credit and establishing an active link to Internet World Stats .
Copyright © 2008, Miniwatts Marketing Group. All rights reserved.

According to IAB (Interactive Advertising Bureau) Romania, which reunites the online advertising
players/members, there are two ways of measuring online advertising. One consists of monitoring the sites
and automatically calculating the value of the banners rolled in ratecard, the other consists of collaborating
with an audit institution which is expected to gather the information declared by each company involved,
under the bond of confidentiality, and presents them at a later time in a complete report. The second form is
preferred in our country, as well as in the other European countries. This direction implies the online
advertising standards, which should be accepted by all the online advertising companies in Romania, as well
as the data concerning internet traffic and activity which are to be provided to BRAT (Romanian Selection
Audit Bureau). BRAT is a non-profit association of advertising editors, agencies and customers. At present
BRAT has more than 230 members and provides the advertising industry with the necessary information for
the transaction of the written press advertising space, through SATI, for the internet.
This year, online advertising market has been estimated to 10-12 million euros by the main online
advertising companies. The IAB project intends to avoid such estimations and, moreover, using this data it
will be able to draw a general picture of the advertising market.
Along with the launch of SATI (Study of Internet Audience and Traffic) and BRAT the confidence
in online will increase, and the market estimations could be closer to reality. SATI offers a more credible
evaluation of the sites. SATI provides for the online advertising market a correct, independent and credible
evaluation of the sites' performance, both concerning the traffic and audience, and the users' profiles. Thus,
the advertising market, the agencies, the advertising customers, and the state managed companies will be
able to use a common standard in the transaction of the advertising space in the online environment, as well
as in the other environments.
Starting with this year, you will find available, not only traffic results, but also the results of several
socio-demographic studies of the sites. These rely on an offline study, which will offer information on the
structure and size of the universe of the Internet user in Romania, on an online study, made on a
representative sample for the online users in Romania, and on the traffic data measured using the SATI
system.
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ASPECTS ON CUTTING DOWN THE QUALITY COSTS IN PRODUCTS DESIGN
PROCESS
Abstract: The paper presents some aspects related to products design, which can help with reducing the product cost.
The costs cutting down can not be separated from product quality. Quality costs are the costs associated with
preventing, finding and correcting defective work and they are huge. Many of these costs can be significantly reduced
or completely avoided by product design. A good initial design can eliminate expensive change orders, wasting
valuable engineering resources and possibly inducing further quality problems in the process.
Key words: Design, Product, Quality, Process, Cost
JEL classification: O 14

General
The concept of “quality“ is defined in the quality standard SR EN ISO 9000:2006 as “The extent in
which an assembley of intrinsic characteristics meets the requirements“.
From the manufacturers’ and clients’(users’) point of view there are eight fundamental aspects
which define the products such as:
performances;
tehnical and operational characteristics;
reliability;
compliance with specifications;
durability;
serviceability;
product design;
product perception on the market (at the client).
These eight aspects can be grouped in two categories of the quality management:

design quality (the relation between the design specifications of a product, clients' needs and
preferances);

conformance quality (the degree to which manufactured products approaches design
specifications).
The quality management related to development or manufacturing stage of the product is primary associated
with achieving design quality. In subsequent stages this is focused on assurance of conformance quality.
There are two categories of costs related to quality:

conformance costs;

nonconformance costs.
Conformance costs includes nonconformance prevention costs and assessment costs of conformance with
specifications. Nonconformance costs includ failure quality costs which can be internal or external to
company.
Design for manufacturability of a product can reduce many costs since products can be quickly
assembled from fewer parts. Thus, products are easier to build and assemble in a shorter time at a high
quality. The components are designed to be manufactured easy and with common characteristics with other
projects. Design for manufacturability encourages standardization of parts, use at maximum of bought parts,
modular design and standardized design features. In this way designers will save time, energy and money.
Design for manufacturability can often cut costs in half and the necesary time to put product on the
market.[1]
[1] David M. Anderson, "Design For Manufacturability and Concurrent Engineering", CIM Press, 2006
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The importance of decisions on conception
It is appreciated that by the end of the design stage, only 8% of the whole product buget has been
spent. By that time the design has determinated 80% of the product cost and the concept or achitecture
product alone has determinated 60% of the cost.
The main aspects concerning design, which can influence the product costs
1)
Understanding the manufacturing problems/issues of current and past products
With a view to learning from the previous experience and not to repeat old mistakes, it is important to
understand very well the causes which led to quality problems of current and past products with respect to
setting parts, design aspects, manufacturability, introduction into production, serviceability, regulatory test
performance, selection of suppliers, etc. This can be achieved if it is taken into account the previous
experience that could be profitable for new designs.
2)
Using QFD (Quality Function Deployment) method
It is recommended using of this method to define products to capture the voice of customer and to
ensure that the first design will satisfy the voice of customer without the cost and risk of changing the design.
Nowadays a conventional design process is no more suficient because this is more focused on
engineering capabilities and less on customers' needs. QFD like a laser is focused on all product
developement activities based on customers' needs. These days modern QFD offers a better framework to
integrate different inovative methods into product development process including TRIZ ("Theory of
Inventive Problem Solving").
3)
Applying Poka-Yoke principles
Applying Poka-Yoke principles at product design in order to prevent mistakes by design with a view
to avoiding incorrect assembly or fabrication.
4)
Simplifying the design
Cutting down the number of parts, interfaces and process steps leads to elegantly simple designs and
uncomplicated manufacturing processes. It is appreciated that, the quality of the product will be (assuming
perfect processing) equal to the quality level of the parts to the exponent of the number of parts. For instance
a product with 500 parts with each part being 99,9 percent good, a third of the products will fail just from the
parts.
5)
Design for easy fabrication and assembley
Designing for easy parts fabrication, material processing and product assembly is a primary design
consideration. Even if «labor cost» is reported to be a small percentage of the selling price, problems in
fabrication, processing and assembley can generate enormous costs and cause production delays.
6)
Using multi-functional design teams for product development
Collaboration between departments and buildind the multi-functional design teams to assure that all
quality problems are raised and resolved early and that quality is treated as a primary design goal. Early and
active participation in design for functionality but also in optimizing cost, delivery, quality, reliability, ease
of assembly, testability, ease of service, shipping, human factors, styling, safety, expandability and
compliance with regulations and legislation assure a good product development.
7)
Providing a complet and comprehensive design documentation
Many designers fail to document every aspect of the design in the process of products development.
Drawings, manufacturing instructions, and bills-of-material sent to the manufacturers or sellers need to
convey the design unambiguously for manufacture, tooling and inspection. Imprecise and ambiguous
drawings lead to misunderstandings and interpretation, which add cost, waste time and may compromise
product quality.
8)
Efficient minimizing of types of risk
For critical applications/parts it is used FMEA (Failure Modes Effects Analysis) method in order to
minimize all types of risk not just the functional one. FMEA method is focused on preventing failure modes,
which are known from the previous experience. In brief this method is followed:
■ clarify the function of each component part;
■ investigate the factors that are apt to cause problems:
 check the environment and use conditions;
 identify failure modes;
■ study the extent of effects produced by problems that have occurred, and look for important causal
factors;
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for problems that have produced significant effects, select countermeasures or, if the nature of the
problem is anclear, explore the relationships between effects and their causes using failure analysis
methods.
9)
Implementing of specific procedures for process design
For parts to be produced by specific processes such as welding, casting, forging, extruding, forming,
stamping, turning, milling, grinding, sintering, plastic molding, etc, it is important to use specific design
procedures. Specialized literature shows a summary of design procedures for many specific processes.
Using of «off-the-shelf parts» can reduce the product cost taking into consideration the costs of
design, documentation, prototyping, testing, the overhead cost of purchasing all the constituent parts, etc.
Using the off-the-shelf parts also saves time for design, document, administer, build, test and fix prototype
parts.
The «off-the-shelf parts suppliers» are more specialized and experienced on their products and they
are therefore more efficient. Thus they can improve quality continuously, prove track records on reliability,
design parts better for manufacturability, produce parts of lower cost, offer standardized parts and sometimes
pick up warrantee/service costs.
The off-the-shelf parts utilization lead to a better management of internal resouces for design and
manufacturing of products.
10)
Avoiding right/left hand parts
It is recommended to avoid designing mirror image parts. Design the product so that the same part
can function in both right or left hand modes. If identical parts can not perform both functions, add features
to both right and left hand parts to make them the same. In other words this is to use "paired" parts instead of
right and left hand parts.
11)
Designing symmetrical parts
Symmetrical parts can not be installed backwards in manual assembly. Backwards installation is a
major potential quality problem associated with manual assembly. Each part is designed to be symmetrical
from every "view" (in a drafting sense) so that the part does not have to be oriented for assembly.
Symmetrical parts do not require special sensors or mechanisms to orient them correctly, in automatic
assembly. The extra cost of making the part symmetrical (the extra holes or whatever other feature is
necessary) will be saved many times over by not having to develop complex orienting mechanisms and by
avoiding quality problems.
12)
Designing asymmetrical parts if part symmetry is not possible
The best part for assembly is one that is symmetrical in all views and the worst part is one that is
slightly asymmetrical which may be installed wrong because the worker or robot could not notice the
asymmetry. Or worse, the part may be forced in the wrong orientation by a worker (that thinks the tolerance
is wrong) or by a robot (that does not know any better).
If symmetry can not be achieved, the parts should be made very asymmetrical. In this case workers
will less likely install the part backward because it will not fit backward. Automation machinery may be able
to orient the part with less expensive sensors and intelligence. Indeed, very asymmetrical parts may even be
able to be oriented by simple stationary guides over conveyor belts.
13)
Designing for assembley
It is very important to understand the manufacturing process well enough to be able to design parts
and dimension them for fixturing. Parts designed for automation or mechanization need registration features
for fixturing. Machine tools, assembly stations, automatic transfers and automatic assembly equipment need
to be able to grip or fixture the part in a known position for subsequent operations. This requires registration
locations on which the part will be gripped or fixtured while part is being transferred, machined, processed or
assembled.
14)
Minimizing tooling complexity by concurrently designing tooling
15)
Specifying optimal tolerances for a robust design
■

Experimental design can be used to determine the effect of variations in all tolerances of part or
system quality. All tolerances can be optimized for a robust design to provide high quality at low cost, using
Taguchi Methods.Thus it is possible to identify critical dimensions which need tight tolerances and precision
parts which can then be tolerated methodically. This approach can lead to minimizing cost and assuring high
quality by identifying low demand dimensions that can have looser tolerances and cheaper parts.
Without a methodical way to determine tolerances, the alternatives would be:
- design all tolerances tight just to be sure, which is expensive; tolerances that appear to be overly
tight may have credibility problems and invite interpretation or

20

Supliment Nr. 2 - 2009

- design tolerances too loose, leading to manufacturability and quality problems hard to troubleshoot
and rectify.
16)
Specifying quality parts to be bought from reliable suppliers
Finding and repairing a defect at the next stage of assembly costs 10 times more as it is shown in tabel
1 "the rule of ten". Thus, it costs 10 times more cost to find a part defect at a sub-assembly; 10 times more to
find a sub-assembly defect at final assembly; 10 times more in the distribution channel; and so forth. All
parts must have reliable sources that can deliver consistent quality over time in the volumes required.
Tabel 1 - "The rule of ten"[1]
Level of completion
Cost for finding and repairing defect
The part itself
x
At sub-assembley
10x
At final assembley
100x
At the dealer/distributor
1000x
At the customer
10000x
17)
Minimizing setups
For machined parts, accuracy is ensured by designing parts and fixturing so that all key dimensions
are cut in the same setup (chucking). Removing the part to re-position for subsequent cutting, lowers
accuracy relative to cuts made in the original position. Using single setup machining is therefore more
economical.
18)
Minimizing cutting tools
For machined parts, the cost is minimized by designing parts to be machined with the minimum
number of cutting tools. Keep tool variety within the capability limit of the tool changer.
Conclusion
Applying the techniques presented herein, lead to a right initial design of the produc. If quality is not
assured by the initial design, then expensive change orders will have to be carried out, wasting valuable
engineering resources and possibly inducing further quality problems in the process. It is recommended that
design requirements to be met without having to compromising the product just to get products out the door.
It is also recommended to centralize the most current data with a good product data management.
Companies that have applied the techniques presented herein, can realize substantial benefits with
significant improvements in quality, reliability, serviceability, product line breadth, delivery, customer
acceptance and competitiveness.
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COMMUNICATION STRATEGY - KEY ELEMENTS FOR CHANGE MANAGEMENT
Abstract: Significant organizational changes often begin slowly, are incrementally implemented and are
subject to change as information is gathered concerning the effectiveness of the process. Indeed that is the
approach normally exspoused by those who have extensive experience in planned organizational change.
Such change processes may be non-inclusive at the start in that only a small fraction of the workforce is
involved. Many organizational participants are only vaguely aware that changes are taking place and the
ambiguity surrounding these changes provides a fertile ground for rumours, anxiety and ultimately
resistance. This is true even though management has communicated its intent through specifically designed
messages or even a carefully crafted communication strategy.
Nonetheless by the time the change is dispersed throughout the organization, many organizational
participants have developed attitudes different from those which management intended. When the attitudes
are negative the success of the change may be affected adversely.
Key words: communication strategy, change management, informational system
JEL classification: M14, M16, O19
.
The change should be carefully planned. It begins slowly and provisionally in areas of greatest
probable success. All employees must be informed through plant and company publications that a change
was coming and the reasons for it. Plant management and supervision must be informed directly through
plant meetings. The message conveyed was that owing to increasing competition, production efficiencies are
necessary and that through better operational methods, these efficiencies could be gained. "Work smarter, not
harder" is the succinct slogan conveyed throughout the literature.
The departments covered by the new process should be monitored using production records on the
one hand and attitude survey data on the other.
Some authors suggested in time that the decline in job attitudes around companies that tried to
implement change managemet was due to poor communications. They felt that if the employees had really
known and understood the reasons for the new system then they would have approved of it. Those
responsible for the attitude studies felt that other factors were more significant causes of the decline in
attitudes.
The two most prominent factors were responsiveness of supervision to employee complaints about
work standards and the degree to which employees felt that they had influence over how they did their job
and at what pace. Accordingly, several relevant changes to the process were made. Data indicated that the
negative impact was reduced among those covered by the new programme and in some cases it was reversed.
The issue of deficient communications as a major contributor to lower job satisfaction was put to rest, at least
for a while.
Speciaists are convinced now that a different communications strategy will be successful in the
future organizations. They say this because the attitude slide, although not as pronounced among employees
not covered by the work measurement process as among those who were, was plant wide in every instance.
Most people did not fully comprehend the necessity for the change or how it ultimately might affect them.
Rumours, mostly negative, abounded, despite the company's communication effort.
The received message was different from that which was intended. Instead of a well-understood new
process that was designed to reduce costs through increased productivity and more efficient production
methods, what the operators saw were "college boys nosing around the joint" who then went back to offices
set well apart from the factory floor, put together some numbers from a seemingly incomprehensible book
full of statistics, and issued new production standards against which the operators were measured.
The rumours and misconceptions generated considerable anxiety among the different organizations,
both those directly covered by the process and those only hearing about it. Attitudes about the programme
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itself were universally negative, which set up a hard core preconception of negativism. The message of
"work smarter not harder" was interpreted in just the opposite way by the employees.
1. Organizational communications: some key principles
There are several empirically founded communications principles that taken together can constitute a
communications strategy. These are as follows:
a) Message redundancy is related to message retention.
b) The use of several media is more effective than the use of just one.
c) Face-to-face communication is a preferred medium.
d) The line hierarchy is the most effective organizationally sanctioned communication channel.
e) Direct supervision is the expected and most effective source of organizationally sanctioned
information.
f) Opinion leaders are effective changers of attitudes and opinions.
g) Personally relevant information is better retained than abstract, unfamiliar or general information.
a) Redundancy of message and medium
The data are clear on the related points that repetition of the message through more than one medium
increases people's memory of the. Still we have seen management delivering their message once or perhaps
twice, usually via some written medium and letting it go at that. Then when employees complain about not
getting the information, they are told "but we did send the message in the plant bulletin" or whatever. The
fact that the message was neither received nor understood is blamed on the intended receiver for not "getting
it" and not on the sender. Yet who was it who desired to communicate?
b) Face-to-face communication is most effective
Taken by itself, face-to-face communication has a greater impact than any other single medium. The
impact of a face-to-face medium may be due to its immediacy but the interactive potential of it, if realized, is
what works. The two-way give and take encourages involvement in the process. It also clarifies ambiguities,
and increases the probability that the sender and the receiver are connecting appropriately. It is the best way
that feedback can be used to correct deficiencies immediately in the communication process.
One of the chief advantages of face-to-face communication is the ability of the participants to pick up
non-verbal cues as the interaction unfolds. This adds richness to the interpretation of the message as well as
communicating the emotional aspects which otherwise might be hidden .
Of particular relevance to the argument that we will make regarding a communication strategy is that
face-to-face communication in a group context can be a powerful force in the service of a successful change.
It provides the communicator with an opportunity to capitalize on the different perspectives and
interpretations that are likely to result from a complex message in terms of providing explanations and
clarifications relevant to likely variations of understanding .
c)Line authority is an effective communications channel
In this time of employee empowerment and decisions by consensus, the importance of the authority
hierarchy is often overlooked. Yet there are few large organizations that do not rely on formal authority as
the ultimate decision-making locus and the source of the necessary accountability that infuses well-managed
command and control systems. Such structures permeate organizational life and are viewed as legitimate by
most organizational participants. Quite clearly communiqués from those in authority carry both practical and
symbolic weight .
Line management, because it carries more organizational muscle than staff positions, also has a greater
communications impact. We also know that the credibility of a message is directly related to the status of the
source of that message and higher status is normally accorded to the line hierarchy.
In no way does the use of authority interfere with the more recently popular participative or consensusbased processes. Our experience suggests that it enhances the distribution of influence down through the
hierarchy when each successively lower level is fully informed and is made a "communications partner" .
d)The supervisor is a key communicator
The hierarchy of authority is linked through supervision at each level. People expect to hear
important, officially sanctioned information from their immediate supervisor or boss. Supervisors are
expected to be well informed and to be accurate transmitters of information.
Moving down through the ranks to the non-management level, supervision takes on an even more important
characteristic. The most important actor and the primary company representative is the immediate
supervisor.Consequently the role of supervision as the last hierarchical communications link to the nonsupervisory employees is an essential one.
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Finally, because supervisors are normally in frequent contact with their supervisees, they can invoke
the principles of redundancy and face-to-face communications. By keeping the first level supervision
completely informed about the rationale and progress of the organizational change, it is likely that lower
levels are also well informed .
e)The use of opinion leaders
Those who have collegial authority have a disproportionate impact on others' opinions and attitudes.
This principle comes from a vast literature on political processes and the formation of public opinion and is
commonly invoked in political campaigns. However in our judgement it is wholly transferable to
organizations. Several times we have witnessed the opinion-forming power of informal leaders, especially
those active in union affairs, though not part of the union hierarchy.
f)Personally relevant information is better retained
In a series of studies designed to understand the meaning and impact of effective communications to
factory employees, we discovered that the most important content is associated with work standards of
evaluation, work expectations, reinforcement of performance and technical work-related information. In
other words, information that directly affects one's job territory is attended to and retained. Surprisingly,
information concerning the company, plant or other workers quickly tended to be forgotten, or was not even
registered at the outset.
g)Organizational change and a communications strategy
A communications strategy should coincide with the general stages of a planned change and the
relevant associated information requirements. For the purposes of this analysis we choose to use the Kurt
Lewinian model incorporating three general stages of change: unfreezing, changing or moving, and
refreezing. We also make three assumptions that limit the application of the communications strategy
proposed below. First, we assume that the change is a positive one that is designed for organizational
improvement and can be touted as such. Second, we assume that the change will proceed provisionally,
subject to evaluation and modification as warranted, and in keeping with the best practices of planned
change. Third, we assume that the change is comprehensive. A change towards total quality management,
meeting Baldrige or ISO 9000 criteria, or a comprehensive employee involvement process such as selfmanaged work teams, are examples.
As a consequence the organizational activities and the requisite communications change accordingly
if one is to maximize the success of the change and minimize its associated problems. For example, a
primary objective during the unfreezing stage of organizational change is readying people for the change,
whereas reinforcing and institutionalizing the change are major objectives at the refreezing stage. Each of
these classes of objectives requires different organizational activities and different communication needs. To
illustrate, during the unfreezing stage the content of the communications is characterized by explanations,
rationales and reassurances, whereas during the freezing stage it is characterized by concrete information
concerning organizational outcomes.
Given the different organizational objectives, activities and communication needs, as illustrated in
different communication strategies are necessary to support the change. Note that each stage can benefit
from an invocation of the previously described communication principles but different strategies of
utilization seem to be appropriate, depending on where you are in the change process. As an example, the use
of line management in face-to-face communications changes from intensive and frequent reliance on top
management in the unfreezing stage to a much heavier reliance on supervisory management in the refreezing
stage.

2. Communicating during the unfreezing stage: justifying the change
Readying the organization for change. The primary communication objective of the unfreezing
stage should be to prepare organizational participants for the change. This has been called "readying" the
organization and the research results are clear concerning the wisdom of such preparation. If the change is
more than marginally incremental, it is likely that resistance, some of it quite strong, will surface because old
values and method are implicitly challenged. Some resistance will remain underground while it is gathering
strength. People talk in the corridors and on the factory floor and a wall of resistance may appear suddenly. It
is far easier to move forward if that wall is not built at the beginning. That can occur more readily if the
communication strategy is carefully planned to account for the initial resistance.
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In our experience, the unfreezing stage involves a lot of organizational activity such as planning, that
has little objective outcome but for which management will be held accountable by the rest of the workforce.
Hence a secondary objective of this stage is to account for this activity.
Although we have found that it is almost impossible to predict the long-term future implications of most
significant change processes, it is possible and necessary to communicate the objectives of the change. To
help ready the organization, information on what is going to happen, and why, ought to be conveyed. This
can take the form of a concrete description of the activity associated with the first steps of the change.
Challenging the status quo. During the unfreezing stage the status quo and the forces that sustain
the status quo need to be called to question. The first thing to do is to communicate the need for a change by
providing a specific rationale such as a discrepancy between necessary outcomes and actual outcomes or an
opportunity that can only be captured with some procedural modification. This first communication should
come from the senior management person in charge of the unit. If the change is organization- wide, the CEO
should be the one who is the main communicator ; if it is confined to a specific sub-unit it should be the unit
manager who communicates and so on. Although logistically it may not be practical we have found that a
written communiqué followed by a meeting where people can ask questions and provide feedback is
effective. This is especially useful to establish the precedent of multimedia and multidirectional
communication.
Providing a rationale. Several other things need to happen during the unfreezing stage of
change.The factors that might support the change require strengthening, attitudes about current processes
need to be re-examined and cultural elements such as values and behavioral norms require scrutiny for
congruency with the proposed change. Those various social structures need to be repeatedly challenged with
an appropriate rationale when they are at odds with the proposed change, for they are notoriously resistant to
change and might cause unnecessary difficulties along the way. These objectives can best be met in
communications forums presided over by senior management.
Furthermore we have found that the greater the discrepancy between the proposed change and the
current practice the more difficult it is to execute the change. This is due in part to the underlying values and
attitudes that sustain the status quo. A carefully constructed communication strategy using the principles of
redundancy and multimedia is likely to be useful, especially if the attitudes about current processes are
generally favourable and the change conflicts in important ways with significant cultural elements .
Focusing on communication principles. Our experience suggests that soon after the first wave of
printed communiqués and general assemblies that provide the background rationale, the previously described
principles should be considered seriously as the communication strategy unfolds. This would include, at a
minimum, a follow-up series of communiqués hitting key points and delivered down through the hierarchy.
We have found that it is most important that each successively lower organizational level be convened by its
management in a give and take forum. Once again we have found that it is useful that the senior management
be present and take an active part in the question and answer phase of the forum.
As the planning for change proceeds and takes on some degree of certainty with added details and
implications, meetings should be held again at each successively lower organizational level. Each presiding
supervisor should be equipped to provide the requisite information and to answer most of the questions that
inevitably will be raised.
So far we have emphasized that during the unfreezing stage the principles of redundancy,
multimedia, the use of authority and of supervision in face-to-face forums are all important. Invoking the
forums as a means of involving lower levels in the change process can be invaluable as plans are modified,
as they often are, during the initial stages of change. In this way, those not in on the planning can still
provide a valid input to strengthen the change while feeling that they have had an opportunity to voice their
concerns and ideas.
3. Communicating during the changing stage: reporting the changes
At the beginning: dealing with uncertainty. Normally there is a lot of organizational activity as
plans are being implemented but it is unevenly distributed across the organization. If the changes follow a
planned change model, initially they are being made provisionally; that is experimenting, piloting, and
testing. Because most of the workforce is not directly involved and may not know exactly what is happening
there is a lot of uncertainty and rumours tend to emerge. Thus the communications strategy during the
changing stage should have three primary objectives. The first is to provide those who initially are not
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directly involved with the change with detailed and accurate information of what is happening. Second, those
not currently involved should be aware of how they will become engaged in the future; how the change will
affect them, their new roles and responsibilities. Third, to challenge whatever misinformation is circulating
about the change.
Focusing on specifics: the change process now has moved from an abstraction with theoretical
outcomes to reality with very practical outcomes. Organizational structures or processes are being modified
and these changes are beginning to have some organizational impact. As one moves down the hierarchy to
points of operation, reality is determined by increasingly narrow circumstances. Hence the communications
process should shift to a more specific character then that which characterized the unfreezing stage. From a
tactical standpoint the management and supervisory cadre should become familiar enough with the progress
to answer questions knowledgeably as they emerge, individually and in meetings of subordinate groups.
Furthermore, relevant data detailing the impact and the outcomes of the change should be available as
supporting evidence and as a means of reducing uncertainty.
To reinforce the above described information flow, we have found it useful for the senior unit
manager, in person and through written media, to issue periodic supporting statements which generally
highlight progress and which reiterate management's support for the change. All too often executives go on
to other things once the change is launched, thinking that once they have indicated their support that should
be enough. It rarely is!
Reporting the progress: as the change moves from piloting and evaluation to more widespread
applications, people need to be informed of the progress. The credibility of management is enhanced if they
own up to the difficulties inherent in most changes and inform people of how the difficulties have been
overcome or how the process has been modified on the basis of the evaluations. As a practical matter, we
have found that the problems associated with change become a matter of public knowledge soon after they
are discovered. The actual problems are often embellished by those who revel in such things, and if
unanswered with the facts, they become part of the common folklore. The hierarchy ought to be invoked
again, and accurate information should proceed down through the structure to the lowest levels in face-toface meetings.
4. Communicating during the refreezing stage: celebrating the change
Building understanding. Do efficiencies result? Is the organization more effective than before? Are
people rewarded in accordance with the new work demands and expectations? Is there sufficient control over
one's job territory? Are the role relationships reasonably clear? These are all questions that are likely to be
out in the workplace. Obviously it would be useful to answer them in any case, but it is a good idea to
anticipate the questions so that the answers are not off the cuff. These issues are especially important at this
stage because people are getting first-hand experience with the personal impact of the change. This impact
may not comport with expectations or it may be perceived as negative, but in any event the burden of faceto-face communication has shifted down the hierarchy through supervisory management. Although higher
management still has an important symbolic role, the specifics of the change, especially as they affect people
personally, can best be conveyed by direct supervision .
Understanding personal implications of the change. The information flow should be
multidirectional, continuous and concrete so that people can become comfortable in the fact that they have a
reasonably full understanding of the personal implications of the change irrespective of their attitudes
towards the change itself. Because the organization would like to institutionalize the change - make it a way
of life - it may be necessary to create mechanisms that can ferret out the inevitable misunderstandings as they
develop and then deal with these misunderstandings in terms that are easily comprehended by the workforce.
An example of this key point is described below, and is provided by a small, continuous-process flat-rolled
galvanized steel mill that adopted a fully participative management system.
5. Conclusions
Organizational changes often founder because not enough strategic thought is given to
communicating the rationale, the progress and the impact of the change. Communications are important as
changes are planned and carried forth. We believe that many difficulties often associated with significant
change can be more easily dealt with if there is strategic thinking about what and how to communicate. The
process should be based on a good grasp of some principles of communication together with an
understanding of the change process.
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With this in mind we have presented elements of a communications stratagem designed to deal with
some of the problems associated with major organizational changes. Most of the previously identified
principles are appropriate during the entire change process but are utilized in different ways depending on
the stage of the change process the organization is in. The ambiguities that most changes give rise to are
more pronounced during the early stages and consequently an intensive, multimedia approach designed to
justify and rationalize the change and to reduce uncertainty seems appropriate. As one moves through the
stages, the objective evidence mounts with respect to the impact of the change and ways to deal with
particularistic issues and necessary adjustment need to be devised and used.
Publicizing successes is especially important during the changing stage of the change process. It is
equally important to develop a means of rectifying problems through feedback and adjustment. This can be
done by developing communications structures that legitimate and encourage the disclosure of problems and
the discussion of solutions. As the change is being institutionalized, significant operational problems are
likely to occur that are to some degree based on misinformation and unclarity. At this time, intensive face-toface communication seems to be warranted so that the misunderstandings can be cleared up.
As we have emphasized, the regular use of the authority structure as a conduit of important
communiqués and as a symbol of support, approval and control is helpful from the beginning. Supervision
especially needs to be well informed, thoroughly involved and the clear locus of requisite information for the
subordinate group. Change is hard in most cases but this is especially so when the current situation is
reasonably comfortable to most participants. It seems to us that a well-planned communications process can
be most helpful in easing the way to a more effective process.
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IMPROVING THE HUMAN RESOURCES MANAGEMENT IN THE SALE ACTIVITY
Abstract: This work presents a range of solutions for improving the human resources management in the sale activity,
the emphasis being laid on the learning within the organization as well as on developing the best individuals and on
team work. Involving and keeping competent and competitive personnel constitutes a constant goal for every sales
manager since it is the personnel that play a major part in this activity. In order to involve and keep the top talents,
organizations must have an efficient reward system, based on performance. The most complicated problem shall
probably be satisfying the psychic needs of its employees as well as the self-determination desire, opportunities to lead
and to be promoted, the satisfaction of the performed work.
Key words: Sales, human resources management, learning within the organization, developing the best individuals,
team work.
JEL classification: M, M5, M50, M51, M52, M53, M54, M55, M59

A significant part of the sales management is represented by the sales personnel management. In the
sales activity, more than in other fields, personnel plays a significant part, as the success or the failure of the
activity directly depends on the quality of the personnel.
The problem of the sales force rationalization constitutes an issue that any sales manager must take
into account in all the stages of his activity.
Finding and keeping competent and competitive personnel represents a real possibility for improving
human resources management with direct and strong implications in the sales management improvement.
The management staff must be constantly concerned with the quality of its employees, since the
human factor has, in the field of sales, more than in any other field, a real importance.
As a sales manager you may know the most advanced and efficient sales types and techniques; or
you may benefit from the best organized sales activity; if the sales personnel is not well trained, everything is
in vain.
As a consequence, finding and keeping the best personnel must be a constant concern for the
sales activity management.
So as to stress the importance of the human factor, Gary S. Backer (economist that won the Nobel
Prize) mentioned in Business Week: „The human capital is a part of the nations’ welth to the same extent as
factories, dwellings, equipment and other types of physical capital.”.
In order to draw and keep top talents, organizations must have efficient reward systems, based on
performance. The most complicated problem for the organisation will probably be satisfying the psychical
needs of its employees, as well as the self-determination desire, opportunities to lead and to be promoted, the
satisfaction of the performed work.
In order to satisfy these demands the only way for the organization is to adopt an aggressive
scheduled increase of the spirit of initiative and decentralization, all these creating the need for rapid
improvement of the work force qualification.
Training is an actual method through which all the sales managers try to improve the performance of
the sales agents that are subordinated to them. Training helps the agents with their work and compensates
their negative tendencies. In order to be efficient, training must be oriented towards the individual and his
actual activity. Quality training is made within the programs adapted to the specific nature of each company
or to the place of work of each individual.
In order to have as an effect the improvement of the sales activity, a training program must contain:

28

Supliment Nr. 2 - 2009

New employees
Topics
Products knowledge
Sales techniques
Sales administration
Information on the company
Client knowledge
Market knowledge

Existing personnel
Share in the
program (%)
topics
30
Sales techniques
20
Information on new products
10
Sales administration
10
Information on the market / clients
15
Company policy
15
Training program content

Share in the
program (%)
30
20
15
20
15

Learning within the organization;
human capital development

A study of the American Management Association found out that the organizations that increased the
training budgets, especially after they gave up dismissing people, have doubled their changes to increase
their profit as compared to the companies that have not increased the investments in training the work force.
Among the organizations that increased their training expenses, 79% improved their long-term profit and
70% increased their productivity. Yet, no matter if they reduced the personnel or not, any organization that
aims at improving its activity resorts to training and improvement methods. It appears that only learning at
the place of work does not guarantee success anymore.
In the graph we can notice the difference between traditional organizations and future ones from the
point of view of the learning speed within the organization.

Organizations in
the future

Organizations in the
past

Time
Learning speed within the organization
So, in the future organizations we mainly lay the emphasis on learning, which is considered to be a
real possibility to improve human resources.
In order to improve the sales human resources management, organizations must also get involved in
incorporating and socializing new employees. We must give up the opinion according to which employees
assimilate the organizational culture as time passes and especially by learning from mistakes.
We must find efficient means in order to inform new employees on their own organizational culture.
Thus they shall be incorporated sooner which is good for the entire organization.
In the attempt to have the best employees we have to pay attention to a range of essential
components: real time guidance, formal training, real time inverse connection and responsible training.
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Developing the best sales personnel obviously represents a means for improving the sales activity
since competitive personnel shall certainly make this activity successful.
Another possibility for improving sales management takes into account team work which creates an
advantage as compared to the individual work.
It is obvious that certain tasks are more efficient if performed individually; yet, team work allows an
accelerated and pleasant learning, representing even a strength in recruitment since people prefer to work
within a team.

Formal
Real time
guidance

training

R
e
s
Real time inverse connection

p
o

Unfortunately team work does not always happennin a group. Members and leaders often work hard
to make it happen. In international sports for example trainers and managers focus on team work when they
build, at the beginning of each season, a new team. Even
s experimented teams have problems even here it
may happen that talented players loose their motivation. In this case employers, managers and players must
analyze their problem, to adopt corrective measures in order
i to rebuild the team so that to be able to obtain
performance again.

b

Formal training

Real time inverse
connection

Real time guidance

Spreading the best
practices, patterns and
knowledge

Sharing the
observations concerning
the work or
performances of a
person

The presumption that
people
e have the
capacity to correct
themselves and to
change by themselves

Using skills and
receiving an inverse
connection

Sharing suggestions for
change and
development

t
Providing
suggestions
and resources for the
r
change

Connections, sharing,
reflecting and support
network

Ensuring that people
have the necessary
skills and ability to
correct themselves and
to change on their own

l

Periodical tracking of
a
the people in order to
supervise the
i
progresses
and to
provide permanent
n and
support
suggestions
i
Best staff development

n
30

g

Responsible training
A process during which
people learn a series of
qualifications from a trainer
who also has a conditioned
responsibility on those who
learn
We conclude an agreement,
not a contract, for measuring
responsibility, clarifying the
rewards and consequences

Conditioned responsibility for
developing skills, career and
fulfilling the tasks
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Group work and teams have similar difficulties. When they are being trained, they are confronted
with problems in each stage of the group development; even when they are mature many teams have
problems and different opinions.
When difficulties occur or when we want to prevent them, a systematic process of team building can
help. The steps are common for building each team and they are the following:
The team building process must be carried out in a correct manner and allow possible fluctuations of
the team members.
Sale is a field that adopts team work on a large scale which is obviously a positive thing. People
prefer to work in a team and team work presents a lot of advantages as compared to individual work…

Step I: Problems or
opportunities in the
team efficiency

Step V:
Evaluating the
results

Step IV: Actions
for improving
the team
functioning

Step II:
Collecting and
analyzing the data

Team work
(participation
of all
members)

Step III:
Improving the
game for the team

The team building process
As I mentioned before, in my opinion, in the sales activity „people” represents the most important
element. By extrapolating, we can say that the attempt of improving the human resource represents the best
solution for improving the sales activity. As long as people are those that mainly influence the sales activity;
optimizing the aspects concerning them represents a real solution for improving the sales activity
management.
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ASPECTS REGARDING THE MANAGEMENT, PROFIT AND PERFORMANCE
CENTRES’ IMPLEMENTATION INSIDE THE COMPANIES
Abstract: In order to maintain a normal functioning pattern of the company and, especially to increase performance,
one should adapt it to the changes imposed by the business environment. We consider that the company functioning on
efficiency criteria requires its division into management, profit and performance centres characterized by its own
objectives and means, or put in other words, by a decisional autonomy regarding the using of a part of the allocated
resources, according to the established policies.
Mandatory is not only the allocation of those means necessary for the objectives’ fulfilling, but also the
delegation of responsibilities. This type of organization requires the power decentralization will, the performances
being measured mainly at a central level. Thus, each area or managerial responsibility level owns a certain type of
centre, adapted to the company’s activity. Each centre is based on characteristic financial-accounting situation
controlled by the respective manager.
Key words: Performance, centres, efficiency, management
JEL classification: M19

Reaching performance is every manager’s dream. Performance means succeeding. Basically,
managers share the passion for success, embracing the logic of performance. The drawing up of a functional
organizational structure at the company level represents the starting point for achieving performance. This
statement finds its practical and theoretical justification in the fact that reaching the proposed objectives in a
specific economic activity, requires the rational concentration of all available resources and the efficient,
coordinated direction of the efforts made by the company. The company’ s business success is highly
increased and in the same time controlled if the company owns an organizational structure according to the
set goals and in conformity with the nature and with the scope of the developed activity, being also
adjustable to the environment conditions.
We consider that the company functioning on efficiency criteria requires its division into
management, profit and performance centres characterized by its own objectives and means, or put in other
words, by a decisional autonomy regarding the using of a part of the allocated resources, according to the
established policies. These performance centres are used as a basis for allocating the global resources of the
company.
Each performance centre acts as an organizational entity for which it is possible and necessary to be
defined one or more requests, specific to the respective objectives. Mandatory is not only the allocation of
those means necessary for the objectives’ fulfilling, but also the delegation of responsibilities. This type of
organization requires the power decentralization will, the performances being measured mainly at a central
level. Thus, each area or managerial responsibility level owns a certain type of centre, adapted to the
company’s activity. Each centre is based on characteristic financial-accounting situation controlled by the
respective manager.
The management profit and performance centre can be defined as the assembly of interdependent
elements, creating an organized unity with a high level of autonomy in using and improving the resources at
their disposal1. The activity of a management, profit and performance centre defines the limits within which
the manager’s attributions and responsibilities are applied. If a centre implies only costs and expenditures it
is called a cost centre, being considered the organizational level delivering products/ services. In a similar
way, the incomes centre is that level within which the activity is assessed according to the achieved incomes.
If the manager has both the responsibility of the expenditures and of the incomes realized by a department,

1

Rusu Costache; Voicu Monica – Managementul pe baza centrelor de responsabilitate, Publishing House Economică,
Bucharest, 2001, p.15
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section etc. we can talk about the profit section. Another category is the investment centre that implies
responsibilities regarding the report between the obtained incomes and the realized investments.
We consider that the management of the financial-accounting activity will reach its objectives more
easily within a company that has already implemented management, profit and performance centres. Each of
its functions is more efficiently present at each centre level as it is easier to make predictions, to set
objectives, to organize, to coordinate and to follow a limited section than a whole organization.
Responsibilities will be more clearly defined, information will be more easily obtained and the jobs
occupation will be at the centre’s level and not at the company’s level.
In our opinion the performance measurement is an essential advantage in the financial-accounting
management activity because the financial-accounting information will be analyzed not only at the centre
level but also at the general level. At centre level the manager is in charge of collecting data, of structuring
and of sending the data to the company’s financial-accounting general direction. The obtained information
will be analyzed both separately in conformity with each centre set objectives, as well as generally in
conformity with the company strategy.
Within a functional accounting system, the operational reports for each managing level will be
determined according to the individual needs of information. Since a functional organization of the financialaccounting activity management provides for the top managers a report for each performance centre
management, the same information can be presented in only a few reports (we have that for the profit centre
there are being used indicators that we can find at the income and expenditure centres). When the data for the
centre level are included in reports for higher levels, the information is presented briefly.
The specialized studies reveal that the companies implementing management, profit and performance
centres obtain better financial results (action result, action price etc.). Yet, the selective scientific research,
one could notice that in our country knowledge is limited, much too limited even for a nation that used to
apply the imposed directives within the financial-accounting field. The European Union accession rules
imply also the improvement of the companies’ management and performances, but they do not impose a
controlling pattern, this being the organization’s own decision!
In conformity with a selective research made on a sample of 110 companies from Sibiu we tried to
identify, among other things, the controlling and performance centres’ types implemented by the companies
and implicitly the degree in which they really exist within the inquired companies. The obtained data are
presented in table 1 and graphically represented in figure 1.
Table 1
Type of centre
Valid Cost
Income
Profit
Performance
Another
None
Total

Frequency Procent Procent valid
16
14,5
14,5
5
4,5
4,5
21
19,2
19,2
7
6,4
6,4
1
0,9
0,9
60
54,5
54,5
110
100,0
100,0
cost
profit
another

income
performance
none

14,5%

4,5%

19,2%
54,5%

0,9%

6,4%

Fig. 1 Type of implemented centres
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Table 2
Type of implemented centres according to enterprises category
Category
MicroSmall
Middle
Big companies
enterprises
companies
companies
1
2
11
2
5,9%
3,8%
37,9%
16,7%
3
2
5,8%
6,9%
13
3
5
25,0%
10,4%
41,7%
4
3
13,8%
42,9%
1
1,9%
16
33
9
2
94,1%
63,5%
31,0%
16,7%
17
52
29
12
100,0%
100,0%
100,0%
100,0%

Type of centre
Cost %
Income %
Profit %
Performance %
Another %
None %
Total %

Total
%
16
14,5%
5
4,5%
21
19,2%
7
6,4%
1
0,9
60
54,5%
110
100,0%

Out of the inquired companies, 54,5% have not implemented any type of controlling or performance
centre, 19,2% have implemented profit centres, 14,5% have implemented cost centres and only 6,4% own
performance centres, 4,5% dispose of incomes centres and 0,9% have implemented another centre. The
above mentioned things led us to the conclusion that the hypothesis stated before research (most of the
companies have not implemented controlling and performance centres) is confirmed. The analysis tried to
look deeper, another objective being to acknowledge the degree in which the company have implemented
such types of centres according to their category. The obtained pieces of information are presented in table 2
and in figure 2. As presented before we can draw the conclusion regarding the degree in which the
companies have implemented the controlling and performance centres, namely the fact that this degree
cost
income
depends on their size.
profit

cost

none

another

none

5,9%

3,8%

5,8%
25,0%

63,5%

94,1%

1,9%

b. Implemented in
small companies

a. Implemented in microenterprises
co st

in co m e

p r o fit

p er fo r m an ce

none

3 1 ,0 %

3 7 ,9 %

1 3 ,8 %
1 0 ,4 %

6 ,9 %

c. Implemented in middle
companies

co st

p r o fit

p er fo r m an ce

none

1 6 ,7 %

25%

4 1 ,6 %

d. Implemented in big
companies

Fig. 2 a, b, c, d Type of implemented centres according to enterprises
category
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Therefore, 94,1% of the micro-enterprises and 63,5% of the small companies have not implemented
any type of performance and controlling centre. As the middle companies are concerned these have
implemented performance and controlling centres in a percentage of 69% while the big companies in
percentage of 83%. Thus, we can state the implementation degree of the performance and controlling
centres, no matter of their type, increases according to the company’s dimensions.
For more details we tried to understand the implemented centre according to the company’s activity
field. The obtained pieces of information are presented in table 3 and graphically represented in figure 3.
Table 3
Types of implemented centres according to the company’s activity field
Types
of Activity field
Total
implemented
%
Commerce
Industrial
Services
centre
Cost %
15
1
16
40,6%
3,6%
14,5%
Income %
1
4
5
2,7%
14,3%
4,5%
Profit %
14
2
5
21
31,2%
5,4%
17,9%
19,2%
Performance %
1
5
1
7
2,2%
13,5%
3,6%
6,4%
Another %
1
1
2,2%
0,9
None %
29
14
17
60
64,4%
37,8%
60,7%
54,5%
Total %
45
37
28
110
100,0%
100,0%
100,0%
100,0%
100%
cost

80%

64,4

60,7

60%

40,6
40%

31,2

20%

0 0

income
profit

37,8

performance

2,22,2

5,4 13,5
2,7
0

14,3
3,6

17,9
3,6 0

another
none

0%

commerce

industrial

services

Fig. 3 Types of implemented centres according to the company’s activity field
One can obviously notice that the situation is better defined for the commerce and industry fields as
the majority of these companies is based on the implementation of a certain type of centre. Thus, out of the
35,6% of the commercial companies with implemented centres, the majority (31,2%) organizes a profit
centre and out of the 66,4% of the industrial companies with implemented centres, 40,6% organizes cost
centres. We consider that the companies’ tendency towards implementing profit or cost centres, according to
their activity field is a normal one. As the companies from the services fields are concerned, the situation
regarding the type of centres is more balanced, even if the greatest amount is owned by those of incomes and
profit. From the three activity fields, the industrial companies have the highest implementation degree of
centres (66,4%), the commercial and services companies being at a considerable distance of 35,6% and
respectively of 39,3%.
The activity of such a centre defines the limits within which the manager’s attributions and
responsibilities are applied. We consider that the management of the financial-accounting activity will reach
its objectives more easily within a company that has already implemented profit, management/control and
performance centres.
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Each of its functions (predicting, organizing, coordinating, involving/stimulation, control-audit) is
more efficiently present at each centre level as it is easier to make predictions, to set objectives, to organize,
to coordinate and to follow a limited section than a whole organization. Responsibilities will be more clearly
defined, information will be more easily obtained and the jobs engagement/occupation will be at the centre’s
level and not at the company’s level.
In our opinion the performance measurement is an essential advantage in the financial-accounting
management activity because the financial-accounting information will be analyzed not only at the centre
level but also at the general level. At centre level the manager is in charge of collecting data, of structuring
and of sending the data to the company’s financial-accounting general direction. The financial-accounting
management activity has different options regarding the performance measurement [5] according to the set
goal.
The obtained information will be analyzed both separately in conformity with each centre set
objectives, as well as generally in conformity with the company strategy.
Another important advantage for the financial-accounting management activity refers to control. Be
it the preventive financial control, the management control or another financial control type, we consider that
the financial-accounting management activity will be more efficient if the control is developed at centre
level, the unconformities being more easily noticed and solved.
In the same time, a special impact of the management, profit and performance centres’
implementation within the company is directed to the delegation of responsibilities. Thus, the financialaccounting professionals that works at centre level will have more knowledge regarding the centre activity,
as they are not longer involved in all company’s activities. The responsibilities are very well known and the
concern for the objectives’ fulfilment is more obvious.
According to this scientific research we also intended to show the importance of the advantages
determined within the financial-accounting management activity by the controlling and performance centres’
implementation, all the pieces of information being presented in table 4 and in figure 4.
Table 4
The importance of the advantages determined within the financial-accounting management activity by the controlling
and performance centres
Valid 50 Missing 60
Media
a. analyse the performances
45,3
b. delegation of responsibilities
15,9
c. control
21,4
d. better performances
15,3
e. another
2,1
100
80
60

45.3

40

15.9

20

21.4

15.3
2.1

0

analy
se

deleg
cont
bette
anot
her
rol
ation
r per
form
of re
ance
spon
s
sabil
ities

Fig. 4 Advantages in the financial-accounting management activity
We can conclude by saying that the companies with controlling and performance centres have a very
important advantage generated by this implementation, namely the possibility of the financial-accounting
management activity to measure the performance of its centre ( 45,3 points), the information being analyzed
both separately in conformity with the objectives set for each centre, as well as generally in conformity with
the company’s strategy and objectives.
This aspect is followed by the possibility of a more effective control (21,4 points) and by the
responsibilities setting (15,9 points). The financial-accounting professionals working at centre level will have
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the possibility to acquire more knowledge regarding the centre’s activity, the responsibilities being more
familiar and the concern for achieving objectives more obvious.
Another advantage is the achieving of better performances (15,3 points) because the financialaccounting management activity will focus on the centre’s objectives, especially when it comes to
purchasing financial resources at a low cost and to providing a balanced financial policy, etc.
Besides these advantages, there are also other advantages (2,10 points) as for example: establishing a
more rapid communication, a better coordination, improving programs and a clearer and performing
motivation.
The specialized studies reveal that the companies implementing management, profit and performance
centres obtain better financial results (action result, action price etc.).
Yet, the selective scientific research, one could notice that in our country knowledge is limited, much
too limited even for a nation that used to apply the imposed directives within the financial-accounting field.
The European Union accession rules imply also the improvement of the companies’ management and
performances, but they do not impose a controlling pattern, this being the organization’s own decision!
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THE IMPLEMENTATION OF TOTAL QUALITY MANAGEMENT IN TOURISM
Abstract: This paper examines the potential of total quality management (TQM) to improve the competitiveness of
tourism industry. The various approaches to the TQM process are presented, and the experiences in manufacturing
reviewed briefly to identify the lessons for the service industries. The key differences between manufacturing and
services are presented in order to determine the influence of these on the successful adoption of TQM. This is used as
the basis for developing three sets of guidelines for the successful implementation of TQM in the tourism sector.
Key words: Services, tourism, quality, total quality, total quality management.
JEL classification: M19

Total quality management (TQM) emerged as a philosophy in the UK in the late I 970s and early
1980s. However, the term and this attitude towards quality is sometimes accredited to Feigenbaum1 for his
work in what he called total quality control (TQC). This required the involvement of all functions in the
quality process, not just manufacturing2.
It was born out of a much earlier quest for quality which can be traced back to the pioneering work
of Juran, Deming and others with Japanese industry in the 1950s. They had been largely unsuccessful in
introducing the well-established statistical and other techniques to US manufacturers in the era of the
postwar boom in production. The Japanese were looking to “rebuild” their industry, and to change their
reputation for “shoddy” goods. It was natural that they would look for support from wherever possible.
The success of the Japanese in improving their quality standards became a major concern for the
remaining manufacturers in the rest of the world. Attempts were made to identify, catalogue and copy what
were seen as the key features of this success. Generally, the focus was initially on the manufacturing function
within enterprises.
Statistical techniques (largely statistical process control - SPC) were used to establish what processes
were capable of achieving and to monitor and detect changes. These ideas were not new and had been in the
public domain since the 1930s (for example, Shewhart3). The base broadened with the attempt to involve the
workforce more directly in the quality achievement process. In Japan this had been implemented successfully
in part using quality circles, teams of workers, meeting voluntarily outside normal work hours to identify,
discuss, examine and try to solve work place problems. Frequently these groups had a leader whose
responsibilities included training the group in the analytic tools of quality control. Ishikawa is possibly the
best known of the pioneers of the quality circle movement in Japan5 and an interesting discussion of the
development of this movement appears in Ishikawa4. At one point these were seen as a major contributory
factor to the Japanese quality success story. However, as many attempts at setting up circles outside Japan
failed to deliver the expected benefits it became apparent that the issues were more complex than originally
perceived, and that quality was an important issue throughout the organization. The need for TQM was
beginning to be recognized in the West.
TQM has been defined by Oakland6 as:
…a way of managing the whole business process to ensure complete “customer” satisfaction at
every stage, internally and externally. (p. ix)
Kanji7 shows the following development of the concept of TQM: quality: to satisfy customers’
requirements continuously; total quality: to achieve quality at a low cost; total quality management: to
obtain total quality by involving everyone’s daily commitment.
Implicit and crucial to both of these (and other) “definitions” is that all organizations have chains of
customers and suppliers. The idea of the supplier of materials to an organization or the customer for the
organization’s product or service is totally familiar; normally these are external to the organization. What is
normally less evident and more important is the proposal that everyone within an organization has customers
and suppliers and that many of these are internal to the organization. Thus the cook in the restaurant supplies
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the waiter with the meal for the diner, while the washer-up supplies the cook with clean plates. This
recognition of these chains is a key building block in introducing TQM.
A number of quality gurus have appeared over the years and each appears to have his own unique
view of how TQM should be developed within the organization. Some have supported their perspectives
with texts: typical examples are: Deming, Juran, Ishikawa, Corsby4,7-9. Most have gone on and developed
these themes in subsequent works. The practitioner, seeking help and assistance, is faced with a variety of
“messages” from these. What follows in this section draws in part on the analysis. presented in Bendall.2
Feigenbaum1 originally introduced the idea of total quality control to emphasize that the entire
organization was involved, not just manufacturing (or operations). Much of his philosophy is biased towards
the manufacturing company, although a number of his messages relate to all types of organization.
Deming8 was responsible for a systematic approach to problem solving which he originally
introduced to the Japanese: the Plan-Do-Check-Action cycle. This is extended in Oakland and Mortiboys10 to
the “Helix of Never-Ending Improvement” based around “Evaluate-Plan-Do-Check-Amend”. It is claimed
that his famous “14 points” became the basis of the transformation of American industry and were “a signal
that management intend to stay in business and aim to protect investors and jobs” (p. 23). These points cover
a variety of both strategic and operational issues and, while some would have universal support, others are
more controversial.
According to Bendall2, in order to fully exploit the potential of the 14 points, there is a tendency indeed possibly a need - to use the tools developed by other gurus. However, Deming does stress the
importance of management coming to terms with what he calls his “Deadly diseases and obstacles” (to
TQM).
In his earlier work Juran8 adopts a somewhat analytically based approach to quality. However, in his
later texts11 he moves on and looks in more detail at “softer” issues. Like many of the other wrieis he
supports the idea of internal and external customers, and claims that the majority of quality problems are due
to poor management rather than faulty workmanship.
Crosby9 is probably the most flamboyant of the quality gurus, and well known for his views on
“zero-defects” or ZD. His “Quality crusade” includes the “Four absolutes of quality” and a 14-step approach
to quality improvement.
Ishikawa4 is most usually associated with the quality circle movement and the diagram which has his
name. He is also linked to organization-wide quality initiatives in Japan which started in the 1950s (TQM).
He claims that quality means not only the quality of the product (or service) but the after-sales service,
quality of management, the company itself and the individuals within it.
The TQM model of Oakland5 pulls together and develops further a number of the aspects and
perspectives of some of the earlier writers. The idea of managing processes that relate to “chains of
customers and suppliers” is central to the model. This is surrounded by what he refers to as the “soft” aspects
of TQM: communication, culture and commitment, supported by “harder management necessities” of
systems, tools and teams.
The philosophy of TQM was developed and implemented originally largely within manufacturing
environments. However it is increasingly being taken up within the so-called service sector. Dotchin and
Oakland12 report some statistics on this, indicating the rate of growth in reported applications. Indeed, if the
basic frameworks, ideas and concepts of some of the key writers are examined they are largely presented in
an environment-neutral context. The central concept of a “process” in Oakland’s model applies throughout
an organization. It need not be a manufacturing process which produces a finished product for an external
customer. It could be an internal process by which, for example, the work schedule for a tour company’s
representatives are prepared or the process followed to establish an organization’s staff training needs.
However, according to Dotchin and Oakland12:
Deming gives many examples of what might he studied with statistics in service operations, but does
not include the, less tangible processes which according to Morris and Johnson13 are key differences
between services and manufacture. (p. 139)
This will be developed in the next section.
Dale14 carried out a survey of delegates at a recent TQM conference. Almost 42% of respondents
claimed to use the teaching of one or more of the “quality gurus” in their organization. It is interesting to
note that over a quarter of this used more than one source, this in spite of suggestions that the
approaches/methods of the gurus are in part mutually exclusive.
This can be contrasted with the comparison of the similarities between the various authors in
Dotchin and Oakland12 along a variety of dimensions:
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Different authors place their individual emphases, and it might be inferred that substantially
different philosophies are being represented. A more careful analysis, however, reveals surprisingly similar
content. (p. 133)
Kanji6 reports an application of TQM in ICI where the guidelines from Crosby, Juran and Deming
were all considered and used selectively. It was commented that certain aspects of Crosby’s approach has
more relevance to the UK situation than others. Hence not all were used.
Dale14 includes an assessment of the reasons for difficulties in starting and sustaining TQM. From his
survey, all the inhibitors identified could apply equally to service and manufacturing environments. The top
five inhibitors to introducing TQM are reported as: (1) lack of top management commitment and vision; (2)
company culture and management style; (3) “flavour of the month” type attitude; (4) departmental-based
thinking and actions; and (5) poor appreciation of the concept and principles of TQM. The top five inhibitors
to sustaining TQM include, in addition to (1), (3) and (4) above, (a) time pressure, work load and resources;
(b) organizational restructuritig.
Kanji6 presents a set of principles and actions which will support an organization developing the
TQM process. These key pairs are:
• approach — management led;
• scope — company wide;
• scale — everyone is responsible for quality;
• philosophy — prevention not detection;
• standard — right first time;
• control — cost of quality;
• theme — continuous improvement.
This is complemented by a four-stage process for the implementation of TQM:
• identification and preparation;
• management understanding and commitment;
• scheme for improvement;
• new initiative, new targets and critical examination.
This section has reviewed the philosophies of some of the major writers in TQM. In the majority of
cases the broad frameworks are applicable in any type of environment. It is clear that some lessons can be
learnt from the application of TQM in manufacturing organizations. Some of the key issues to recognize
include: (1) ensure continued top management support; (2) manage the culture change: (3) set realistic
expectations (potential improvement timescales); (4) provide continued support and training. These are
equally important to service organizations planning to implement TQM.
It has been observed14 that there are some fundamental differences between manufacturing and
services which arc not addressed fully by many of the various quality frameworks. The next section
describes these differences in more detail, in order to evaluate the situation more fully.
There are very few reports of organizations within the tourism industry adopting TQM. Van
Borrendam describes how KLM started to move towards a TQM system about 22 years ago. However,
quality clearly appears on the agenda, even if not labelled TQM, of many firms in the tourism industry.
Airlines predominate in the literature. KLM believe a bottom-up approach is possible. “Management
quality targets” are used, with zero defects as the ultimate goal. These targets are set in consultation with (1)
the department which needs to meet the targets, (2) the marketing department and (3) the costing department.
KLM recognizes the difficulties involved in measuring service. They attempt to overcome this in part by
using passenger questionnaires. Where the customer is not involved, standard checklists have been
developed. KLM Quality Control then audit the systems. If problems arc discovered on audit, quality
assurance forms are distributed three months after the audit to identify how the matter has been solved. Thus
systems arc in place to ensure continual improvement.
SAS, under the influence of Jan Carlsen, has been credited with leading the realization that the
individual employee has an important role to play in achieving customer satisfaction and of the need for a
quality culture with empowerment of the individual employees. Leirvaag discusses the cultural changes
which were made to facilitate this empowerment. Lilja describes some of the operational systems that have
been introduced but notes: Although there is a long way to go towards TQM, the first steps have
demonstrated to SAS how valuable the Quality Road is.
British Airways implemented a fairly well publicized “Putting the Customer First” programme in the
mid-1980s. Brucee describes how a staff training programme was implemented which developed staff
awareness of customer needs. A change of management style from bureaucratic to one which fostered
flexibility was adopted, allowing staff to respond as necessary. More recently, blueprinting and
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benchmarking have been used to improve customer delivery service, with effort being directed towards
identifying problems with the process which lead to situations where customer expectations are not met, that
is, fail points.
Alaska Airlines recognizes the need for customer focus, employee training and support, together
with good communications:
We… take pride in serving our customers. To do it effectively, you’ve got to give your employees the
training, tools, support and freedom to succeed. You also must maintain open communications so you can
quickly identify and correct shortcomings. (R J Vecci, CEO Alaska Airlines. quoted in Miller.
Marriott Hotels have long realized the importance of training at all levels. The comprehensiveness of
courses for all staff was reported by Hostage.
Hilton International believes their improved service quality has given them a competitive edge. To
gain this strengthened position in the market they studied both customer and employee attitudes and
expectations of service, changed their culture, empowering their employees to set their own customerorientated standards, and set up what they believe are objective measures of guest satisfaction.
Saunders and Graham report the results of a study which they undertook at the Sheraton Brisbane
Hotel. They suggested that the main problem with TQM in services lies in the difficulty of measurement.
This measurement may be external, that is, of the customer’s perception of quality, or internal, which relates
to measurements of performance from a control perspective. In the study, they develop internal “measures”
across four dimensions: timeliness, integrity (how complete the service is), predictability and satisfaction.
The measurement step is the second vital component of TQM, without which the supporting
philosophies lack coherence. Once measurement methods have been developed and results derived the
process being studied can be placed in this measured context and decisions made accordingly. The remaining
aspects of TQM present no greater difficulties than in a manufacturing organization. ~
Thus, they argue that once appropriate measures of performance are identified, process control is
possible.
Avant Hotel at Oldham was the first hotel in the UK to obtain BS 5750. Callan describes the process
of obtaining the accreditation. Unfortunately, however, the hotel later experienced trading difficulties and
was sold. One of the problems with BS 5750 is that although it should ensure consistency of output, it does
not necessarily have a customer focus.
Lane, Mansfield, Miller and Stratton all discuss the approach to service quality taken by
Disneyland/Disneyworld. The emphasis is on training and sound operations management techniques.
Attention to detail ensures that the tangibles are working right first time. Every piece of equipment is on a
preventive maintenance programme. Refurbishment of all attractions is scheduled. Design of new attractions
takes account of maintenance and operational issues. Techniques such as value engineering are used to
improve the design of seat belts, for example. But the most important facet is the training of the staff: At
Disneyland the roads weepers have a 5-day training course - 10 minutes on how to use a sweeper and the
remainder on how to give information to guests.
Total quality management in tourism: guidelines
A number of authors have made suggestions as to how some of the problems of implementing TQM
in services generally may be handled. The guidelines proposed here for the successful implementation of
TQM in services, developed in part from these suggestions, are presented below, grouped into three classes
based on:
(1) elements of the product/service package;
(2) the human aspects of the delivery system;
(3) measurement issues in service quality.
While this classification may not be unique, it relates to some of the key differences identified earlier
in Table 1, and facilitates presentation of the following guidelines.
Elements of the product/service package
• The organization should have a clear strategy in terms of the key features of the service, both tangible and
intangible (quantified) and the specific markets served. This should be widely communicated within and
without the organization so all expectations (internal and external) are clear. The concept of focus can
help.
• The design of the service package should be approached in a structured and systematic manner so that
quality can be designed into the provision.
• The service package should be decomposed into processes and each studied to develop the best approach;
this should be completely documented and quantified where possible.
• The key skills and competences required for each process should be clearly identified. In designing
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delivery systems and examining processes, the key problem areas should be identified and contingency
plans developed.
• Delivery systems should be robust and under-utilization of resources accepted as a consequence of fast
response.
• The process should he standardized wherever possible to ensure consistency of delivery but not to the
extent of” losing competitive advantage, or in conflict with the organization’s strategy.
Human aspects of the delivery system.
• There should be clear communication of the organization’s expectations given to staff.
• All staff should be fully trained in the skills and competences determined as relevant to their current and
likely future role.
• Training in interpersonal skills is crucial for staff with direct customer contact. Training in technical skills
should be provided for all staff involved in these areas, and they should be provided with appropriate
equipment.
• Training should be used to develop multiskilling, problem-solving skills, and to promote job enrichment.
• Recruitment policies should take full account of skills and competences in the role to be filled.
• Team working should be used wherever possible, especially in the context of problem solving (quality
action teams).
• Individuals should take over ownership of the processes which they work within and be responsible for
satisfactory delivery.
• Staff should be empowered to make decisions to respond to requests to customize the service and handle
local difficulties.
• Provision of facilities for staff should reflect their importance to the organization. Top management should
demonstrate continuously total commitment to quality and this should be used in part to motivate the rest
of staff.
• Management should instil a culture of continuous improvement, and be role models. Management should
be involved and he competent to carry out the processes provided by those who respond to them.
• Outdated values should be eliminated.
• The customer’s roles within the delivery system should be specified explicitly and communicated clearly.
Measurement issues in vet rice quality
• In designing the service both tangible and intangible aspects should be quantified.
• The excuse should not be accepted that intangible aspects cannot be quantified focus-group questionnaires
can be used to establish expectations and set standards in these areas.
• Clear standards need to he set and communicated to both customer and provider.
• Benchmarking should he used to compare performance with the competition.
• Staff should be responsible for feedback on service performance: quantify factors use of questionnaires,
comment cards.
• Feedback should be seen as an opportunity not a threat,
• All negative feedback should be followed up and appropriate action taken.
• Team work can be used to evaluate and support resolution of problems identified through feedback
• All difficulties which have arisen should be recorded and analysed and appropriate corrective action
established. If necessary procedures must be modified/changed.
• Systems should be in place (questionnaires/follow-up interviews) to monitor customer expectations:
changes in these may require modification to delivery systems, processes and so on.
Summary and conclusions
This paper has reviewed the various approaches to the TQM process, with specific reference to their
impact on the key differences between manufacturing and services. This has facilitated the identification of
three sets of factors which should contribute significantly to the successful introduction of TQM to the
various sectors of the tourism industry. There is a need for further in-depth studies and documented implementations of TQM in tourism in order that the industry can learn through this process. This should focus on
the generic issues rather than anecdotal evidence.
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APPROACHES OF MANAGEMENT IN THE TRANSFORMATION PERIOD DURING
INTEGRATION PROCESS
Abstract: In its wide meaning integration process represents the passing from one stage to another, including the
intermediary stage, of this logical and necessary process. Narrowing the meaning of the term, approached by political
economy and political theory, it represents the assembly of major changes which take place in the economic activities
developed at different levels of the society, in certain periods and areas leading even to the passing from a certain
political and economic system to another one. From this conceptual point of view, the transition towards market
economy of Romania is very complex because it affects the entire political and economic system of the country and it
implies important changes both in the thinking and in the scale of values specific to the mentalities of large social
categories. The difficulties at social, political and economic level correspond to similar obstacles at the level of the
economic organisations in all fields of activity.
JEL Classification: H21, M11, M12

The integration process of the East European countries, including Romania, to the market economy
implies among others an intense privatisation process which has the following objectives:

political objectives, because privatisation remains before all a political act in the way that it is
concretised in a political programme;

budgetary objectives which consist in the limiting the access of the state to only an acting quality and
not to a removal of this one from economy;

financial objectives, caused by the fact that the state cannot assure the new increases of capital or the
new investments necessary in economy. This is why private investors are invited to bring their contribution
of capital either to the increase of the social capital or to the achievement of investments.
The privatisation of the economy in these countries has been a difficult process that raises not only
organisational problems but also problems of structure regarding the national economies, a follow up of the
socio-economic context of this country.
As a result of this quite complex context, the privatisation process in these countries has been
subjected to certain restrictions that refer to the following:

the political domain, in the way that restrictions are often legislative ones, because the parties
previously governing have promoted a non-privatisation legislation which makes the present political parties
to promote a favourable legislation whose success will be assured only by the political agreement;

the economic and social domain, in the way that the economic situation and public finances in these
countries require the quickening of the privatisation process, while the social impact of privatisation leads to
dismissals, which if not accompanied by measures of social protection determines employees’
dissatisfaction;

the domain of international relationships, in the way that the risk level foreign investors face, will
condition their interest for the privatisation process.
These restrictions, characteristic for east European countries, are accompanied by the absence of an
organised stable financial market and of a financial engineering of banks, companies of financial investment,
the unrealistic structure of prices, the unclear aspects of the right of property, the lack of a performing
management etc.
In order to correctly evaluate the proportions of the changes imposed by the current integration
process, it is very useful to examine through comparison the way in which such problems are dealt with at
the microeconomic level in a market economy more or less balanced. In the case of microeconomic
organisations, which make the passing from an ultra centralised economy to a market economy, these are
faced with a complex assembly of cvasipermanent dysfunctions with a chronic character. They are the legacy
of a complex of conceptions and behaviours totally inappropriate to the functioning in a competitive
environment. In these cases the microeconomic organisation, in its present form, is highly inadequate
nowadays. On the other hand, due to the radical changes in the foreign environment, the effects of these
dysfunctions are dramatic and this leads to the necessity of quickening at maximum the transformations
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imposed by these. That is why these changes force the reorganisation, thus at modifications both at the level
of the structural framework of the microeconomic organisation as well as at the level of the functional skills
of the different parts of the system.
In this milieu we are faced with the necessity of a double change, one directed towards the
microeconomic organisation, mainly towards its relations with the foreign environment, its technologic
potential, its logistic capacity and another one directed towards the organisational culture seen as a
multiplying factor of productivity and profitableness, concretised in certain structures of thinking and their
modalities of action, widely spread in all organisations, through models of individual and collective ways of
behaviour, through behavioural scales of values unanimously accepted, through common strategic
objectives. The latter change, which should act upon individuals, is a problem whose solution needs special
approaches. Thus, the organisational culture tends to become an essential parameter for the elaboration and
the mastering of the managerial process.
The management of economic organisations holds a decisive role in the changes imposed by
integration process. It must be directed mainly towards: the identification of the changes which are to be
done in the microeconomic organisation, preliminary changes to the successive states that must be reached
and of the factors that influence these changes; the enforcement and the awareness of the managerial
mechanisms through these changes can be promoted and held under control
From this point of view it must be underlined the fact that the current managerial education is
focused mainly on the maintenance of the microeconomic organisation in balance. Less attention is given to
the study of the unbalance states, their causes as well as to the possibilities of projecting and controlling the
changing processes necessary to overcome such states.
In the present, the answer to the following two questions is essential for the Romanian
microeconomic organisations:
 How, in what way and in what directions should the microeconomic organisation action in order
to undergo as efficiently and rapidly as possible the changes necessary for a profitable and stable
integration in the market economy? Transition management should give the answer.
 Which are the changes that should take place in the elaboration and the managerial methods of
the microeconomic organisation in order to assure its transition towards market economy? The transition of
management should give the answer to this question.
The two syntagms, the management of transition and the transition of management are different
because of the object of investigation. Thus, the former is focused on the microeconomic organisation that is
the object of transition and it aims at the exit from the initial state and the access to a final and superior
state under the aspect of economic performances and efficiency. The latter is focused on the manager and it
represents a basic condition for the achievement of the targeted objective and it implies the training of
managers to efficiently lead transition in microeconomic organisations towards market economy. The two
concepts are complementary because the management of transition obliges to the execution of some
managerial functions much more complex than in the past. It also implies the implementation of some new
management concepts and practices.
If we take into account the intensity of the tradition of management and the reaction of the firms to
the changes in the foreign environment, there can be established a matrix correlation between the proportion
and the speed with which these two aspects of transition develop (fig. No.1), having four situations, namely:
 The unstable unbalance of the microeconomic organisation (EIOM), due to the lack of adequate
organisation and management in relation to the changes of environment that leads to a dark perspective;
 Management of performance is placed in a conservatory and rigid microeconomic organisation
(MIPOMCR), which makes the perspective to be favourable and the speed of straightening depends on the
proportion of the requirements and on the managerial ability;
 The current situation of the microeconomic organisation can be apparently satisfactory with all
the conservatory management (SMOMS), especially when people benefit of monopoly positions on the
internal market, although with the danger of losing the market and entering in a crisis situation on short and
medium term;
The microeconomic organisation is currently in a real reorganisation (OMRR), the perspectives of
viability in the competitive environment being present.
In the present situation, the microeconomic organisations in Romania are either in an unstable
balance state, or in an apparently satisfactory state, both being detrimental. Urgent measures for their real
reorganisations are necessary.
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Figure no. 1
Matrix of the intensity of transition
In the case of such measures great attention should be given to the study of logistic management
which aims at the achievement of the planned objectives for the development of businesses through
motivating the members of the logistic team in the direction of obtaining the best and the most profitable
results. This thing is impossible without allocating a longer period of the time budget of the manager to be
spent with the logistic team. The standard tasks of logistic management refer to planning, organisation,
control, recruitment, instruction and motivation. Among these, the decisive impact upon the results of
logistics is held by the human tasks, namely instruction and motivation. Though, the result can not always be
the desired one, if logistic management does not pay attention to the problems of the logistic agents, their
preferences, the tasks of the firm, the general manager’s behaviour and the level of the organisational culture.
Nowadays the maximum knowledge means power and it requires that the logistic manager to be very well
informed because of at least two reasons, namely: the alert rhythm of the current changes imposes a
continuous flux of information, and the current modern technologies allow the information to be easier
obtained. In this case the manager knows how to use the computer and this makes success to belong to the
one who knows how to use the ever-increasing power of information technology in the best way.
The management of logistic information comprises the following stages:
 Collecting the information is focused on what is gathered and how. This is a rational collection of
information if they answer the following questions: what information we need and why? (from internal or
external sources); in what way are the information to be received? (regularly, when changes occur, when
they have been totally or never exploited); which is the meaning of information for the manager? Does this
thing justify costs? The manager can use as sources of information the following: his own operations and
registers, the structural elements of the firm, the library or the information centre of the firm, public libraries,
specialised institutions, governmental departments, services specialised in offering information and
consultancy.
 Storage of information is to be done so that we remember that information which we think useful
in the future and which we have to compare with others or to keep and complete them with other data. To
store or not to store? Should we establish a method of internal storage and then to select the stored
information at regular intervals of time? How do we store information? Do we use memory, folders, records
and indexes of records, block notes, agendas, electronic data base, CD, microfilms and micro records? These
are only a few questions which should be answered in this stage;
 Processing the information depends mainly on the way in which we intend to use but also on the
way they are presented to us. There is an essential difference between the numerical and non-numerical
information. Thus, numerical information is easier to process and it consists in extracting the meaning either
through statistic manipulation, through comparisons or through the efficient presentation of the data. Nonnumerical information is more difficult to process and in its case markers are successfully used. An
important role in processing information is held by manipulation and statistic indicators.
There are three types of people: people who lie, people who lie very much and statistical people.
Most part of the managers use simple statistic techniques which is of great help but not enough. Firms that
respect themselves frequently turn to statisticians to improve the efficiency of data processing. These ones
use the indicators or the rates through which a set of data is compared with a standard one.
 The access to information deals with the ways information is stored. In this way, if information
was efficiently stored, the access to information is easy. Problems appear when we want to find information
according to some criteria or combinations of factors. The use of database is suggested here.
 The communication of information, if it is efficient and on a wide scale it becomes the key of
efficient management. Transmitting the information depends on the used technology, on the manager’s
possibilities to invest in a new communication technology. There is a risk in this case because if we invest
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too early we can acquire insufficient equipment, and if we invest too late we risk loosing the advantages of
being in the front of communication techniques.
 The use of information is the final stage of information in the logistic management in the way that
it would be a loss of time if information were not properly used. There even exists one anomaly: many big
organisations collect and store much information that is not adequately used. The causes of such an anomaly
would be: the chief has demanded this; the chief could demand this; they could turn out useful; we have
always collected them; we did not know that others had collected them; nobody has ever reproached it to us.
A good manager needs to regularly revise his management of logistic information, to ask himself
questions upon the stored information, to check the value of information trying to answer some questions
such as:

What exactly is this information used for?

What kind of decisions were used the last time and why?

Which are the costs and the benefits of keeping this information?

Which will be the consequences of abandoning this information?

Can this information be collected, stored, processed or communicated efficiently?

Can we give this information to others?

Do we have access to information held by others?

Are there any useful ways of using this information?
If we take into account the Blake – Mouton scale regarding styles of management in the transition
period, there can be established the following types of managers, namely:

The popular manager, who is often promoted as a result of the syndicate insistences, enjoys great
popularity among the employees, but not of an authentic authority. His managerial strategy leads, after 1-2
years, to an acute financial crisis and to the impossibility of paying salaries or of avoiding unemployment. In
that moment this type of manager looses all the popular approval and he is changed from function;

The authoritarian manager is the opposite of the popular one, he shares the same opinion about the
contradiction between reorganisation/partnership, but he gives a major importance to reorganisation
problems. He is a competent person, able to solve the problems encountered by the firm;

The conciliatory manager considers that he should make a compromise between the two
contradictory tendencies and as a result he obtains medium performances in both ways;

The incompetent manager succeeds in dissatisfying everybody, the shareholders are not satisfied of
the negative evolution of the firm and the employees are unsatisfied because of low wages and the
unemployment threat;

The participative – reformist manager considers that there can always be found a strategic solution,
which allows gradual reorganisation (if the firm is profitable). He assures the employees of a partnership,
these ones being convinced that what happens in the firm is their interest as well.
By leading well the informational process, managers can take efficient decisions, absolutely necessary
in any stage of the managerial process in integration process.
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THE CAUSE AND EFFECT OF BUSINESS VALUE
Abstract: Almost every sales opportunity required us to get involved with our customer`s finance department to develop
a business case or cost justification.
Business acumen (an understanding of how business works) is more than just knowing words and their
definitions; it`s understanding that poor inventory control has a negative impact on order fill-rates. When order fillrates fall, customer loyalty suffers, as do accounts receivable. When accounts receivable get out hand, cash flow is
impacted. Then a company might have to dip into lines of credit to cover short-term obligations, and the interest that
has to be paid on that borrowed money erodes profitability. I call this the “cause and effect of business”.
Key words: Business value, consumer satisfaction, consumer fidelity, relationship marketing
JEL Classification: M31

Business tracks their operational and financial performance by a myriad of other measures and
metrics. Some of these are not so much measures as they are initiatives or objectives, such as improving
quality, fostering better customer service, or leveraging intellectual capital. Companies are constantly trying
to apply metrics and standards to these somewhat “soft” measures, and any particular company might have,
their own unique way of managing to these objectives. In this paper, we will call of these metrics, measures,
initiatives, or objectives “elements of value”. We will assume that if something can be improved, increased,
reduced, or decreased, and if doing so is either “good” or “bad” for the company, then it is an element of
business value. And the first truth for us to acknowledge is this: every element of value has one or more
causes and one or more effects.
When anyone of these measures moves in either direction, it has an effect on others in either a
positive or a negative way. That subsequent movement has yet other effects on certain other elements in the
value structure. The chain reaction can be quite substantial. As we develop our business acumen and our
understanding of how business works, we are developing a knowledge of “what causes what” in business.
This knowledge of business cause and is what moves us from amateur to professional status in our
customer`s eyes.
Learning business acumen can be turned into an academic exercise, complete with memorization and
testing, but this only serves to reinforce the theory of cause and effects. While there is tremendous merit in
developing a thorough understanding of the possible forces at work in a hypothetical business scenario, its
practical value can be somewhat limited. It is very helpful to explore possibilities, such as the three principle
causes of customer attrition, or the four major effects of increasing forecast accuracy; but a scenario of a case
study is only an example of what might be causing a certain business problem, or what effect that problem
might have on the overall performance of a company. What is far more useful is learning what is actually
happening within your customer`s business, and more specifically what they think the causes are and how
they see the effects impacting their overall success.
Understanding causes
The best way I know to begin learning business acumen is to start by really listening to what your
customers are talking about. If we are stuck in constant broadcast mode, waiting for them to take a breath so
we can deliver our “messaging”, we probably won`t learn very much at all. Slow down just a little, listen to
what your customer is saying, and when you hear they mention that their company is having problems with
customer satisfaction, for example, ask a simple question: “What do you think is causing this problem with
customer satisfaction?”
By asking about the causes of any element of value, we hear back how our customer thinks the
element can be impacted, for better or worse. Let`s assume for a minute that you or I already know that there
are three, or four, or six different ways to cause an increase in customer satisfaction, for example. That`s not
the point. What we really want to know is what our customer thinks will cause an increase.
Perhaps our customer tells us that “improving customer service” is one of the ways they think they
can increase customer satisfaction. In that case, Figure 1 shows the relationship of these two measures.
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Figure 1 The Relationship of Cause and Effects
Note the two little arrows in the upper left-hand corner of this diagram labeled “Causes” and
“Effects”. Whenever you hear your customer talking about a problem they are having with any element of
value, you can gain a better understanding of that problem and its broader impact by asking questions about
its causes and effects. Here are some possible questions for this customer satisfaction example:
Question: “What do you think is causing this problem with customer satisfaction?”
Answer: “An issue with customer service”.
Or
Question: “What effect is this issue with customer service having on your business?”
Answer: “A problem with customer satisfaction.”
Now note the two little arrows in the upper right-hand corner of this diagram and their associated
questions “How?” and “Why?”. When your customer starts talking about a goal they are trying to achieve,
or an initiative they are focused on, we can get a better understanding of their thinking and of how they see
their business by asking questions beginning with “How?” and “Why?”. This applies to the diagram in
Figure 1 in the following way:
Question: “How do you think you could increase customer satisfaction?”
Answer: “By improving customer service.”
Or
Question: “Why is improving customer service so important?”
Answer: “To maintain or increase customer satisfaction.”
Earlier, we said that each element of value has one or more causes and one or more effects. To get a
broader understanding of how our customer sees their business, we will have to ask, “What else might be
causing this problem with customer satisfaction?” Or, if we are exploring the possible ways to improve
customer satisfaction, we should ask not just “How?” but also “How else?”.
Perhaps you could ask, “How else do you think you could improve customer satisfaction?” or “Are
there any other possible causes of this problem with customer satisfaction?”. As shown in Figure 2, there
could be many different causes of poor customer satisfaction, ranging from a sharp edge on a plastic baby
toy (poor product quality) to how long a customer has to stay “on hold” when calling to place an order (poor
customer service). The  alongside each element of value indicates the direction of movement that is
generally considered “good”.

Figure 2 The Causes of Customer Satisfaction
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As we are learning this approach and building our own business knowledge, curiosity and a desire to
learn makes us naturally inquisitive. But as we get more knowledgeable about how business works, we have
to guard against assuming that we already know – or that our customer already knows – the major causes of
customer satisfaction, an thereby incorrectly assuming that these questions are unimportant. Asking our
customer “How?” and “Why?” they are planning to pursue a certain goal, or asking about the possible
causes and effects of the business, problems they face, is an integral facet of our diagnostic approach.
Listen for what your customer thinks they already have a good handle on, as well as areas where
they are not so sure, worried, or maybe even at a loss. If they recognize a business problem, or have
identified a certain goal or objective, they`ve already got some ideas about what they want to do to solve the
problem or reach the goal. We should try to understand what they already think before we start offering
recommendations of any kind.
The real magic of the diagnostic approach is more than simply learning about our customer`s
business in order to offer a solution to help them achieve their desired results, because more important than
our need to understand is our customer`s need to feel understood.
One of the major reasons for listening and asking questions is to help our customer arrive at a place
where they are ready to hear and have faith in our suggestions or recommendations. Jumping to conclusions,
or rushing to offer a solution, is almost always perceived as proof that we are more focused on “B” (selling
something) than on “C” (our customer`s business objectives). Even if our advice is exactly the same in both
cases, our customers simply can`t accept it as valid unless they feel we have taken the time to listen and fully
understand them before we offer it.
Understanding effects
Now let`s look at this from a different angle. What does an increase in customer satisfaction cause?
Or put another way, what are some of the effects of an increase in customer satisfaction? For this we ask
effect – oriented questions such as: “What are the effects of this problem you are having with customer
satisfaction”, or questions that begin with “Why?” such as: “Why is improving customer satisfaction so
important right now?”.
One of the effects or results of improving customer satisfaction is an increase loyalty or customer
retention. Another effect of having happy, satisfied customers is that they tend to pay their bills on time, or at
least closer to on time than the disgruntled ones. This helps to keep accounts receivable down, or at least
keep them under control. A third possible effect of higher customer satisfaction could be a reduction in
product returns. Figure 3 illustrates these effects of customer satisfaction. The  and  represent an
increase or decrease, respectively, and point in the direction that most companies would normally consider to
be “good”.

Figure 3 The Effects of Customer Satisfaction
When your customer`s customers are more satisfied, they tend to stay around. If they do remain
loyal to your customer, instead of buying from the guy across the street, it reduces customer – acquisition
costs, because it normally costs much less to keep a customer than to attract a new one. If a reduction in
acquisition costs is good, “Why is it good?”. Because it reduces overall costs and ultimately boosts profit.
But that`s not the only way that customer loyalty contributes to profitability. Another effect of customer
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loyalty (repeat business) is an increase in sales revenue. When combined with lower customer – acquisition
costs, this also contributes to an increase in profit and earnings.
Let`s not forget that a reduction in accounts receivable translates into a reduction in what finance
managers call Days Sales Outstanding (DSO), which is a critical measure that nearly every finance executive
and stock analyst watches closely as a factor of financial health. If a company can cut DSO, that frees up
cash or capital for reinvestment, which drives asset utilization and profits. Figure 4 shows how – by
following the trail of business cause and effect from bottom to top – an increase in product quality, customer
service, or on-time deliveries is translated into profitability and earnings.

Figure 4 The Causes and Effect of Business
Using this “How and Why” approach, and the cause-and-effect relationships it reveals, we can build
a model of any organization that depicts how they produce Economic Value.
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THE MANAGEMENT - LEADERSHIP AND INNOVATION
Abstract: The management is one of the most important factors of making the organizations efficient. The economical
and social performances are depending to the methodological, decisional, informational and organizatorical
performances. The managers are involved directly in exerting the management processes, adopting and applying of
managerial decisions. To the question “HAW DO WE LEAD?” the answer is proper knowledge, the adequate systems,
methods and techniques of management.
Being in charge of an engineering group, a department, or a company takes a lot of planning ahead of time
and then continuous improvement as time goes by. For the individual striving to be a leader, or the person wanting to
be a better leader, the person must look around at those in responsible charge and write down what they see as good
and bad about lhe other person's management skills. So, a leadership must know the management function, the
management processes and relations, the management system, how to innovate, research and discovery.
Key words: Leadership, innovation, competitivity, development, to elaborate
JEL classification: M, M11

Leadership between reality and perception
To manage is to lead and to lead you must set the example. If you expect others to follow, you can't do
this under the principle, "Do as I say and not as I do." A leader needs to set the pace as it pertains to work
ethics, do what it takes to get the job done, and do it as a professional. Every day you can see how not to lead
by simply watching the news on TV and see how our politically appointed representatives bend the rules and
in some cases, simply lie under oath. As a result, politicians are not the most highly regarded professionals,
and as a leader, you need to find others to emulate who demonstrate:
1. Honesty. Someone told me once that they didn't necessarily agree with me, but they knew I wasn't lying
to them. 1 took that as a compliment rather than a complaint.
2. Communication. The only lime I close my u t lice door is when I have a couple of people in my office
and we are having a conference call. It's the only time I'm not available to communicate with others outside
my office.
3. A positive attitude. You can't lead if you are complaining. You can complain as long as you finish up
with a positive suggestion or direction.
4. Dress for success. If you are a service manager, you should dress as a technician manager and not as a
banker. If you are an engineer, you should dress as a professional and not a laborer. If you are a job
superintendent, you should dress according to the conditions (e.g., building isn't enclosed yet for the heating
season) but still professionally because you represent your company on the job site. How you look is an
indication on how you do your job.
5. Teach to replace. I think the more knowledgeable the people in my group are, the better our product and
the better prepared they will be to lake my job, or fill that same position somewhere else. Plus, I learn from
their feedback on what we do it they are thinking like leaders.
6. Mentoring. The better the personnel, the better the product we delivery. Training, sharing your "good and
bad" experience, helping others to set their goals all contribute to having the best team for the job. A leader
can't do it all him self.
7. Time management. This principal is the cornerstone to getting it done well, on time, and on budget. This
skill can carry over to your personal life, too, so that life is more than just work.
8. Delegation. Because you can't do Jt all yourself, if you achieve the above, giving up portions of the
workload and associated responsibilities becomes easy.
The antonym to leadership is probably follower. Over the years, I have seen people in responsible
charge who better fit the role of a follower rather than a leader because they didn't apply the skills noted
above along with several other management skills needed to lead.
For the individual striving to be a leader, or the person wanting to be a better leader, I advise the person to
look around at those in responsible charge and write down what they see as good and bad about the other
person's management skills (also refer to my December 2006 "Tomorrow's Engineer" column). No one has
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mastered the role of leader yet, so to those wanting to be a leader and a role model, look around and take
notes. There is a saying, "perception is reality," and a good leader takes on the role of being someone others
will follow, in part, through perception.
Of course, you still have to perform and deliver, but perception has its place in the quest to lead. Being good
at what you do frequently takes luck, but no one seems to notice the luck that took place when outlining your
business plan, project goals, or job performance ahead of time. People simply perceive you always know
what you are doing, and that is why you are the leader.
I think the more knowledgeable the people in my group are, the better our product and the better prepared
they will be to take my job, or fill that same position somewhere else. Plus, I learn from their feedback on
what we do if they are thinking like leaders.
A leader must know :
A. How to fundament and adopt the management decisions?
B. What managerial tools to use?
C. How the quality and efficiency of the adopted decisions is ensured?
D. Do the leader know how to lead and run the organizations?1
The management of innovation
Innovation has become a primary force driving the growth, performance, and valuation of
companies. Our research reveals a wide gap between the aspirations of executives to innovate and their
ability to execute. Many companies make the mistake of trying to spur innovation by turning to unreliable
best practices and to organizational structures and processes. Our research shows that executives who focus
on stimulating and supporting innovation by their employees can promote and sustain it with the current
talent and resources—and more effectively than they could by using other incentives. Three approaches can
help executives mount innovation efforts. First, senior management should actively support behavior that
promotes innovation. Second, network analysis can identify where the capacity for innovation already exists
within an organization and help it build more innovative networks. Finally, executives should seed
innovative thinking by focusing on selected managers and projects.
The important things are:
Decentralizing a network can improve collaboration and performance.
There are four critical steps to designing, implementing, and managing innovation networks.
Senior executives and their employees have different ideas about what their organizations need for
innovation projects.
The technological innovation assure that the quality increase.
The innovation is not linear. We have:
FUNDAMENTAL RESEARCH
DISCOVERY
APPLY RESEARCH
ACTIVITIES MADE BY ENGINEER AND SCIENTIST
ENTERPRISE, COMPANY
INVENTOR, INNOVATOR
The innovation generally has many forms. So we gave product innovation and process innovation,
break innovation and adapted innovation, proactive innovation and reactive innovation. External innovation
is the one leading to the production of better and simple things.
Internal innovation is achieved by investments and improvement. Breaking innovation is different
from adapted innovation by tehnological intensity of changes. Reactive innovation has as purpose to handle
the threats of the competition. It places at the disposal of the enterprises a superior technology. By putting
into practice application of the innovation, the purpose is to combat the threats of the competition and
valuation of the opportunities. No matter its forms, the management of the innovation represents a process, a
lot of methods by which an enterprise creates and leads innovation activity.
1 Review of international comparative management, Academy of Economic Studies Bucharest
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The leadership (the manager) must know all the methods and forms of the innovation and must apply
them from case to case. The innovation represents a source of tehnological changes, valueing the
technological experiences of the enterprise. Because the scientific research it’s not the only source of the
innovation, we have also a process of innovation with many phases.
The phases of the innovation process for the new products (entry):
DISCOVERY
Exploration
Intuition
Incubation
Formulating the concept
ELABORATING THE PROJECT
Initiating
Filtering
Putting into a form
Adopting
Planing
TEHNICAL DEVELOPMENT
Construction of the prototip
Eperimenting
Put into practice
INTRODUCTION OF THE INNOVATION
The commercial test
The ajustement
Sending up
SPREDING THE INNOVATION
The expansion
The differences
The variation

The management, tends to become the most important factor, of amplifying the efficiency,
effectiveness and competitivity of the organizations. The management can be evidenced and analysed as
management process and as management system.
The most important coordinates of the manager’s (leader) work:
 Fundaments and adopts management decisions in the area of prevision, organization, coordination,
training and control.
 Use specific decisional mechanisms (acts or processes), depending on the objectives nature,
complexity and difficulty, with influences on the decisional problems that follow to be solved.
 Approach varied managerial tools, with varied systems, methods and techniques of management
from which there should be missing:
- management systems (profit centers,objectives,budgets,projects and exceptions management):
- general methods of management (diagnostication, delegation, meeting, dashboard)
- specific methods and techniques of management (decisional, of costs management, of creativity
stimulation, of analysis and engineering of the organizational and informational system, of making
the managers’ work efficient
- Use and take advantage of adequate managerial engineering/reengineering methodologies (global or
specific methodologies).
- Promote varied management styles.
So “HAW DO A LEADER WORK?” and “What are the roles of the manager?”
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To understand better, we will enumerate a few of the manager (leader) work:
-role of disciplining the managers and executants
-role of responsibilization
-role of stamping of some characteristics of order and rigurosity
-role of facilitating the normal functioning of the other managerial components (decisional, informational
and organizational)
- role of efficientizing the lead field, creating and maintaining some favorable conditions for achieving the
objectives
- role of facilitating the managerial function exercitation
- role of facilitating the managerial competency manifestation
- role of management professionalization.
To end this part propertly, we wanted to underline that there is a conection between leadership and
innovation. A leader must know how to explore the possibilities, to coordinate the employers, to controle
them, search the qualities, must know the management functions, processes and relations, the management
system, all the innovation and how to aply them, must have varied managerial knowledge.
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SOCIAL RESPONSIBILITY – THE FUTURE MAJOR STEP IN THE EVOLUTION OF
THE ROMANIAN SMES
Abstract: Social responsibility approaches mainly actions of improving the quality of life at the level of community and
presupposes integrity, strong values and a balance between the long and short term management. Corporate Social
Responsibility (CSR) in Romania is represented by more and more initiatives in the last years. New corporative
foundations have been set up, new corporative programmes have been developed, specific marketing campaigns, donor
programmes and even social campaigns supported by companies. This paper approaches CSR from the perspective of
small and medium enterprises (SMEs) providing the advantages and limitations of adopting the voluntary CSR
practices in the business strategy.
Key words: Social responsibility, corporate social responsibility, SMEs
JEL classification: M14

In Romania, in conditions in which the state budget and existing foundations cannot support the
funds necessary for solving social and environmental problems, the involvement of multinational companies
in this topic became real and efficient in the last years, following the adoption of strategy of corporative
programmes, especially in the field of education and health.
In fact, for assuming social responsibility, a company takes into consideration the principle that can
obtain profit only if it is involved in actions of welfare of the society where it lives. Here it must be
underlined the educative potential of such actions. A company which include permanently in its business
strategy sponsor activities and voluntary programmes, not only obtains profit, but also becomes an example
of corporate ethics for other companies, for its employees and for the community. In this way the company
can change the attitude of the members of the community towards the specific social and environmental
problems, can underline the spirit of civic involvement.
While many years CSR represented a non-important topic, recently it became something usual in
business; more and more companies, especially large ones, but also from the SMEs sector appointing a
manager or even designating a department responsible with this task.1
Social responsibility approaches mainly actions of improving the quality of life at the level of
community and presupposes integrity, strong values and a balance between the long and short term
management.
It is agreed that in the last years CSR in Romania is represented by more and more initiatives. New
corporative foundations have been set up, new corporative programmes have been developed, specific
marketing campaigns, donor programmes and even social campaigns supported by companies.
More and more seminars, conferences, debates on the topic of CSR have been organized. Many
SMEs in Romania already implement CSR practices but without being familiar with the official CSR
concept or without disseminating these initiatives and activities.
Social responsibility – the future major step in the evolution of SMEs
In the conditions in which the competition becomes stronger and stronger, the classical
characteristics to create differences between brands are no more enough. The companies are evaluated in a
bigger measure – beyond their economic results, quality of management and policy of communication –
according to their contribution to the social life of community they belong to.
CSR plays an essential role, both in creation of corporate credibility, and also in the management of
company identity. Activities of social responsibilities, properly communicated, can act as a real campaign of
image. The label CSR Made could become a real selling tool. The future brands will mean not only quality,
but also a good image considering relations with community, environment etc.
1
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In the business sector, transparent, objective, giving mechanisms are rather rare. State-owed
enterprises most frequently have transparent mechanisms, which is most likely due to their size and
bureaucracy.
Although statistically foreign companies do not seem to be model donors, most progressive
corporate philanthropy is linked to multinational companies or their subsidiaries, but due to their limited
numbers they are not properly reflected in the survey. Still, there are good examples of small indigenous
companies who are trying to get organized in this respect and identify reliable partners in the non profit
sector. Applications received for the People for People Gala show a significant numbers of good practices
and examples among Romanian small and mid-sized companies. Beneficiary organizations could make
better use of reporting and other means to ensure transparency and accountability and therefore, increase
donor satisfaction.
When analyzing the companies strategies, the starting point was an ideal model, defining organized
giving strategy, based on:
· Transparency of decision-making process
· Planning (objectives, timeframe, budget, impact)
· Clearly defined supported cause (focused)
· Link with employee or client well being
· Pro-active approach
· Giving is part of PR strategy
· Asking for accountability from those supported
Few of the Romanian businesses (around 5 %) developed a transparent and clear system of decision
making when involving the company in giving actions/programmes1. Most of the times a business decision
to involve in giving activities proved to be ad-hoc, emotional and based on impulse. State owed companies
have the highest proportion of transparent decision – making processes (34 %) followed by foreign
companies. In terms of turnovers, big companies are most transparent, but still the percentage of big
corporate donors with transparent systems is low (17 %).
According to a study realized on CSR in Romania, around 1/3 of the business donors receive reports
describing what happened with the funds and another 1/3 of them would like to receive these reports even if
this is not happening yet2. Only 5 % of the companies have a fixed annual budget of donations and 25 % try
to have regular system for giving to charity.
As it was expected, multinationals created in Romania giving systems (corporate foundations,
payroll giving and corporate volunteerism programmes, cause related marketing) based on international
experiences and global culture – they inherit a tradition and models from their partners abroad or their head
offices. Still, there are good examples of small indigenous companies that are trying to get organized in this
respect and identify reliable partners in the non profit sector.
Motivations for the business sector
The biggest proportion of the companies make their donations based on emotional reasons like
charity and helping others (39 %), humanitarian reasons (17 %), helping kids (10 %) and helping poor. Only
2 % of the businesses mentioned publicity as the main motivation, this being the only rational reason.3 If the
low weight of rational giving is related to the fields supported by donors, it becomes apparent that areas like
environmental protection, human rights or civic education, where donations are based on rational motivation,
are lagging.
A lot of awareness campaigns are still necessary, as CSR is a new domain for the Romanian SMEs.
Once the Romanian SMEs will have a clear understanding of what CSR is and how it can add value to their
business they will integrate practices and activities in this field.
Another conclusion is that Romanian companies rarely use their charitable activities for image
building purposes. Two combined reasons can be identified: one is that NGOs are not perceived as potential
vehicles for sending a message and the second one is that many companies lack the skills and financial
possibilities to integrate philanthropic activities in their PR strategies.
The most mentioned reasons4 for not donating are “company cannot afford” (35 %) and the “firm
wasn’t asked to donate” (26 %). Both motivations show that there exists a potential for rapid growth among
1
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3
idem page 14
4
idem page 16
2
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members of the business community either by simply asking or sending a message saying that small amounts
are meaningful. Trust was identified as another important motivational factor.
Data on motivation leads us to the conclusion that there is a potential to rapidly increase the number
of corporate donors in Romania by understanding that small amounts can make a difference, by developing
proper giving strategies and being pro-active in identifying reliable, non-profit partners.
Companies have stepped in to fill holes in the social fabric that government either would not or
could not fill. For companies affiliated with the AmCham, being a good member of the community is a
natural way of doing business. Making the community where they operate a better place is fundamental to
their success.
In post-communist societies, Corporate Social Responsibility programmes play an additional role:
they demonstrate the nature and values of the free market and contribute to citizens’ trust in a friendly
business environment.
Fostering and hindering factors for SMEs to engage in CSR activities
Things begin to move step by step in Romania, too. Some specialists consider that CSR in this
moment represents a global phenomenon, not only a trend in rich countries. Even if in Romania there is not a
Ministry of Social Responsibility as in other countries, the social responsibility of the companies begins to be
seen more and more through numerous initiatives.
In some years our people will start to take decision to buy not only because of quality and price, but
also based on the social involvement of the provider companies. There is not enough information at this
moment about the real thinking of Romanians about social responsibilities of companies. Even awards
campaigns appeared during the last years. It is considered that, despite of these achievements, the sector of
research regarding CSR was not so much developed. Probably a serious research will show that in Romania
the responsible companies will be much more taken into consideration.
In order to create a sustainable environment for Corporate Social Responsibility in Romania, we
need appropriate fiscal incentives, clear legal provisions, and simple implementation procedures.
Obstacles posed by current Romanian legislation1:
1 % Law (application norms)
The Sponsorship Law (needs to be amended to reflect the provisions from the Fiscal Code)
The new Fiscal Code has introduced several incentives for charitable giving. American Chamber
launched an invitation to government, companies and NGOs to discuss and identify legislative changes that
would facilitate greater contributions to allow NGOs to address some of the current problems of the
Romanian society today.
Some positive aspects regarding the development of CSR among SMEs:
 Importance given by governmental bodies and agencies in order to support CSR for SMEs: change of
laws, new legal provisions in this respect, creating special departments for this topic
 Financing programmes supported by Government or civil society in order to implement CSR for SMEs
 EU funded programmes for awareness and support the implementation of CSR by the SME sector
 More and more articles in newspapers, special dedicated web-sites, more and more events, seminars,
conferences, in order to make known the concept of CSR and real advantages for companies
 All involved parts: companies, clients, suppliers, local authorities, mass media, began to understand the
importance of CSR and step by step to choose companies and the products and services of companies
which introduced CSR strategies in their activities
 Some aspects with a negative impact on the development of CSR among SMEs
 Many SMEs complain about a lack of funds for introducing CSR strategies in their normal activity;
many times they are awaiting such actions from large companies
 Lack of enough knowledge about real meaning of CSR actions, especially for SMEs, about the
advantages of adopting a real strategy in this field
 Not enough specialists in CSR; the majority of SMEs have a small number of employees, and the owners
of these companies consider that they can not afford to have an employee especially for this activity
 · Adopting a CSR strategy gives not an immediate positive result and a profit; many owners of SMEs
appreciate that they do not have enough time to wait for profit in years; they want an immediate profit
 In big towns, compared to small localities, there are much more resources, knowledge, sources of
information in order to support the implementation of CSR among SMEs
1
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Many SMEs, due to business conditions, often change their field of activities, in this respect it is
somehow difficult to implement some CSR strategies
Even if in the last years there were adopted new laws, many SMEs still complain about lack of proper
legislation, about not enough support from government for adopting CSR

Impact of SMEs’ CSR activities
The advantages for companies are represented, first by: recognition, reputation. Going deeply in
details it can be concluded that the effects of the involvement of a company in community could be:
 Improving relations with community (clients, suppliers, authorities)
 Influencing the target group, of opinion leader, press etc.
 Setting the company on a superior position in the society
 A better image / more visibility for the company
 Making clients faithful for the company and its products
 Significant contribution for realizing the excellence in business
Corporate Social Responsibility, sometimes called responsible business practice or corporate
responsibility, has no single definition but essentially covers how a business can make a positive contribution
to your local area. In other words, if business wants to start making a difference to the local area and
community, it should incorporate CSR practices and initiatives.
No matter the size of the organization or the level of the involvement with CSR, every contribution
is important and provides a number of benefits to both, the community and the business. Contributing to and
supporting CSR does not have to be costly or time consuming and more and more small businesses active in
their local communities are seeing significant benefits from their involvement such as:
 Reduced costs
 Increased business leads and increased reputation
 Increased staff morale and skill development
 Improved relationships with the local community, partners and clients
 Innovation in processes, products and services
 Managing the risks the company faces
Concluding remark
Changes are in progress regarding the adoption and implementation of voluntary practices of CSR in
Romania. Some specialists consider that CSR in this moment represents a global phenomenon, not only a
trend in rich countries. Even if in Romania there is not a Ministry of Social Responsibility as in other
countries, the social responsibility of the companies begins to be seen more and more through numerous
initiatives. A lot of awareness campaigns are still necessary, as CSR is a new domain for the Romanian
SMEs. Once the Romanian SMEs will have a clear understanding of what CSR is and how it can add value
to their business they will integrate practices and activities in this field. CSR as a voluntary activity has
proved to play a major role. No matter the size of the organization or the level of the involvement with CSR,
every contribution is important and provides a number of benefits to both, the community and the business.
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A TIMELINE APPROACH OF CORPORATE SOCIAL RESPONSIBILITY IN THE
EUROPEAN UNION
Abstract: In recent years, businesses, policy makers and the media have begun to employ the term CSR to describe a
broad range of corporate activities which do not directly relate to the pursuit of profit. The aim of this paper is to
provide a timeline approach on corporate social responsibility at the European Union level. It will provide a short
description of the most important steps made regarding the governance of corporate social responsibility at a European
level and also the main networks created in time.
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Introduction
In recent years, businesses, policy makers and the media have begun to employ the term CSR to
describe a broad range of corporate activities which do not directly relate to the pursuit of profit. Businesses
use CSR to explain – and sometimes justify – voluntary practices including philanthropic donations the
development of equal opportunities policies or efforts to reduce environmental damage1. Meanwhile,
pressure groups and some politicians insist that CSR is not a matter for businesses alone and that
governments must ensure companies are legally and politically accountable for their social and
environmental policies.
In Europe a variety of other related terms exist, and often they are equated to CSR in habitual
language use. Examples of these are:
 Corporate Responsibility, generally meaning a broad entrepreneurial sustainability, often equated to
CSR
 Corporate Sustainability, alignment of an organisation's products and services with stakeholder
expectations, thereby adding economic, environmental and social value
 Corporate Governance, focussing on business management and the leading institutions of an
enterprise
 Corporate Citizenship (CC), as the civilian engagement of enterprises and, therefore, focusing more
specifically than CSR (which also takes into account the company internal dimension, e.g.
employees) on external dimensions including different instruments such as Corporate Giving, Social
Sponsoring, Cause Related Marketing, Corporate Foundations or Corporate Volunteering
 Responsible Entrepreneurship, a concept put forward by the United Nations which recognises the
businesses’ role for the accomplishment of sustainable development and that companies can manage
their operations in such a way as to enhance economic growth and increase competitiveness while –
on a voluntary basis – ensuring environmental protection and promoting social responsibility
The first steps
The origins of the EU's approach to CSR stem from the Commission's White Paper (1993) on growth
and employment. In the following years, the concept of CSR has gained in importance in the EU policy
debate, manifested, for example, by the establishment of a joint declaration against social exclusion (1995)
or the launch of the European Business Network for Social Cohesion (EBNSC) in 1996 (to become CSR
Europe in 2000).
In March 2000, the Presidency Conclusions of the European Council made for the first time “a
special appeal to companies’ corporate sense of social responsibility”2. In 2001, the European Commission
published a Green Paper on “Promoting a European Framework for Corporate Social Responsibility” on the
basis of which a Communication was proposed in 2002, focusing on increasing knowledge about the positive
1
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impact of CSR on business and societies in Europe and abroad, in particular in developing countries and on
the development of the exchange of experience and Good Practice on CSR between enterprises. In 2002, a
Multi-Stakeholder Forum consisting of companies, business organisations and networks, trade unions and
civil society representatives was established to elaborate an European strategy for CSR and to encourage
greater awareness raising about its implications.1
Furthermore, the first sustainable development strategy was launched in 2001, based on the idea that
in the long run economic growth, social inclusion and environmental protection should go hand in hand. The
latest EU Strategy for Sustainable Development (SDS) of 2006 takes into account the situation of an
enlarged European Union and pinpoints the importance of creating sustainable communities able to
efficiently manage and use resources and to tap the ecological and social innovation potential of the
economy, ensuring prosperity, environmental protection and social cohesion to improve present and future
quality of life.2
In relation to this emphasis, the CSR concept is based on a “Triple Bottom Line” approach3 (also
known as People, Planet, Profit) pinpointing the necessity that for reaching sustainability an organization
must be financially secure, minimise its negative environmental impacts and act in conformity with societal
expectations (European Communities, 2002).
In March 2006, the Commission published a new communication on CSR entitled “Implementing the
Partnership for Growth and Jobs: Making Europe a Pole of Excellence on CSR”. One of the main elements
emerging from this communication is the creation of a European Alliance for CSR that acts as a political
umbrella for CSR initiatives of companies and their stakeholders. As to this regard, the Commission will
further emphasise the promotion of CSR in eight areas: awareness raising and best practice exchange,
support of multi-stakeholder initiatives, cooperation with Member States, consumer information and
transparency, research, education, small and medium-sized enterprises as well as considering the
international dimension of CSR4.
The approach to CSR of the European Union is also integrated in the broader context of various
international initiatives related to trade and development co-operation, e. g. the UN Global Compact (2000),
the ILO’s Tripartite Declaration of Principles concerning Multinational Enterprises and Social Policy or the
OECD Guidelines for Multinational Enterprises (2000).
Following the European approach, also at individual Member State level the issue of CSR has been
gaining importance in public and policy debate during the last years or even decades.
However, the time of introducing the idea of Corporate Social Responsibility considerably varies
among the analysed Member States. While it is, for example, a relatively new concept in Poland where it was
introduced in 2000 by the Responsible Business Forum, the origins of CSR in Spain stem from the 1990s
when the concept of Social Responsible Investment (SRI) was introduced by organisations in the area of
collective investment and pension funds.
Also in Romania the concept of social responsibility originates in the 1990s when many NGOs
(particularly with humanitarian business objectives) were founded with the assistance of international public
or private institutions. The major involvement of both, large and small companies in CSR activities in terms
of restructuring their technologies for environmentally friendly production or the adoption of social measures
for employees or the society started after 2000. The private sector’s involvement in CSR was mainly fostered
by the engagement of multinational companies active in CSR, and – later on – also experienced an impulse
stemming from the possibility to access EU funds.
In Finland, the first publications dealing with ethical issues in business activities even date back to
1959. However, up to the 1990s “ethical business management” was more prevalent than the concept of
CSR. Environmental management and CSR have had mutual interrelations, and currently they can even be
considered to have been merged into one – “responsible business”5.
Also in Norway issues relating to health, safety and environment at the workplace have been
discussed since the 1960s and issues relating to the external environment have been high on the agenda
during the 1970s and 1980s. The CSR concept as such became subject of discussion in the mid 1990s. A
similar development may also be observed in Germany.
1
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5
CSR and Competitiveness - European SMEs’ Good Practice - Consolidated European Report, Vienna 2007, page 15
2
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In Austria, the discussion of “sustainable development” started in the 1970s or 1980s, focussing,
however, at least in the beginning solely on the business sector’s protection of ecological fundamentals.
Social and economic dimensions (e.g. quality of life, innovation, networking) are considered only since the
implementation of the Austrian Strategy for Sustainable Development in 20021.
CSR for European SMEs
Generally, a growing involvement of European businesses in CSR is observable. This is not at least
attributed to the fact that companies increasingly realise the necessity of improving business’ image by
showing commitment to social issues and/or the introduction of business ethics rules and, therefore, include
CSR activities in the daily business routines. So, the raised awareness of consumers increasingly
appreciating CSR practices is an important incentive for further development of respective corporate
activities which may then be used for gaining a competitive advantage compared to other market players.
Figure 1 Target groups of SME’s CSR activities

Source: CSR and Competitiveness - European SMEs’ Good Practice - Consolidated European Report, Vienna 2007,
page16

This widespread recognition of CSR by the general public, but also the scientific community, is also
reflected by an augmenting number of CSR related publications (e.g. annual company reports on CSR,
scientific research studies) or articles in mass media or business journals. As to this regard, particularly the
topics of community involvement activities of large enterprises and the employment of persons
disadvantaged at the labour market are covered.
A special attention was given to the SMEs when talking about CSR activities(see Fig. 1). CSR targets
the market, the employees, the society and the environment. This is the world surrounding CSR policies in
European SMEs.
European Awareness Raising Campaign on CSR for SMEs including a wide range of events
throughout Europe as well as the establishment of an informative website. Furthermore, DG Enterprise
realised the “Responsible Entrepreneurship” project which identified case studies from SMEs across Europe
as well as the “Mainstreaming CSR among SMEs” launched in September 2005 – whereof the study on hand
is a part of. A recent initiative of the DG Enterprise and Industry is the European Responsible
Entrepreneurship Bulletin (first issue: 1st quarter 2007) which is a quarterly e-newsletter aiming to exchange
information and ideas about responsible entrepreneurship, corporate social responsibility and small and
medium-sized enterprises.
A specific initiative of the European Union in the field of CSR already mentioned was the European
Multi-stakeholder Forum on CSR, being active between 2002 and 2004. It was chaired by the European
Commission and consisted of European representative organisations of employers, business networks, trade
unions and NGOs. The Forum aimed to foster CSR and promote innovation, convergence as well as
transparency of CSR practices and tools through improving knowledge and exploring possibilities for
establishing common guiding principles at EU level.
1

Idem, page 16
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CSR Networks
There is a comparably wide range of supra-national networks in the field of CSR, some of which will
be presented in the following, giving a brief clue on the heterogeneous approaches taken towards CSR:
•
The European Alliance on CSR initiated in 2006 is a political umbrella organisation for new or
existing CSR initiatives by large companies, SMEs and their stakeholders aiming to give a new impulse to
make Europe a pole of excellence on CSR. It should lead to new partnerships and new opportunities for all
stakeholders in their efforts to promote CSR. The Alliance is supported by the Union of Industrial and
Employers’ Confederations of Europe (UNICE), the European Association of Craft, Small and Mediumsized Enterprises (UEAPME) and CSR Europe1.
•
CSR Europe is a business network consisting of more than 60 leading multinational corporations as
direct members and of further 1,400 companies through 18 National Partner Organisations. Since its launch
(under the name of “European Business Network for Social Cohesion”) in 1995 the network aims to help
companies to achieve profitability, sustainable growth and human progress by placing corporate social
responsibility in the mainstream of business practice.2
•
The European Environment and Sustainable Development Advisory Councils (EEAC) are a unique
collaboration between the advisory councils for environmental policy and sustainable development. It was
set up by European governments in 1993 aiming to provide independent, scientifically based consultancy
regarding the environmental and sustainable development. In 2006, more than 30 councils from 16 European
countries participated in that network.
•
Various networks (e.g. the European Business Ethics Network (EBEN), Social Venture Network
(SBN) Europe or the European Social Investment Forum (Eurosif)) devote themselves to promoting business
ethics, including social and environmental engagement.
Concluding remark
In recent years, businesses, policy makers and the media have begun to employ the term CSR to
describe a broad range of corporate activities which do not directly relate to the pursuit of profit.
The time of introducing the idea of CSR considerably varies among the Member States and for some
countries it is a relatively new concept. However, a growing involvement of European businesses in CSR is
observable. This is not at least attributed to the fact that companies increasingly realise the necessity of
improving business’ image by showing commitment to social issues and/or the introduction of business
ethics rules and, therefore, include CSR activities in the daily business routines. Several networks and multistakeholder fora have emerged in time and gather different actors under a common voluntary approach: CSR
with the aim to provide positive change for the whole community.
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ALTERNATIVE MARKETING STRATEGIES FOR INCREASING THE
COMPETITIVENESS OF THE ROMANIAN TOURIST DESTINATIONS
Abstract: In this study, I’ve proposed a series of marketing strategic alternatives for the tourism industry in Romania
and for the small and medium tourism companies that will outline the action directions that the tourist destination
should follow in applying for the increase of the competitiveness and diminishment of its vulnerability. The marketing
strategy defines the directing lines of the adjustment process of the Romanian tourism offer to the present and possible
demands of the consumer in order to satisfy them and accomplish economic efficiency under the real conditions of the
market, as well as diminishing the risks and obtaining the maximum of advantages. The marketing strategy designed for
the development of the vernacular tourism is influenced as well by the degree of development of this sector, as well as
by the image achieved by our country on the intern and international market.
Key words: Marketing strategy, competitiveness, tourist destination
JEL classification: M31, L80, L25

The strategic analysis is based on examining the three general models of strategies, namely Porter’s
generic strategies, Gilbert’s proposition for “differentiation of the tourist destinations” and Poon’s “flexible
specialization” analysis. Figure no. 1. shows the strategies that Porter has proposed (1980) and that aims at a
company surpassing its competitors from an activity sector, which are also applicable to the tourism industry.
By analyzing the competitive advantage and the purpose of the activities that will be undertook,
Porter has delimitated three strategies: cost leadership, the differentiation and the concentration strategy (or
focus strategy). Porter has underlined that a company can use simultaneously the cost leadership and the
differentiation strategies and be successful only if capable to keep its different unities isolated, since offering
unique products it’s more expensive. The essential criterion for this delimitation is the consumer’s
perception. The existing differences between the market segments can allow the company achieving a
competitive advantage on a specific segment whether through low costs offers, whether through
differentiated products.

Industry wide
The
target
Specific market segments
market
Figure no. 1. Porter’s generic strategies

Strategic advantages
Product uniqueness
Cost advantage
Differentiation
Cost leadership
Differentiation focus

Cost focus

Source: Buhalis Dimitrios, Marketing the competitive destination of the future, http://epubs. surrey. ac.uk/tourism/14,
2000, pp. 17;

 The cost leadership strategy
By adopting the cost leadership strategy, the tourist destination offers standard tourism products,
comparable and at lower prices than the competition. It is very important that the product’s attributes be
perceived by the consumers as being equivalent if not identical with those of the competitors.
The foundation of this strategy resides in the ability of the destination of producing at lower costs
than those of the competitors. This ability is due to the structural factors that include scale economies and the
dynamic effects of learning. When the tourism destination fallows this strategy, it has to make sure that there
can only be one leader through costs in the tourism sector, except the situation when it is followed by the
concentration strategy on a certain market segment.
The cost advantage is lost when the tourism product is not perceived as being comparable any more.
The price policy is the only way of maintaining this strategy on a long term and of keeping the produce
marketable. This tool can balance the tourist consumers’ high sensitivity towards the price by diminishing it.
The consequence of reducing the prices on a short and medium term is the diminishment of the profit. On a
long term, the issue is to maintain the cost advantage since it’s based on relatively high market shares.
Otherwise, a vicious cercal effect may occur: diminishment of the market share and disappearance of the cost
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advantage, which will lead instead to the limitation of the price policies. This effect can eventually lead to
the point where the cost leadership strategy can’t be supported any mare and has to be completely changed.
The cost advantage determines a superior performance if the tourist destination ensures an
acceptable value level for the tourists so that the cost leadership guaranties a supportable competitive
advantage.
 The differentiation strategy
By embracing a differentiation strategy, the purpose of the tourist destination is to distinguish itself
from the competitors through the characteristics of the offered tourist product in a way that can allow
practicing high prices for it. The differentiation strategy is very important because most of the products are
interchangeable; therefore the improvements from the point of view of the real differentiation aren’t justified
any more. Unlike the cost leadership strategy, more tourist destinations can successfully follow a
differentiation strategy.
The differentiation can be achieved both by material changes as well as by immaterial changes of the
tourist product, the decisive aspect being that a greater number of consumers perceive the differentiation as
being unique and important. The oneness is granted by the physical attributes of the product, by its
promotion or by intangible attributes such as reputation. Still one has to keep in mind that being unique
doesn’t necessarily mean being different. The differentiation materializes when it presents value for the
consumers. In this case alone it is possible for the tourist destination to obtain over the average profits on a
long term that will exceed the supplementary expenses that the differentiation implies.
Differentiation is usually expensive. The tourist destination that pursues to obtain a competitive
advantage through the differentiation strategy often faces supplementary costs due to the attempt of
executing activities better than its competitors. For a better understanding of the differentiation’s costs, the
tourist destination has to compare the cost of being unique in a specific activity with the cost of being equal
to its competitors.
While the material differentiation is relevant for the business trips market, the immaterial
differentiation is very important for the holiday tourism. The immaterial differentiation is achieved through
the development and the implementation of an experience evaluation strategy. This strategy gives the
product an image profile that has unique, distinct and supportable advantages compared to the competing
products. In order to be relevant, the experience evaluation strategies have to take into consideration the
values, the life style and the experiences of the targeted consumers’ group.
The differentiation has to be analyzed beyond the physical characteristics of the product or the
service in order to incorporate all the aspects related to the product or the service that influence the value as
it is perceived by the clients. The differentiation resides in building the identity, the style and the values of a
tourist destination. The central point of the differentiation is not just the product itself or the service, but the
relations with the consumers as well. In this respect, a distinction should be made between the tangible and
intangible aspects of the offer. The desire of reaching a certain position, exclusivity, individuality and
certainty are very strong motivating forces of the consumers’ options. When a product or a service meets the
complex needs of the consumer’s, the differentiation is achieved through the ensemble image of the
company’s offers. The image differentiation is important especially for those products and services whose
qualities and performances are hard to determine at the precise moment of buying them. Since the
performance of the tourist products is hard to determine when buying them, the tourist package is empirical
and depends on the image differentiation.
Creating a profitable differentiation depends on two elements: from the offer’s perspective, the
companies have to acknowledge the resources and capacities through which they can create oneness; from
the request’s perspective, the key element consists of understanding the consumers, their needs and
preferences.
 The concentration strategy
The concentration strategy is different compared to the other two strategic alternatives because is
based on selecting competitive actions limited within the tourism industry. Thus, the destination selects one
or more segments of consumers and serves only them excluding the other segments. By optimizing this
strategy for the targeted segments, the traveling destinations are pursuing to achieve competitive advantages
only on those segments, and not on the tourism market in ensemble. In the case of the concentration, the
attractiveness of the market segment is a required condition since certain segments from an industry are less
profitable than the others.

67

Revista Economică

The premise of this strategy resides in the fact that the needs of a group of consumers can be served
more efficiently by focusing entirely on them. The tourist destination that refers to the concentration strategy
often enjoys a high level of consumers’ loyalty which discourages the other destinations to compete directly
with the above mentioned one. The focus strategies are efficient when the consumers have distinct
preferences or specialized needs. However, this strategy faces the risk of products and changes imitation that
affects the targeted segments. Moreover, the targeted consumers’ segments have to be big enough in order to
ensure the necessary profit for the tourist destination to survive.
The concentration strategy has two shapes: focus on costs diminishment and focus on differentiation.
Through these strategies, the tourist destination tries to acquire whether cost advantages, whether oneness
advantages for the selected segments. Both categories of focus strategies are based on the existing
differences between the targeted consumers’ segments and the other industry segments. Focusing on the
costs exploits the differences that manifest in the evolution of the costs for the targeted segments, while
focusing on the differentiation exploits the specific needs of the buyers on certain market segments. If the
targeted consumers’ segment is not different enough compared to the other segments, then the concentration
strategy will not be successful.
Up next we will verify the applicability of those three strategies in the Romanian tourism. From the
cost leadership strategy, it is difficult for Romania to compete with the rival international destinations based
of cost or price because the attributes of most Romanian tourist products can’t be compared with the ones
abroad since there are great price-quality related differences. Therefore, I’ll focus more on the strategy by
differentiation and focalization.
Unlike the cost leadership strategy, the strategy by differentiation seems to be more relevant for the
Romanian tourist destinations just because they offer the visitors natural unique attractions. In order to
increase Romania’s competitiveness as a tourist destination, these attractions have to generate value for the
tourist consumers and to meet superior ecological standards, point which has been negatively appreciated in
the T&T Competitiveness Report. Besides the physical attributes of the tourist product, the reputation and
image are equally essential differentiation factors, but our country faces deficiencies at this chapter too.
Summarizing, it can be stated that the differentiation strategy represents an option for Romania’s tourist
destinations if the above mentioned competitiveness factors are improved.
The concentration strategy can be associated with different forms of tourism that requires the interest
of the consumers’ segments, and from this point of view Romania’s tourism potential is not entirely
exploited because is not promoted and supported enough by the competent authorities from the area. Despite
these aspects, we have to admit that the tourist destinations from our country are exercising the concentration
strategy by delimiting some consumer segments that manifest interest for certain tourism forms, such as
ecotourism, rural tourism, balneary tourism, etc.

Status Area
Willingness to
pay higher
prices

Commo
dity
Area
Product
attributes

Status Area

Commo
dity
Area
Product
attributes

Figure no. 2. Gilbert’s differentiation strategy
Sursa: Buhalis Dimitrios, Marketing the competitive destination of the future, http://epubs.surrey. ac.uk/tourism/14,
2000, pp. 17;

Porter’s model has a wider utility in all the sectors of activity and ensures to direct the organizations
in their decision of positioning the products on the market so that they can maximize the profitability and
improve the competitiveness. Even so, Porter’s model fails in determining the specific needs of the tourism
and especially, the lack of resources at the level of the tourist destination. Therefore, the model suggests that
the limited resources are available in order to multiply a measureless number of products. This is especially
the case of the cost leadership strategy when the organizations are stimulated to increase the quantity of the
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products and diminish the rate of the profit. The resources in tourism are irreplaceable once destroyed and
therefore, the marketing strategy should ensure that their usage is limited by the risk of threatening the
sustainability on a long term. Once those aspects acknowledge, Porter’s model allows the tourist marketers to
focus on the strategies of differentiation and developing an adequate marketing mix.
The strategic environment proposed by Gilbert points out the possibility of classifying the destinations in
“status area” and “commodity area” (see figure no. 2.). The status area satisfies an intentioned demand as a
result of the attributes of the products perceived on the tourist market. These attributes can be genuine or
fictitious and thus, the tourist destination can be regarded as irreplaceable, and therefore increase the
consumers’ loyalty. In the case of the commodity areas, the destinations are replaceable, very price and
economic changes sensitive, while the consumers have a low level of acknowledging the unique attributes of
the products. Thus, the tourists base their decisions of visiting a location only according to the price, the
demand for the targeted location being irrelevant.
Gilbert (1990) suggests that the destinations should try to become status areas rather than commodity
areas in order to improve the image, loyalty and economic benefits. He also underlines the fact that the
traveling destinations should differentiate their tourist products in order to enjoy the advantages of a unique
tourist product, which allows them to consolidate their position on the international market and to attract
tourists that are disposed to spend big sums of money, that will appreciate the oneness of the resources and
of their offers. The importance of the model resides in correlating the products ‘attributes with the tourists’
availability of paying and in showing the fact that the tourist destinations are the ones that should decide the
direction in which their resources and facilities are leaded. The failure of the model resides in the fact that
most destinations are positioned between the two above mentioned zones, and the ones launched as “status
areas” easily become “commodity areas”. Gilbert has suggested that the destinations should try and become
“status areas” in order to improve their image, loyalty and economic benefits.
The third strategic approach for tourism has been proposed by Poon (1993) and is based on the
“flexible specialization” concept of the traveling agencies. Thus, Poon argues that the “flexible
specialization” is a strategy of “continuous innovation” and of “continuous change” that decides the “new
tourism”. The new tourism is flexible, segmented and adapted to the tourists needs. In contradiction to that,
the old tourism can be characterized by food packages, standardized and rigid. The main flexibility sources
for the services companies consist of organization, management, marketing, distribution and other interaction
forms between the participants on the tourism market. It is important the way in which these aspects are
combined in order to create competitive advantages and thus, action capacities on the market. This model
underlines the impact of the information technology over the consumer’s behavior and over the process of
taking decisions. From this strategy’s point of view, innovation is crucial and using new technologies ensures
the opportunity of personalizing the products according to the consumers’ specific requirements. Thus, the
destination can organize its assets and attributes in a way that allows the specialization of the tourism
products according to the demand’s specific needs.
Although Poon’s model has revolutionized the concept of tourism, it is difficult to implement it at
destination level. Most of the infrastructures rely on fixed assets that in time run out. This aspect becomes
visible in the case of the maturity stage of the traveling destination, in which situation the tourists’ location
becomes incapable to reinvent it and approach new markets. Focusing on the main functions and
externalizing the peripheral activities should allow the destinations and their companies to innovate and to
constantly adjust to the consumers’ needs.
Summarizing, it can be appreciated that Porter’s “differentiation”, Gilbert’s “status area” and Poon’s
“flexible specialization” describe the way in which the tourist destinations and the traveling agencies can
acquire important competitive advantages. The consumers appreciate special values and attributes and
therefore, they tend to regularly visit locations in order to increase their loyalty and pay superior prices. At
the opposite pole, the cost leadership, “the commodity area” and standardization describe the companies or
the tourist destinations’ efforts to achieve competitive advantages based on costs by offering products at
lower prices than the competitors. The cost based competitive advantage is obtained through scale
economies, standardization and mass production. Thus, the linkage between the two alternative strategies is
the relation between volume and price. The first set of strategies follows the “low volume-superior profit
rates” approach, in which case the consumers pay superior prices for unique products, the second set of
strategies considering the “high volume-inferior profit rates” approach.
The tourist destinations should avoid the cost advantage strategies since they are based on
production and mass consumption and implies resources and unlimited production capacities. The
inseparability of the tourists’ products determines the consumers to be present when delivering the product,
for which reason the consumers interaction with the socio-cultural environment may diminish, which
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contributes to increasing the flows of tourists towards the targeted destinations. The seasonal aspect
generates demands fluctuation and intensifies the above mentioned problem in certain periods of the year.
Although the economic benefits can be obtained by using standardization strategies and “commodity areas”,
on a long term, these approaches are diminishing the tourists’ satisfaction, the consumers’ availability for
paying and the positive tendencies of the demand. Moreover, the “high volume-inferior profit rates” strategy
has a negative social and ecological impact over the tourists’ destinations. Therefore, not only the supporting
but the competitiveness of the entire region is threatened.
These aspect are reflected by Poon’s and Gilbert’s strategies that consider that the destinations
should acquire a niche or “status area” orientation by differentiation in order to increase the consumers’
satisfaction and to maximize the benefits of the tourists’ regions. Creating personalized and unique products
by making use of flexibility and cooperation will also increase the tourists’ loyalty and their availability to
pay.
Unfortunately, certain tourists’ destinations can’t be positioned as unique products any more because
of the degradation of their resources. Once the saturation level is reached, the cost leadership strategy or the
mass production can be used because they allow ensuring a specific benefit of the tourist product. Attraction
inferior segments of the market is inevitable, in which case there are no alternative strategies. In this case,
minimizing the social and ecological damages, as well as the attempts of improving the environment should
be the main objective.
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AN APPROACH OF MEDICAL MANAGEMENT AS A SUBSYSTEM OF GENERAL
MANAGEMENT - A DIFFICULT, YET IMPORTANT APPROACH FOR GENERAL
PRACTITIONERS
Abstract: There are three essential dimensions in management, with a major impact on the state of health of the
population, which must be fully realized by all the decision factors from all the areas that have generated and continue
to sustain the existing state of affairs.
Change represents the fundamental characteristic of this century, modifying the whole philosophy and
existence of the human being as well as of the management.
Change generates a new approach: knowledge-based management.
Generally, general practitioners have not indentified themselves sufficiently with these requirements of human
development, even though in the USA, for instance, for one-dollar sales, the amount of the capital of knowledge in
relation to the total amount of utilized capitals has increased with more than twenty percent.

I have approached the topic of the family practice management because of three major reasons:
- because of the role that the management plays in the contemporary world – more specifically,
in the context of change, of the knowledge-based economy, of the defining mutations of this century and
millennium; with respct to these mutations, I have taken into consideration the orienation of the management
and organisations toward the human being, given the fact that the human being is ultimately the obh=ject and
subject of the family practice management;
- because of the multiple complex problems in the health system and, as an immediate
consequence, in family practice, problems primarily generated by the state of the economy – or, in the
contemporary world, by management – which, according to Peter Brucker, one of the most renowned
personalities of the science of management (according to The Economist), represents the essential path
towards economic growth;
the justified requirement that every field of management, including the one approached
in this paper, should have as its starting point the general management, whose concepts must in the first
instance be applied to the particular field under scrutiny and only afterwards – if it is possible – should the
specific field of management attempt to enrich the general concept with new specific concepts.
According to the approach I have taken in my paper, there are three essential dimensions in
management, with a major impact on the state of health of the population, which must be fully realized by
all the decision factors from all the areas that have generated and continue to sustain the existing state of
affairs.
Change represents the fundamental characteristic of this century, modifying the whole
philosophy and existence of the human being as well as of the management. The large scale of change and
its predictable consequences, outlined to an interlocutor by the prestigious scientist referred to above,
caused the interlocutor to exclaim: „please stop because what you have just told me has taken my breath
away”. Peter Bruckner’s reply was: „learn how to breathe if you want us to meet in the future as well” –
apparently a harsh reply which should, nevertheless, draw attention to the role of change in any conceptual
construction in management, especially as far as managers are concerned. To enforce the point just made, the
scientist also warned his interlocutor that „tomorrow will be totally different from today and those who
will not adapt will be confronted with very unpleasant situations.”
Change primarily concerns the human being, of whose well-being the physicians – and the general
practitioners in particular – are also responsible. In this respect, it is obvious that unless physicians and
general practitioners indentify completely with the phenomena discussed in this paper, they will not be able
to deal with these at the required standards.
Change generates a new approach: knowledge-based management.
Knowledge and its impact upon the human being and the organisations şi impactul creates a new
force in the world, the capitalul of knowledge, whose beneficiary is, again, the human being, for whose
health and well-being the general practitioners are responsible. Power in the future world belongs to
those who possess the greatest capital of knowledge in the general economy of the capitals.
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Generally, general practitioners have not indentified themselves sufficiently with these requirements
of human development, even though in the USA, for instance, for one-dollar sales, the amount of the capital
of knowledge in relation to the total amount of utilized capitals has increased with more than twenty
percent.
Knowledge will also amplify change, giving birth to a mechanism of development with
consequences that are difficult to predict. The understanding of these consequences, however, are absolutely
necessary in organisation and management.
I have related the problem under discusision to economy, to companies as a result of the specialists’
evaluation that the work and life over ninty percent of the entire population – in some way or another – is
based on the activity of the companies.
As far as the third element under scrutiny is concerned, I would like to define my position in the line
of theis approach – the only approach that I regard as scientifical and rigorous, including with regard to the
family pactice management.
In order to achieve the mentioned goals in my paper, I have focused my approach on a series of
structural objectives, such as:
1.
the identification of the essential mutations generated by the effects of change in the
contemporary world, especially of those which affect the increase of the people’s standard of health;
2.
the promotion of several operating solutions for those components in the family practice
management;
3.
the identification of the specific features of the family practice management and the promotion of
several operating solutions in the practical activity;
4.
the conduct of a documented research in comparative management with a focus on the medical
management in different countries from three distinct and representative areas of the world, a research
which led to a complex and important amount of data contained in the more than 50 appendages of this
doctorate paper;
5.
the conduct of a selective scientific research on the state of health of the Romanian population,
resulting in extremely valuable data for the approach of the family practice management;
6.
the synthesis and processing of the information obtained as a result of the scientific research,
divided into two major catgeories of problems:
the reforma of the family practice management in the context of the national health system
the reform of the family practice management at the level of the physician’s office
One part , „General concepts of management used in family practice management” deals with:
Chapter 1: „The health condition, the objectives and visions of the WHO for health and „Public
health” in the 21st century. The place and role of family practice in the field of public health” focuses
on the health condition and the WHO objectives for the 21st century, on the place and role of the general
practitioner in the sphere of public health, on the concept of primary care, on the role and functions of
primary care, on the modelling of the development of family practice, on the development directions of
primary care, on the modelling of the development of family practice, on the research in family practice.
Chapter 2: „The family practice management as a subsystem of the general managementul”
deals with the current and perspective approaches in the management of organisations, with the concept of
family practice management, and with the components of the general management involved in the family
pratice management.
Chapter 3: „The family practice and the family practitioner, providers of integrated
health services” discusses, in subchapter 3.1 - „General elements of the management of services” – the
content and the sphere of application of the services, their place and role in the market economy, the general
typology of the services, the law of demand and supply in the services; subchapter 3.2 – „The importance
and specific features of the services in family practice” examines the systematic approach and the importance
of this type of management, the management of the relations with the patients, the importance of the medical
consultation in family practice, and the rights and obligations of the general practitioners and of the patients
Several of the conclusions, opinions and solutions I will be briefly outlined in what follows.
- Romania allots the lowest percentage of the GDP for health – 5.1 percent in 2006 –as compared
to the EU average of 8.7 percent, or to the UE 15 average of 9.29 percent. It should be noticed, in this
repsect, that even Bulgaria has allotted for health 8 percent of the GDP in 2006.
This proves that the Romanian leading figures do not regard health as a national
priority, a fact with major negative consequences for the population’s state of health. The situation
described above, as well as other economic and social aspects, account for Romania lagging behind many
other countries as far as the population’s state of health and mortality indicators are concerned.
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With regard to the number of health professionals, Romania’s situation appears to be
slightly improved after Romania’s accession to the EU, in that our country no longer confronts itself with
the challenge of the health professionals’ migration. However, according to reliable studies, pysicians leave
the country particularly for the following reasons: the social status, the opportunity to build a reputation, and
higher incomes.
The investment in health is extremely important for several reasons:
a. There is a consideable discrepancy between the population’s state of health in the newly-admitted
EU countries and the older ones, and this inequality is itself an argument for action.
b. The old EU member states are intrerested in the problems in the health systems of the new EU
members also because of the possibility of an „export” of the health problems.
c. The population’s state of health is tightly linked to economic performance and to the population’s
incomes. Studies conducted at a global level have revealed that no country has achieved a sustained
economic development without a substantial investment in the health and education of the population.
d. The improvement of health has a global positive impact upon society, including upon the
reduction of specific future social interventions (in health, disabilities, unemployment etc.)
e. The level of growth and development of a country depends on the social capital
In this paper, I have also strived to find answers to the question why in Romania the investment in
health is not regarded as a priority and, perhaps, to outline possible causes this state of affairs.
a. The resources for health are regarded as a form of consumption and not of investment.
b. The political objectives have been the reduction of the deficit in the public sector and the control
of expenses, whereas health has been considered a channel for the waste of resources rather than for their
multiplication.
Possible solutions:
a. The use of a significant proportion of the post-accession funds for investments and improvements
in the health system.
b. A better orientation of the consequences that these policies imply.
- The EU Expansion, the impact upon health and the health
a. The accession to the EU has led to the adoption of the community aquis
b. The health systems have been excluded from the authority of the EU, even though the EU can
still operate through mechanisms covered by the single market.
Specific actions, connected to health and developed in the EU in order to create the policies of the
single market have modified the macro-economic context in which the health system exists. Problems
arising:
- the free movement of products (eg. medicine, medical equipments) has created tensions among
the free circulation of goods, the price diversity, the paying mechanisms, etc. The participation in the single
market of the medical products requires the strict observance of the international standards of the new EU
member states.
- the free movement of patients offers the new EU members the opportunity to attract patients and,
therefore, resources. On the other hand, however, it also accounts for problems regarding the financing of
the health systems, if a large number of patients seek for treatment in countries different from those they are
nationals of.
- the free movement of the working force can cause, as ha already been showed, the migration of
the qualified working force towards more developed member states. In addition, it requires the update of the
legislation in the field of medical professions and the re-structuring of the training programs.
c. The challenges for the new EU members with regard to the health systems are the following:
the harmonisation of the legislation in this field, the increased pressure put by the expenditure for the
medical care, the necessity of the improvement of the population’s health as a means of reducing the need
for medical care, the standards of quality, the performance of the health system, equity and the
pharmaceutical system.
d. The new EU member countries have to face a situation in which the elderly segment of the
population plays an increasingly important role and in which the rate of fertility has decreased
alarmingly. These aspects lead inevitably to increased costs of the health care.
e. The EU Treaty confirms the principle of subsidiarity, according to which the government
functions must be descentralized to the lowest possible level. In the medical system, descentralization has
become a priority in the reform initiatives. The advantages:
- the provision of services aimed at meeting the local needs
- the improvement of the resources control
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- the creation of incentives for effciency
- the privatization of some medical facilities
In Romania, the transfer of responsibilities towards the local authorities is fairly limited as far as the
health sector is concerned. In addition, despite the fact that the law concerning the selling of the general
practitioners’ offices has been voted on, this measure is currently still not put into practice for various
reasons.
- The European Parliament regards the efficient access to health care – without discrimination
– as a fundamental criterion for the assessment of the success of the reforms. Taking into account the
financial pressure involved in the provision of a universal coverage of health and the increase in the costs
associated with secondary care, considerably more emphasis should be placed on prevention and on
primary care.
a Is a health system based upon primary care better than a system oriented towards
specialized care?
The studies have shown that:
- the orientation towards primary care has proved significantly more efficient than all the variables
from the analytical models. Thus studies conducted on 50 American states have revealed the substantial
relation between the primary care physicians’ disponibility and the state of health of the population, the
mortality associated with cancer and cardiovascular illnesses, the neonatal mortality, life expectancy, even
after the control of the urban-rural differences, of the rate of poverty, of education, and of other factors
related to the lifestyle.
- the increase in the amount of primary carwe is also linked to the reduction of costs (the studies
have showed that the expenses for the care of elderly people were lower in the areas with a greater number
of general practitioners)
- the surveys have also revealed that the most important cause of the uncontrolled HTA was the lack
of primary care – a more significant cause even than the lack of an insurance.
- the countries whose health systems are oriented towards primary health have better levels of
health, a higher degree of satisfaction among the population with respect to the services provided, and lower
costs of the services as compared to the countries whose health systems are not thus oriented.
b. How much personnel is needed in primary care?
Studies draw attention that the exact distribution of the number of practitioners must depend on the
types of health problems of the population and on the frequency with which these problems require the
practitioner’s intervention.
It is estimated that 75 to 85 percent of the general population only needs the primary care services,
whereas 10 to 12 percent necessitate secondary care, and 5 to 10 percent, hospital services. It should be
mentioned, however, that the information varies with the areas and the population with special needs.
Generally, the control of the number of practitioners is implemented, but there is no proof of the
efficiency of this mechanism as far as the monitoring of the cost and quality is concerned. On the contrary,
this has a number of side effects: rationalization/standardization and the waiting list/the difficulty of
controlling the medical tourism effect of the freedom of access.
c. The advantages and disadvantages of the gatekeeping function
Advantages: a protective action for patients by reducing the procedures that are no longer necessary
as well as the adverse reactions; the lower costs of the primary care; the global evaluation of the patient.
Disadvantages: the gatekeeping function might be regarded as a threat to the freedom of choice and
an incompatible characteristic with the competitive market approach to the health services.
Solutions: - the free choice of the general practitioner, if the supply allows it
- the fostering of the trust in primary care, which could make the limiting of the number of
specialists required (especially by monitoring and controlling the primary and specialized care) acceptable.
An important aspect of the future role of the primary care is the degree to which the gatekeeper role
assumed by the primary care could prove a sufficient means of controlling the access to the secondary and
tertiary primary services. Some studies suggest the fact that mere selection is not sufficient as long as the
role played by the general practitioner ceases with the forwarding of the patient to another level of health
care.
d. Primary care and health
According to the studies:
- the countries with an equitable distribution of wealth are generally the countries with an equitable
distribution of the medical resources and with an orientation towards primary care. These are countries
which have the ability to most effectively control the costs of the medical care, to satisfy their population,
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and to achieve high levels of health (the top countries in this respect are the USA, Germany, Belgium, and
Austria)
- the orientation of services towards primary care is associated with the lower costs of health care,
with higher levels of health, with lower consumption of medicine, and with a greater degree of satisfaction
for the useres.
e. The financing of the primary care
- there are several differences with regard to meeting the costs in primary care because some
countries use integral coverage, while others impose copayments in order to discourage excessive
utilization. The copayments are important mechanisms for the limitation of the over-utilization of resources.
Provided that they are designed and implemented in an appropriate way, these could have a major impact
upon the costs, eventually leading to the elimination of the negative effects on equity. The users’ behaviors
will also be considerably affected by the nature of their realtionships with the primary care providers.
- the payment options vary, as well, some countries using the payment for the services provided,
others, per number of patients, or even per wages. As far as the the system of payment for the services
provided is concerned, studies have revealed the following: this system discourages the longitudinal relation
with the patients; the number of patients forwarded to the specialists and the number of weekly visits by the
patients to the physician’s office are generally reduced; moreove, this system is often associated with an
increased number of visits by the physicians to the patients’ places of residence, and with aless equitable
distribution of the general practitioners to the population.
A mixed system using both the payment for services remuneration system and the payment per
capita system, on the other hand, would be beneficial for both methods and could diminsh the negative
effects of providing a lower quality care by the practitioners in the per capita payment system.
f. The supply of primary care:
Some countries use general practitioners as suppliers of primary health, while others resort to a
combination of general practitioners, pediatricians and internists. In some countries, specialists can only
work in the hospitals, whereas, in others, they mainly perform their practice away from the hospitals. Some
countries allow the direct access to the specilists, whereas in other countries the refrence from the general
practitioner is required. Furthermore, in some countries the general practitioners admit the patients in the
hospital, while in others this action can only be taken by the specialist. In a line with these, there are also
differeces concerning the degree to which the general practitioner is allowed to get involved in the care of
the patient, after the latter has been hospitalized.
Certain states have organized their primary care services in health centres, others, in individual
offices. There are, however, no in depth studies regarding the advantages and disadvantages of each of the
presented organisation system.
g. The system of regulation and guidance of the general practitioner’s practice
The general management of the Health Care System leads to the transfer of the resonsibilities
towards the local level, comprising the following elements:
- along with the regulation of practice (authorisation and agreement) and its evaluation, a scheme
commonly used in many countries is that of actually supporting the general practitioners, rather than merely
evaluating them on a regular basis;
- a general tendency to sign contracts can also be observed.
In spite of these aspects, the gneral practitioner’s oppotunity to get involved in the negotiation
process differs. In our country, for example, the general practitioner only retains an advisory role in this
process.
The nature of the contract must be clear: the data-entries, the programs, the contributions (the
number of the staff members, the required qualification), the intermediary inputs (the acts that operate in
order to attain the standards), and the final consequences (the cured patients and their state of health) must
be specified.
Monitoring the performance of the general practitioner’s activity depends on the organization of the
health system as a whole and is based upon a combination of qualitative and quantitative mechanisms. An
exclusiv focus on centralisation, without improvements of the local initiatives or the deveopment of too
many schemes through micro-modes of approach, without proper coordination, however, could result in
failure.
The quality-related tools for monitoring the activity of the general practitioners are generally
regarded rather as incentives than as coercive elements; the more maleable the tools of monitoring are (the
training schemes and the treatment guides, for example), the less harsh are the sanctions applied. Despite
these, there is no such thing as a unique scheme. Cu toate acestea, nu există nici o schemă unică,
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h. The credibility of the general practioner
Regarding the credibility of the general practitioner, studies reveal that in the countries of Western
Europe, this is higher than 80 percent, whereas in the East-European and Ex-Soviet countries the percentage
is considerably lower.
General practitioners also seem to enjoy less credibility than the specialists, a fact that could be
explained through multiple factors:
- The educational basis: refers to the fact that the specialist possesses a professional education and a
specific set of clinical abilities. A surgeon’s work, for example, is the same, irrespective of the country,
whereas the specific activities of a general practitioner depend on his position within the health system. The
direct implication of this fact is that the power of the general practitioner is primarily dependent on the
organisational structure of the system as well as on a number of particular abilities;
- The increase in the number of female general practitioners. Studies have showed that female
general practitioners tend to work more part-time, do not visit the patients at their places of resident so
frequently, work less outside office hours, are less involved in the application of medical procedures. On the
other hand, however, women tend to place more emphasis on the health education.
- The inherent nature of the general practitioner’s work. The manner in which this is defined
influences the way in which the patients, the specialists in the hospitals, or those who devise the polices in
the field refer to the general practitioner.
- The organisational structure of the health system. This refers to the variations in the general
practitioner’s actual work and is determined by the intrinsic structure of the system rather than by the
individual decisions of the general practitioners.
The general practitioner is also involved in the coordination of the services offered by other sectors,
including the primary, secondary, and tertiary sectors. As a consequence, if the manager’s role of the general
practitioner outweighs that of the service supplier, then this might cause significant differences in the
credibility of the general practitioner both in relation with the patients, and in relation to other actors of the
system.
- another factor regards the increasingly significant role played by the general practitioner as an
agent of the national governement and of the nationa policies. The gatekeeper role is often considered to
have a crucial importance in the control of the costs.
i. The general satisfaction with the general practitioner
Even though there are numerous contradictions regarding the patient’s satisfaction, there are also a
series of reasons for attemoting to improve this satisfaction. Studies confirm the idea that the patiets who
respond well to treatment are satisfied with the primary care they receive. A survey in which the researchers
interviewed patients at an interval of three weeks after these had been visited by the general practitioner has
revealed the fact that the majority of the patients responded well to the treatment. Those who did not respond
very well had a low level of satisfaction and still expressed a sense of alarm. The patients who reported that
they had been treated with dignity and that they had been involved in the process of decision-making were
also generally more satisfied and more adherent to the physician’s recommendations.
Moreover, general practitioners can find numerous valuable lessons in the specialized literature, such
as:
treat the patient with dignity and involve him in the process of decision-making
work with a team you can be proud of and invest in its professional and human development
try to infer the patient’s worries and doubts through questions such as „What do you think is
happening?”, „What are you afraid of?”
wear semi-formal clothes and do not forget to smile
above all, however, find pleasure in your work as studies show that doctors who have a great
professional satisfaction also have patients who are more satisfied with the health care they receive
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REFERENCE POINTS CONCERNING THE STRUCTURE OF THE CONSTRUCTION
STRATEGY FOR THE KNOWLEDGE-BASED ECONOMY
Abstract: Since man appeared on Earth, as a conscious and rational being, the majority of his actions – including
those of economic nature – have been based on knowledge, reflecting, at the same time, the stage of his evolution and of
the acquired knowledge. What distinguishes the new type of economy from the previous types is the outline and
manifestation of knowledge as product, resource, vector and capital, in quasi-decisive proportions, in the functionality
and overall performance of the economic and civil society. We hope that the presented elements will bring new and
convincing arguments that aim to contribute to the speed-up of the construction of the knowledge-based economy in our
country.

Romania needs a professionally elaborated national strategy, which would direct, accelerate, and
maximize the knowledge-based economy in our country. Such a strategy should include the following
elements:
1) The Mission: presents the main characteristics of the knowledge-based society and
knowledge, which Romania aims to achieve (in accordance to the developments in the European
Union);
2) The Main Targets: related to the Romanian economy and society as a whole. Among
such targets are: the number of 20 to 29-year old university graduates per one thousand inhabitants,
the number of companies and individuals who use the Internet per ten thousand inhabitants, the
increase in the occupation rate of human resources, etc.
3) The Strategic Options: concerning the main courses of action for the construction of the
knowledge-based economy at a global level and for the main fields of activity, such as: the
development of the Romanian internal market in accordance to the European market; the reform of the
National Educational System; the development of a continuous education; the use of clusters and of
company networks for the promotion of research-development; the connection of the scientific
research-development in Romania with the one in the European Union, especially with the aid of the
F6 Program; the promotion of E-commerce; the development of telecommunications; the creation of
new companies and of a stimulating and dynamic environment. Each option should be adapted to the
specific requirements of different fields of the economy and society.
4) The Resources: are necessary and can be attracted with the aid of the recommended targets
and strategic options. The resources should be structured both according to their nature (financial, technical,
human) and to their sources (local or private, attracted or borrowed). The dimensioning of resources should
be realistic, in that its development should take into account the national economic potential. The
dimensioning of resources is always an iterative process, connected to the targets and strategic options
through which the requirements and expectations are harmonized with the development possibilities. A
necessary condition for the effective construction of the knowledge-based economy is the fast growth of
expenses
for
research-development
from
the
present
0,40,5 percent to 3 percent until 2010, as the member countries of the European Union have committed
themselves in the Lisbon Strategy.
5) The Deadlines: both for the strategy as a whole and for the strategic options. In the
establishment of these deadlines, the existent possibilities should be considered. Taking into
account the complexity and difficulty of the construction of the knowledge-based economy –
which, in the case of Romania is even more difficult due to two simultaneously running projects:
the construction of the market economy and the integration in the European Union – we
recommend that the strategy horizon should be of minimum ten to fifteen years.
6) The Competitive Advantages: enact the elements with the aid of which the Romanian economy
will resist foreign competition on the internal market and will effectively compete on the foreign markets. It
is recommended that a scheme for a period of less than three years should be elaborated in accordance with
the strategy and with the European Union integration schedule. The aim of this plan would be that of
drawing the main actions of implementation in the near future.
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The above mentioned elements represent only some of the conceptual-methodological reference
points that we deem to be of significant importance for the construction of the strategy. Nevertheless, we
would like to mention that the design of the strategy for the knowledge-based economy must be
created by a complex team of specialists, which will bear a considerable responsibility.Such a strategy, in
which the national interest should have the precedence, requires the thorough support of all the political forces
and social partners in the country THE KNOWLEDGE-BASED ECONOMY Project (KBE)
The Knowledge-Based Economy Project (KBE)
The general aim of the project is to facilitate the participation of those communities that are
disadvataged from the point of view of the access to information to the knoledgw-based society, in
accordance to the governamental strategy for the integration in the European Union.
The project was initiated by the Government of Romania – through the Ministry of Communictaions
and of Information Technology, and with the support of the World Bank, and will contribute to the wider
access to information and to the improvement of the computer-based knowledge for the memebers of the
selected communities.
In the period from 2006 to 2010, the KNOWLEDGE-BASED ECONOMY Project will create a model
of development for the modern information society in Romania, leading to an irreversible cultural change
and improvement of the living standards.
The projects has the following components:
Component 1. Wider access to ITC technologies and improvement in the computer use
1.1 Improvement in the access to information with the aid of ENLC
Targets: the improvement of the access to the means of the Information and Communication
Technology (ICT) for disadvantaged societies with the aid of the Electronic Networks of the Local
Communities (ENLC).
1.2 The Development of the human resources of the local communities
Targets: The support of those activities which aim to increase the potential for knowledge acquisition
through the means of the Information and Comunication Technology (ICT)
1.3 The Implementation of the Information and Communication Technology in Schools
Targets: The improvement of the educational process in primary schools, through the integration and
development of the means of the Information and Communication Technology (ICT) in the educational
process and the creation of human resources in the field of ICT.
Component 2. The development and promotion of the e-government services
2.1 Electronic system for the online registration of the authorized natural persons and family
associations
Target: Facilitating an effective relation between the local administration and the business
environment through the reduction of the resource-consuming processes with a view to obtainig the status of
authorized natural person or family association.
2.2 An integrated system for the release of the civil status documents for the citizens
Targets: Meeting the requirements of the citizens who demand the release of civil status documents
from local administrations in a rapid, efficient, transparent,
Component 3. The promotion of E-commerce and of the financial and technical assistance for the
adoption of the IMM innovative solutions
3.1 The creation of the portal for the promotion of E-commerce and of e-Store
Targets: Promotion of the interaction in the same virtual space of the individuals from the business
environment.
3.2 Grants for local businessmen
Targets: Introduction of innovative, highly productive technologies, which ensure the survival and
the achievemnt of an effective business environment.
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E-BUSINESS MANAGEMENT – THE PARTICULAR FORM OF MANAGEMENT
Abstract: Lots of business experts have great ideas about the ways in which Web technologies can be used to
enhance customer/partner relationships, increase market share, enhance competitive advantage, etc.
However, many of these e-business ideas never take shape simply because it was so difficult to "sell" the idea
to the key business decision-makers.
What is the key to selling an e-business idea to decision-makers?
What are the strategic factors who make this idea to become real?
I think that the key is to try to understand the decision from their perspective.
Keywords: e-Business systems, e-business management, IT infrastructure, business decision
JEL classification: M15

Slowly but surely, the business world is learning from its past mistakes when it comes to integrating
business and the Internet. With more understanding of the Internet as a network model for business comes
more realistic goals based on creating new strategies for this new medium [1]. Retrofitting once-successful
business strategies with a completely different set of rules based on network principles cannot and will not
work. However, if new strategies are developed that can be intertwined to support, enhance, and even
supplement older, non–Internet strategies, moving from brick-and-mortar to click-and-mortar, the longawaited but somehow elusive Internet success story may be just around the corner.
IT infrastructure—comprising mainframe, client/server, and Internet computing—are closely aligned
with the business objectives. Surprisingly, technology is the easy part. The key is in taking a comprehensive
approach that includes people, process, and organization.
Lots of business experts have great ideas about the ways in which Web technologies can be used to
enhance customer/partner relationships, increase market share, enhance competitive advantage, etc. But not
every idea take shape because the decision-makers are not convinced about the real benefits of these.
They need to know the following:
 Whether or not there will be a tangible benefits
 How much it will cost to do it
 How much it would cost the business NOT to do it
 Why this idea should take priority over other ideas
There are some e-business systems that have very tangible benefits. For example, it is often easy to
prove that an e-procurement system or CRM system will save the company money. However, some ebusiness systems have intangible benefits such as the following:
 Increased customer satisfaction
 Increased customer retention
 Increased synergy between partner companies
 Competitive advantage
All these can be sustained with some pertinent observations:
1. Questionnaires and surveys, either paper-based or posted on Web site (or hosted by questionnairegeneration Web sites—see http://www.e-survey.com/) can be used to provide estimates of the amount of
customer demand there is for the new features, services, or facilities to be provided by the new system.
2. Many e-business systems however, do not have customer focus, are focussed on internal processes.
With these systems, it is important to look for indirect savings on what is spent internally in order to provide
customer services/products.
3. If, by providing one system that all business partners have access to, the e-business system is
expected to reduce the number of errors made within a business process.
4. Some e-business systems enable business partners to collaborate on projects so that better planning,
estimating, and forecasting is possible.
5. Providing a Web site via which business partners can communicate and/or share data and documents
may provide some monetary benefits.
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6. Another benefit that is difficult to translate into monetary terms is the capability to make more
accurate judgments and decisions because e-business systems are constantly being updated with the latest
information, and therefore the data is more accurate and up-to-date.
It is well known that determining the cost of building an e-business system can be a complex task.
And the causes of this complex task can be:
1. Many companies are still in the position of having little or no technical architecture to support ebusiness systems, and hence need to take into account the costs of building a technical architecture in such
estimates. These costs can be considerable, especially when being done for the first time within a company.
2. The e-business technical architecture chosen will coexist with existing systems and networks while
maintaining required levels of security and access.
3. Often e-business systems are the first internal systems that a company has allowed access to from
outside of the company, and it is necessary firewall, router and operating system configuration.
4. If the network infrastructure is already in place, it is still important to remember that the cost of an
e-business system will include the cost of buying a Web server computer on which the system will reside.
5. Also, it must be estimated the time for analysis, design, system testing and acceptance testing and
implementation. The systems can cost twice as much if these stages are not carried out or are carried out
badly.
6. It is important that the businessdecision-makers are aware of the need to ensure that the technical
infrastructure provides security, failover, resilience, availability, etc.
7. The business must be aware that the initial costs of the e-business system are only part of the story.
They must know about the maintenance costs.
In many cases, the cost of not providing an e-business system is far greater than the cost of providing
it.
An e-business system can provide competitive advantages that a company can exploit to the fullest to
obtain new customers, retain existing customers, provide new services/facilities, etc.
When it is a number of different e-business system proposals but has a limited budget, it is important
to be able to prioritize those systems and determine which system will provide the maximum benefit.
The factors who can prioritize the e-business system proposals must be:

the business stakeholders who will obtain the benefits of the system must be the key stakeholders to
the business,

it is important if the extent to which the e-business system provides a new or increased revenue
stream (this means to access a new market or to improve its share within that market sector),

cost and time factors.
The formula for selling an e-business idea is the following [3]:
Success = High Payback + Low Cost + High Opportunity Cost + High Priority
e-Business management, in particular e-Commerce management, is management, not administration,
web site development, or some other role in the company's digital strategy.
A quick search on a popular online job board for "eCommerce Manager" demonstrates that different
companies have different ideas about just what an eCommerce manager is. Some businesses believe that
eCommerce management is a marketing function, others an IT function; still others see it as a web design
and development function.
For a company's eCommerce initiative to succeed, a different type of manager is needed. An
eCommerce manager is just that—a manager—involved in launching and running an eCommerce web site
from a management perspective [2]. To bring about a successful company eCommerce initiative, the
eCommerce manager must be not a programmer, a marketer, or a web developer, but instead someone who is
familiar with each of those functions and how to manage the personnel who provide those functions.
The eCommerce manager's job is to develop the necessary specifications to create and manage the
company's eCommerce web site, which requires an understanding of each department's responsibilities and
how that department functions in the overall initiative. The job is management, not administration.
An eCommerce manager's areas of knowledge include eCommerce strategies, technology and capital
requirements, online media tactics and so on.
But the most important responsibility of the eCommerce manager is to define the company's
eCommerce initiative—or redefine it, if the company's objectives have evolved and the site has to deliver a
new message to the marketplace. The first question to be answered by the eCommerce manager is this:
"What's the goal of our 'digital strategy'? Is it to sell products, services, information, or advertising?".
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Once the eCommerce manager has a clear goal for the company's digital strategy, the most important
step of all comes next: defining the company's unique selling position. This states what makes your business
different from your competition, why a customer should buy from your business instead of your competitor,
and what your company offers that the competition can't.
Once the eCommerce manager has defined the unique selling position of the business, a series of other
questions must be considered:

Is the web site visually consistent with the brand identity? Does it deliver on the perceived brand
"promise"?

Are online functions integrated with offline business processes? How well is the web site utilized as
part of an integrated marketing campaign?

Is there a strategy for alternate platforms? Mobile commerce (mCommerce) is growing, and any
business with an eCommerce initiative should consider how they will market and sell through this online
channel.

Does the eCommerce initiative understand and address channel conflict issues? Does the site offer
support for channel partners—product and information training, price lists, sales tools, and so on?
Fig.1.Sursa – Victoria Griffith, Making information technology strategic, 2005
All good business
managers understands that the
Internet means fundamental
changes in the way their
company does business.
Some companies are
beginning to tackle these
challenges, and those that
succeed will probably end up on
top.
“ IT on its own cannot
change the course of a company.
But its intimate integration into
every aspect of
corporate
strategy can”, affirm many
business mens with success in
this digital world.
Conclusion
In the end, companies large and small need to step back and rethink their e-business strategies and the
role of e-Marketplaces.
The early participants made major investments in a market lottery that appeared to produce only
winners. Now that the too-good-to-be-true returns of the dotcom era have proved to be just that, companies
need to return to the more pedestrian task of implementing the powerful technology of the Internet.
Mid-sized companies must accept that e-Marketplaces represent more than a passing fancy and
develop clear strategies to win as both buyer and seller in this new world.
In all cases, the answer lies in the economics and industry dynamics as uncovered in a thoughtful and
well-executed business strategy — not in the media or the market, both prone to overreact to the momentum
of the times.
The Internet has created a new set of managerial challenges in the areas of security, customer privacy
issues, and intellectual property rights. The eCommerce manager must be up on these challenges and able to
deal with them.
For all this, a good business manager must understand that the Internet means fundamental changes in
the way his company does business.
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Abstract: The analysis of the factors that determine certain behavior of the employees is essential in understanding
motivation. That is why the researches in this domain focus on some related aspects about human necessities as well as
on reasons and goals. These researches also deal with how all these influence the direction and the maintenance of a
certain deliberate behavior of people.
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1. Theoretical approaches
A quasi-unanimous definition of motivation is quite evasive as long as the use of the term and of its
meaning raises lots of ambiguities. Though, it is highly accepted that the human motivation in an
organization refers to the process through which people are given the possibility and they are influenced to
choose a certain way of behavior. Thus, motivation is very often associated with the search of the means
through which the activity and the productivity of the employees can be improved or only maintained. Such
a process leads to a growth in the employees’ wish to increase their efforts in certain directions in order to
achieve the desired goals.
2. Necessities, reasons, goals and their influence upon human motivation
Human necessities are expressed through the feelings, the physiological and psychological
experiences, the social deprivations, the deficiencies and the unbalance of a person. These feelings lead to
energies and forces that stimulate the person in order to focus his/her energies on ways of behavior that can
lower one’s tensions created by these necessities. It is thought that the behavioral manifestations, specific to
such energies, are usually guided by factors called reasons. These factors guide the stirred energies. By
focusing their energies on socially approved actions, individuals aim goals whose fulfillment can lead to the
satisfaction and decrease of these necessities. In this way motivation is described as a force that actions upon
the individual and his/her inside. This force also determines the individual behavior in a certain way in
achieving the goals.
One of the necessities felt by individuals is to have a better life style and this stimulates him/her in
achieving the desired goal. Thus, a person’s behavior will be determined by what is and what is not socially
approved and what is valued in the organization or in society in general.
Goals
The individual’s behavior
Motivation
Individual

Figure 1
Motivation as an expression of the relationship individual – goal
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The physical elimination of the hierarchic superior can facilitate one’s promotion due to the free
working place, but because of the current norms in most organizations, few people would consider this
situation as a serious and viable one. A socially approved alternative of such an action would be the
following one: the individual to succeed in carefully presenting himself/herself to the hierarchic superiors. In
this way the merit of promotion (competence, creativity, initiative, leadership skills etc.) would be obvious
and according to the conventions and the critics used for this goal. If this action is successful, then such
behavior should be stimulated and if the individual fails, it would be better to find another alternative or to
ask himself/herself questions about the goal.
The analysis of the relation between necessities, reasons and goals is the main research theme of
human motivation in organizations. Thus, it has been claimed that the problem of motivation is a central
concern of scientific management as long as if it had been possible to explain and understand (and thus to
predict) the ways in which people could be motivated, it would then had been possible, according to Handy,
to influence peoples’ behavior by manipulating the parts of this motivational process. As motivation is so
important, it is no wonder the great number of theories and researches in the field, each of them trying to
offer, in different ways, the means through which this fundamental resort of human behavior can be
conceptualized, modeled, analyzed and solved through managerial practices such as the description of the
working place, the adjustment of the payment of salaries system, the evaluation schemes, managerial styles
etc.
There are two opinions in this field: the former focuses on the study of human motivation in an
organization, in order to be able to improve the control function of management upon subordinates’
behavior; the latter tries to transform work mainly for the fulfillment of human necessities through
humanizing work and avoiding the excesses of certain managerial practices (the focus on humanization can
be dressed up in liberal clothes, meaning that in this way people feel more happy and fulfilled, while others
get rich).
3. The evolution of the motivation theory
If we have as a starting point Plato’s theory, upon qualified tradesmen, as it was described in his
“Republic”, as a norm for the nobles of his society, the ancient Greeks had the tendency to establish a low
submissive social status for those who had to work, having a permanent occupation. Thus, work was seen as
a necessity that could be best fulfilled by slaves until it was possible to abolish work itself.
Before the Protestant reform, Christianity had almost the same selfish view upon work, as log as
work was seen as a punishment, a direct result of the original sin. According to Grint, the way to the saving
of our souls consisted in contemplation and spirituality, and not in work.
Kumar brings proofs suggesting that in pre-industrial Europe those who had to work, to fulfill
economic needs, had different attitudes upon work opposed to those who were often thought to characterize
modern society. He claimed the following: the industrial population hides prejudices and illusions about the
non-industrial population, one being capable, and the other one submissive, due to a whole life of being
forced to pay taxes (contribution). The Romans established festival days, which were estimated to about 175,
at the middle of the 4th century. For medieval Europe, recent proofs show that the ploughmen had free time a
quarter of the year, while the Parisian tradesmen, for example, were working only 194 days per year, almost
half of the year being in their free time.
Anyway, the spreading of reformist Protestants in the 11th century Europe and the subsequent
spreading of industrialization developed a new conception about the ethic importance of work, giving it the
status of moral duty, disapproval thus being associated with sin. This growth of the status of work is
associated with the Calvinist theological notion of the fated chosen. This doctrine claimed that our saving or
damnation is foredoomed by God. This led to a mass chaos as each person wanted to prove that he/she was
in God’s graces and that they were chosen by God to be saved. Believers proved this choice through
obtaining a notable success (Weber, Anthony). Thus, work, more than spirituality, could either to save the
soul or at least to confirm the fact that the soul was already saved (Grant). This ideology is the starting point
of the spreading of scientific approach upon human motivation, which was based on the active intervention
in the world (experiences), as Francis Bacon previously had claimed it. This new science determined the
moral imperative that people should get back their domination over nature, which was lost in our fall. This
implies the rejection of the previous point of view based on Aristotle’s theological perspectives, according to
which science has a passive and uninterested contemplation of the never changing natural order.
Later on, during the Victorian Age, the Protestant ethic was expressed by an ideology that invoked
the moral imperatives through linking the working duty to the religious incantations. According to Mathias,
the result was that the virtue of hard work… thrift, consideration, society became the imperatives imbued in
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the mind of the working class, through all known communication means. These were implemented in the
nonconformist doctrine and in the evangelist one.
The degree in which this ideology was assimilated in the conscience of the British working class or
in the conscience of the aristocracy is a subject to be debated. (Hobsbaum, 1964). Moreover, many rival
ideologies, with alternative philosophical assumptions, developed in time. For example, a very different view
upon the importance of work for people appeared during Renaissance in Europe in the 18th century. That
period, whose motto, according to Kant, was dare to do, was characterized by a change in thinking
(especially regarding the possibilities or the reasons of controlling peoples’ lives). This led to the birth of
new philosophies and approaches of science. Also during Renaissance, work started to be regarded as a
means to satisfy the economic necessities and as a potential source of special satisfaction, if it was chosen
deliberately and creatively – as long as this is seen as an unsolved part of humanity and intelligence. In
comparison to forced, uncreative work, creative work was seen as an end in itself, natural for human
instincts, as long as man’s creative interaction with the natural environment, that which distinguished people
from animals.
Indeed Jung claimed that this type of work creates a form of liberalization, but only when it is a
deliberate act and it does not have any constraint related to this. This view upon work can contrast with the
utilitarian one, which acknowledges that industrialized work becomes more and more monotonous, less
qualified and less rewarding.
Utilitarianism was clarified by authors like Adam Smith in “Nations’ Wealth”. Smith regarded work
as a necessity that mean people develop when they calculate, from the point of view of the advantage seen as
a personal economic interest, as a material financial stimulant or as a compensation. Thus, work is something
to be done only to satisfy economic or material necessities.
Many aspects of these ideologies remain even nowadays and they are expressed in the way in which
we perceive the moral and ethical meaning of work and in what motivates people to work. Therefore it is
very surprising that the different philosophical assumptions, beliefs and values have influenced very much
the way in which theoreticians, researchers and practitioners in the field of management have started and
continued to motivate their staff.
If we take into account Schein’s and Grint’s opinions, it is possible to identify numerous opposite
approaches of human motivation in an organization, together with the related assumptions upon their
subjects, the employees. These are illustrated in figure 2.
Motivating the human resource

Scientific managementHomo Economicus

Human relations –
Homo Gregorious

New human relations –
Homo Actualis

Figure 2
Ways of approaching motivation in organisations
4. Motivation in the scientific management – Homo Economicus
During and especially after the Civil War in America, a new managerial hierarchy appeared in the
USA to coordinate and control the new developed production and distribution companies and to supervise
major projects, such as the installation of telegraph systems and the building of railways. The role of the
engineers who graduated the West Point Military Academy was a very important one in the development of
this managerial frame. These managers took managerial tasks through the practice of disciplinary elements
of their military experience from their previous education.
According to Hoskin and Macve, this new managerial frame internalized, during their education, a
new system of disciplinary organization and human accounting. They exported this frame to the business
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world through their previous careers in the railways. This approach upon management created a new form of
disciplinary accounting upon people and upon the objects in a factory. It is now that the sporadic accounting
procedures appeared as well as an amalgam of disciplinary techniques, known as scientific management.
Scientific management was destined firstly to measure and to control the work of the employees at
the bottom of the hierarchy, workshops that was then codified and popularized by F.W. Taylor in 1890.
Many studies about Taylor’s managerial ideas and practices show his obsession with the establishing of what
he thought to be efficient in our daily lives and in work, instead of following his father in a juridical career,
Taylor hired himself as an apprentice before hiring at Midvale Steel company, as a worker. In a short while
he became a forman. His experience in the rough work made him believe that he had identified the main
sources of inefficiency in a company.
Taylor starts his analysis by criticizing the practiced management and its defaults. He considered
management as being too far away from scientific, being based on the schemes and practices of the common
sense rule, which had no results in the control and discipline of the employees from the bottom (workers).
This and its inefficiency appeared firstly because management did not have the essential understanding of
what the employees did in overtaking their tasks. According to Taylor, this lack of knowledge and
information about what really happens at the basis of the organization, left management unable to effectively
control the employees’ behavior.
This ignorance left the activities of the workshops under the workers’ control, whose interests had to
serve systematically – to restrict the production because of the real fears regarding the decrease of value and
unemployment. These defaults were made up further on from the workers’ inefficient practices and the
natural servitude, which he thought that had appeared because of the tendency to laziness, inherent with the
human being.
According to Braveman (1974), scientific management can be seen initially as an attempt to secure
the information about the working process, in order to control it then. Anyway, it is the effect of the
assumptions with which people like Taylor trace the subject that leads to the different approach of the
resolutions of the problems encountered with motivation in organizations.
According to the utilitarianism view, people are beings rationally – economically motivated, in the
first place through economic rewards, in the sense that people will work more and harder if they are sure that
their extra effort is rewarded with money.
The hobbesian view assumes that people, in their natural state are lazy, aggressive, selfish, hedonists
and greedy. Being lead by these impulses, Hobbes considers life solitary, poor, difficult, primitive and short
because of peoples’ desire to dominate the others. Due to these inherent tendencies, if there were no control
over society, according to Hobbes, life would have been everybody’s war against everybody.
Thus, what is perceived as a behavioral problem comes up in society and in its institutions. People
like Taylor through the lens of Hobbes’ assumptions notice these issues. The resulting analysis will tend to
emphasize the fact that these problems are caused by the lack of control or by the inappropriate control,
which allow the manifestation of peoples’ natural instincts. This mixture of utilitarian and hobbesian
approaches is obvious in Taylor’s recommendations and analysis, in understanding the workers.
Taylor believed that the inefficiencies caused by what he saw as tendencies of his employees
towards systematic and natural militarization could be eradicated through the control of management over
the employees’ economic reason. If those were convinced that only working could obtain increased
economic rewards, many of the problems noticed by him at the level of the workshops, could have been
solved.
This leads to two basic recommendations in the practice of management, namely: management
should be able to measure the effort made at the working place by each employee, so that the employee
should receive stimulants (money), scientifically established in relation to extra effort; management should
model and should mention separately the tasks to each employee. In this way these will be able to identify
the most efficient ways to fulfil their tasks. In efficient practices can be thus avoided, giving management the
possibility to better understand the necessary operations for the fulfilment of every task.
When measuring the working effort, Taylor thought it was important to simplify the tasks. Complex
operations accomplished by qualified workers, operations that at that moment were more of a mystery for
management (making thus impossible the measuring of the effort), had to be split in much simpler elements.
This would have allowed management to determine the necessary effort from a medium number of workers
for the completion of the task. A scientific stimulant – money – could have been directly given for the
performed effort. The simplification of tasks led to the possibility of their analysis so that those procedures
that could maximize a worker’s productivity, with the minimum of effort and resources, could be thus
identified. Taylor considered that if workers specialized only in the completion of easier tasks they could
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have become much more efficient and productive due to the experience gained in repeated tasks. Taylor’s
recommendations for the splitting and the specialization of work division are in relation with the cont of
needles fabrication from “Nations’ Wealth” by Adams Smith. Smith claims that if a worker is given the task
to do all that is necessary in order make a needle, even he were very hard working, he could hardly make a
needle a day. If a worker manufactures wire, another one straightens it, the third cuts it, the forth sharpens
the top, others made the pin head, assembly and finish the resulted product then 10 workers could produce
48000 needles a day, namely a worker produced about 4800 needles a day. Taylor thought that such a microdivision of work had the advantage that work was in fact unqualified, these facilitating the hiring of a staff
which was easy to replace, cheap and unqualified for all the stags of accomplishing a certain operation.
Taylor’s attempts to rationalize work through eliminating the control over the way in which working
was done, are probably best seen in his own experiments done on a Dutch immigrant called Schmidt at the
Betlehem Steel Works Factory. Schmidt was a worker whom Taylor ridiculed telling him that he was
stubborn, making fun of his Dutch accent. Schmidt’s real name was Henry Knolle, a man who had recently
built his own house. Probably Taylor’s envious questions about his businesses with Schmidt tell us more
about Taylor and his attitude than about Henry Knoll.
After noticing and analyzing Schmidt’s way of working, Taylor started to change his attitude
introducing resting brakes changing his working methods used previously and introducing financial
stimulants. The result was that Schmidt’s productivity increased with almost 400% while his salary increased
from 1.15$ to 1.85$. When Taylor applied the changes productivity increased with almost 400% and the
wages with only 60%.
An important element in Taylor’s concerns was the elimination of the previous knowledge of the
workers- the conception was taken out from manufacture. Control should be taken over from the workers
and it should become a prerogative and monopoly of management. Management identifying the best way,
had to translate these knowledge in rules, laws and formulas and it had to be assured that the members these
protocols and procedures as a completion of their tasks, which were considered to be relatively fixed. It was
the duty of management to choose workers with physical and psychical characteristics required by the tasks
that this had modelated. Thus the planning, the coordination and the reintegration based on the microdivision of work have become the responsibility of management. Scientific management attacked thus the
individual control of the workers over their work. The result was the bureaucracy of the working process,
which allowed management to gain an increased degree of control over what happens in the workshops.
Labor division in organizations was extended to the splitting of duties in smaller units. This division was
then strengthened by the development of the salaries payment system on piece, which is the same thing with
the financial rewards received by the maximum efficiency of the workers.
Even if many of Taylor’s followers considered that the syndicates had a role in organizations, for
Taylor there was no place for syndicates in his great world. Syndicates regulated the financial relations
between employees and employers when there were no scientific means of establishment of these market
relations. This role was obviously useless during a régime of scientific laws, which, he claimed, suited his
approaches.
5. Challenges involved by the integration processes
The European integration is occurring at the same time as the globalization of many areas, and
particularly of business. Globalization processes have a specific logic and established principles, which will
also be applicable to Romanian IT companies when they become participants of this process. The
globalization of markets is the most pronounced trend in the world's economy. After Romania's accession to
the EU, Romanian IT enterprises were connected to the global European economy and have to compete with
multi-national companies in the industry. At present, Romanian IT firms are mostly active on the domestic
market, meeting the needs of local or regional business entities, and have no specific orientation towards the
European market.
The local managerial staffs lack experience in managing and conducting activity on such a vast and
diverse marketplace.
The competition of all enterprises, including also those of the IT sector, has two dimensions:
 The competition of Romanian enterprises on international markets, which is connected with the necessity
of intensive internationalization of the enterprises activity, as a factor of building their competitiveness;
and
 The competition of Romanian manufacturers on the domestic market with foreign enterprises which are
the carriers of foreign direct investments, as well as with imports - thus, the examination of the effect of
foreign investments on the market behaviour of Romanian enterprises is gaining substantial importance.
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On the other hand, however, the above-mentioned globalization processes will lead to the
disappearance of the differences between competing on the domestic market and on foreign markets. The
significance of the traditionally understood export will also change, because, on an integrating global market,
the need for dividing a company's production into local and export will be disappearing.
Not optimistic is also the fact that few Romanian IT suppliers see an opportunity for their growth in
the export of their products to the EU market. The value of Romania's exports of software in the next 2-3
years amounted merely to about 2 billion euro1, which is a not negligible value in the scale of the European
economy. Of still more marginal export significance is service activity or the sale of software. The deepening
of the foreign trade unbalance the IT sector is aggravated by the fact that Romania is becoming a big
importer of both hardware and software. In the forefront of the largest IT companies active in Romania are
distribution firms and local branches of foreign companies, which deal with the sale of products
manufactured beyond Romania's borders.
In the light of the above consideration, a need is clearly evolving for the consolidation of the
Romanian IT firms with the aim of becoming reinforced in terms of capital and personnel, so that they will
be able to compete on the marketplace with foreign companies. This situation will also enable small IT firms
to function in specialized, niche market sectors and performing the role of subcontractors.
Romania is a large and attractive marketplace, and already now branches of foreign companies are
marking their presence on the Romanian market. IT firms must be aware of the fact that at this moment there
no time left for transition periods and carrying our adjustment processes. It is time to see the market as open
two-sidedly and respond to its needs.
The information technology market is a very complex structure and has specific within selected
segments; nevertheless, some common trends and phenomena: observed.
The characteristic features of the information technology market include erasing borderlines between
market segments. Differences between the traditionally stood product and service are systematically
vanishing: the saturation of with services, is taking place; and, at the same time, services are being saturated
with products, the so called "service industrialization" is occurring.
Information technology firms seldom specialize solely in one type of service. More and more often,
they include a wide range of services in their offer.
On the demand side, the information technology market is dominated by institutional customers. The
greatest effect on the shaping of the IT market, both in the supplier and customer groups is exerted by
economic determinants, which is particularly acutely felt at the present slowdown of Romania's economic
growth.
European integration, as any change, is perceived in the aspect of both opportunities and threats to
the Romanian IT market. In the balance of potential advantages and threats of the accession, benefits are
more often expected by the entrepreneurs, though this will undoubtedly be a test for the ability to act in
conditions of increased competition. By joining the EU, many barriers, such as legal, tax and monetary ones,
were abolished. Facilitations in the free flow of capital and the employment of qualified workforce take
place.
For each of the above-mentioned changes, good preparation should be made, so as fully utilize it.
Many IT firms have already undertaken actions to recognize the new business environment and adjust their
activity to the requirements of the competition.
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STAFF MOTIVATION IN THE MANAGING PROCESS
Abstract: Knowing the particularities of human resources, of the aspects dealing with power, conflict and
organizational stress allows a good understanding of the harmonization of the social climate in different institutions
and companies. Motivation explains why people act in a certain way, and not in another, why they continue acting like
that, sometimes for a long period of time, even in unfavorable conditions. Motivation rounds off the knowledge of
human novelties and the possibilities to improve social climate.
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Systematic studies of human behaviors at work have shown that motivation is the result of the
interaction between two components: reasons and stimulants1.
Reasons are causes, judgments or subjective grounds experienced by people as a result of their needs
and personal expectations, which regularly act as sources of stress. Needs are perceived as lacks or as wishes
felt at a certain moment. Expectations are people’s beliefs that there are chances that can be used through
personal effort, in order to overcome or to fulfill their needs.
Normally, needs and expectations make up as individual objectives that people set up for in a certain
period of time and for the fulfilling of which they are willing to perform tasks and assume responsibilities,
carrying out the company’s objectives.
Prompting employees’ motivation is not an easy task. Most of the times we cannot find out what
motivates a person just by asking him/her. Probably we all know what being motivated or de-motivated in
our work means. Yet, a manager has a lot to do with influencing his employees’ state of motivation, and that
is why it is important to understand the different factors that motivate people, in order to wisely and tactfully
exert this influence.
Motivation is defined as the amount of activities, performed in time in order to stimulate people’s
direct or indirect, conscious or unconscious involvement in realizing the company’s performances based on
correlating common interests and aspirations.
Motivation also explains and identifies people’s behaviors in their relations with the company. Thus,
even when everyone benefits of the same advantages, individual performances in supporting the company
can be extremely different. This is due to the fact that fulfilling the company’s objectives is not a priority for
all the employees. “What motivates people to do things?” is a problem that fascinates and troubles both the
psychologists and the organization managers. Trying to build up a list of reasons why people get involved in
different actions is difficult, but we can try enumerating some of them: the wish to obtain something, social
comparisons, social pressure, personal aspirations, the possibility of being successful, habit, increasing self
esteem, etc.
People’s motivation is decisively influenced by the social climate existing in the company. Thus, in a
company where the atmosphere is one of high responsibility the stimulants are rated as follows:
 Strong stimulant - achievements through winnings and celebrity
 Temperate stimulant - taking managing positions
 Very mild stimulant - the affiliation to the organization
The connection between motivation and the company’s social climate is emphasized through
managers’ behaviors. Through their managing style, they can create a climate that either reduces or
intensifies staff’s motivation. We have described below a series of methods unused to increase motivation
through manager’s adequate behavior under different specific circumstances:
 Each employee must be approached with dignity, consideration and with due respect;
 Employees must be approached differently, starting from the idea that not all people are the same
 Placing the right man in the right place

1

Bontaş, D., Management general, Editura Universităţii „George Bacovia”, Bacău, 2007, pag. 201.
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Adopting a system of interpersonal communication which allows employees to participate in taking
managing decisions
 The company’s objectives must be workable so that employees could get involved in solving them
 The manager must eliminate all injustices
 The company’s policy regarding human relations must be rational, every employee’s work must be seen
as a personal creation and not as an anonymous routine
A manager cannot ask his employees to be motivated but what he can do is create in his company a
climate that does this. Even though organizational climate is difficult to be measured, observing it’s
symptoms, like: staff fluctuation, attendance at work, relationships at work can indicate the sign of problems
synonymous with reduced staff motivation.
In order to understand motivation, a company’s managers must, first of all, understand the reasons
for which their employees behave in a certain manner, or why they have certain reactions when they face
situations that are threatening or by which they are likely to be influenced.
Success or failure in improving motivation can depend on a series of factors, like the status of
relationships in the company. Even if there was a complete change of the managing staff, the new- arrived
ones will be characterized through the perspective of the old ones, the clarity with which problems are
defined, the way in which staff motivation is being applied and the managing technique that has been
adopted.
Thus, an example would be DEDEMAN Company from Bacau, a company for which staff
motivation is one of the most important issues.
DEDEMAN SRL’s main activity is marketing building materials for interior and exterior
decorations. The company’s mission is providing complete solutions for interior and exterior decorations. It
has been established in 1992, having its headquarters in Bacau, and has branches in: Bacau, Iasi, Onesti,
Comanesti, Suceava, Vaslui, and Targoviste.
In its over 15 years of existence, DEDEMAN has developed a western organizational policy, where
besides business ethics and the quality of the services they provide for the customer, stress is layed on
improving working conditions in order to satisfy its employees.
The refined combination of the professional services they offer and the performances of its
employees provide DEDEMAN its success.
Dedeman means a successful working environment for young graduates, willing to learn and to
distinguish themselves. It is a high-class work environment for specialists.
Since the company wants to improve itself continuously, they offer different types of trainings.
Communicating problems frankly, understanding and solving them and having a pleasant atmosphere at
work make Dedeman’s staff resemble a family.
In motivating the staff at Dedeman, besides money, there are certain types of non-financial
instruments that have the same effects. Therefore, certain characteristics of the working hours are
established. They have began replacing the traditional working hours (five days a week, eight hours a day)
with alternative schedules, trying to satisfy the needs of a very variety staff and to promote the satisfaction of
one’s work, reducing absentees and staff fluctuations.
The company’s employees tend to be more motivated when they are interested in the work they
perform, when they feel respected, if they like the people they work with, if they have a certain status and the
possibility of being promoted, due to certain programs, courses and trainings structured in such a way so that
they provide useful information both for the managers and for the specialists that work in a certain field, so
that they are capable to transform their own company in order to face the pressures of the environment
around it. Some of the types of training that Dedeman provides are: training based on knowledge passing
from teacher to managers and specialists and training based on studies, simulations, concrete analysis in the
following domains: managing, finance, marketing, computing, technical and human resources. Thus,
Dedeman provides its employees with free training, bonuses for attaining or surpassing objectives, organizes
trips, etc.
Motivation must not be approached separately. It must be integrated in managing relations and
processes. Dedeman’s performances are conditioned by the degree of its staff’s stimulation, involvement and
integration, including the non-managing one and motivation becomes an issue for the entire company, an
issue to be discovered and used accordingly to the social community of the company. Moreover, the
company must identify the methods through which its members are determined to act in order to achieve
personal and organizational objectives.
In order to offer equal hiring and promoting chances for everyone, Dedeman relies exclusively on
each person’s deserts, qualification and abilities. If an employee has certain suspicions or questions about
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any type of work discrimination, he is entitled to report them to his direct superior or to the managers of the
company as soon as possible. Employees can present reports of possible work discriminations to the
company’s managers without fearing any repercussions from the company.
The employees that are involved in any type of discrimination shall suffer the consequences, which
can mean even dismissal.
Dedeman provides its employees with the chance of showing their interest in the vacant jobs and
being promoted in the company, accordingly to their abilities and experience.
The vacant seats are made known to the employees 5 days before they are taken,. The
announcements offer information about: the name of the job, the department, the city, the description of the
tasks they are supposed to perform and the qualifications and skills that the job requires.
The employee that stands for an open job must have at least 12 month of experience in his own job.
The employees that have been approbated due to discipline problems cannot stand for any other job. The
employees that want to apply for a vacant job made public by the company must have the abilities, the
competence as well as the training required for the job.
In order to apply for a vacant job the employees must send an application letter to the manager of the
department or of the company. In this application letter the employee must prove that he has the abilities and
the training required for that particular job and he must mention the successes he has had in his current job.
Moreover, he must present the way in which his previous experience obtained at Dedeman and at other
working places recommend him for the job.
Even though, from time to time, the employees get unsatisfied, the managers are pleased with their
work and are motivated to correctly answer to high production standards, regarding quality, organizing work,
work’s productivity and also salaries. This attitude of highly motivating the employees is the result of the
company’s management policy allowing the switching of working places, involving the employees in
decision making, etc.
Dedeman’s management believes that a system of rewarding will motivate the employees to work
efficiently, in order to benefit on the effects they want to see in the organization. The system will also have a
good impact on employee’s spirits and satisfaction. In order to be efficient, the system of rewarding that
Dedeman has adopted fulfills a series of conditions: it gives the employees the possibility to satisfy their
basic needs, it offers remunerations comparable to the ones given by other companies, the remuneration is
correctly and evenly distributed inside the company (people are more likely to compare themselves with the
employees in their own company than with the ones from other companies); it acknowledges the fact that
different people have different needs and may choose different ways of fulfilling them (some people may
want to win more money by working overtime, some others may prefer to earn more money by being
promoted or by looking for other work places which are better paid).
The system of rewarding for a part of the company’s employees that will benefit of supplementary
advantages, according to the job they have, is one adopted by Dedeman and includes not only salaries, but
also a “set” of benefits like: bonuses at the end of the month, tickets for food, a company phone with prepayed subscription, health insurance, where it is needed, paid holidays, installments without interest for the
goods they buy from Dedeman, payed national holidays, life insurance, preferential access to new cars sold
by the company , being able to give back the old car and pay the difference between it and the new one, as
well as other benefits. However, money will always be an important share of the remuneration they expect.
The remuneration for each job is established according to a series of factors like: the attributions
implied by the job, the assessment of the employee’s results, the main duties and responsibilities the
employee has as well as the analysis of the salaries the competition offers for the same jobs. The company
revises on a regular basis the policy of the salaries, constantly adjusting it according to the evolution of the
factors that influence it directly.
Dedeman can offer bonuses according to the extent in which a department or a sector have reached
the objective they had to achieve, or for the employees that have had special contributions in their activity.
When Dedeman’s activity flow requires it or when certain tasks cannot be carried out in during
normal working hours, both the employers and the employees work extra-hours. When it is possible, this will
be made known to the employees in due time. Supplementary tasks will be distributed evenly for all the
employees.
Supplementary work is compensated for with free hours or payed ones in the next 30 days after it
has been done.
If the free hours haven’t been given in due time, in the following month supplementary work shall be
payed to the employee by adding a supplement to his salary, accordingly to the period of time he has worked,
and this supplement cannot be less than 75% of the basic salary.

92

Supliment Nr. 2 - 2009

Motivation, high spirits and satisfying the needs pf a company’s employees are imbedded and,
together with productivity they represent the most intensely studied issues. An organization’s objectives can
be achieved only through common efforts of its members. One of the reasons for which some companies are
more effective and produce more than others is the quantity and quality of the efforts its employees make,
efforts that are influenced by motivation. In order to work efficiently, people have to be seriously involved in
their work and eager to achieve some goals, from the simplest to the most complex ones, useful for their
organization.
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ON-LINE COHABITATION AND ELECTRONIC DATA MANAGEMENT
Abstract: In the new economies based on knowledge can be seen a tendency for developing the human society for
exploiting at a level never seen before of the creative potential of people. In other words the new economy reconfirms
the role of the human factor in developing the society by placing him in a dominant position compared to other forms of
capital. Its position is confirmed by numerous studies regarding exceptional economic performances obtained in
countries, companies, organizations, where the information, seen as intellectual capital, have been managed with a
high efficiency.
The economic environment is unstable and characterised by processes and events that need the approach and
event-modelling under circumstances of risk and uncertainty. The economical and monetary integration, the integration
of the mechanisms of rate of exchange, the development of the capital market, the opening of the european area for
investment opportunities, the speculatting occurance of the inovations related to the financial instruments in an area
with fluid borders, but with different levels of evaluation of the efficiency bring problems and fears to the societies as a
whole.
The informational technologies favor the extension of the international market of the companies, and the
massive diffusion of these brings new opportunities to companies that can lead to economic, financial and social
changes, in the same time increasing the cognitive capacities. The informatics systems and the Internet make possible
the connection with potential competitors, providers, clients on various continents, the market being seen at global
level.
Keywords: Online cohabitation, IT management, new economie based on knowledge, image management, private data
JEL classification: A12, C81, D18, D83, F15, M15

The informational technologies have developped as a need for the processes of the present society
and as a result of its industrialisation. The information technology (IT) can not be thought of without also
taking into account the infomation systems. The IT has an important role due to the strong and complex link
that exists between an organization and its IT. The informatic systems present big interest due to the
influences that they have on the economic activities of the companies.
Under the current conditions the companies are confronted with new opportunities for obtaining a
better visibility and increasing the performances. In a world in which all thrive to sell the service to the
company where they work, the directors thrive to get new contracts and so on, a good image makes this
process easier. How can one acquire a service and a product from a company I never heard of before, instead
of the one from which I have bought fro years, about which I know a lot of things, which keeps me updated
with the new products, that is which is visible ?
People choose those organizations, services, products, parties which express the best the role and
status they have inside the society. Besides the self representation of the person which makes the choice
influences a choice of an organization with a good image, because the image of the organization should
correspond best to the opinion of the individual about himself.
The essence of competition is influenced nowadays by the correct way in which the organization’s
managers know and perceive the most relevant tendencies, evidently determined by the essential
transformations produced in the business environment (market globalization, the consumer expending
behavior, the increase of the demand for services, competition based on the time factor, the increase in
number of the infrastructure projects, etc.)
In the IT society, the information as a weapon, target and a strategical raw material reperesents the
base of each decision. Adapting to this new environment (in which the flow of informations in real time is in
steady growth) means to understand the risks in the area of IT-management. One example of this is the fact
that informational operations, as they are conceptualized in the euro-atlantic doctrines, have as the basictarget the decisional cycle.
In the area of IT the informations are carrying the elements of the real world. The permanent
elements of the real world are called „management objects” and in management, in the administration, the
individus are condsidered management objects. Morover they are actors, issuing requests, selecting
information, are being receivers of information provided on paper and on the screen.
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At the same time, the management objects, private persons are described by data, by events that are
consequent, being regarded as unmovable objects, or in other words, the new democracies have a liberal
conception of the citizens. The individials have a right to have a self-image, and the right to have protection
of their own private domain.
In an extreme context, the need to observe very precisely the reality, being in the situation to provide
the dialogue and the compromise of interests between multiple users, the fundamental quality of the
information is to respect the rules.
In the new economies based on knowledge can be seen a tendency for developing the human
society for exploiting at a level never seen before of the creative potential of people. In other words the new
economy reconfirms the role of the human factor in developing the society by placing him in a dominant
position compared to other forms of capital. Its position is confirmed by numerous studies regarding
exceptional economic performances obtained in countries, companies, organizations, where the information,
seen as intellectual capital, have been managed with a high efficiency.
The economic environment is unstable and characterised by processes and events that need the
approach and event-modelling under circumstances of risk and uncertainty. The economical and monetary
integration, the integration of the mechanisms of rate of exchange, the development of the capital market, the
opening of the european area for investment opportunities, the speculatting occurance of the inovations
related to the financial instruments in an area with fluid borders, but with different levels of evaluation of the
efficiency bring problems and fears to the societies as a whole.
The informational technologies favor the extension of the international market of the companies, and
the massive diffusion of these brings new opportunities to companies that can lead to economic, financial
and social changes, in the same time increasing the cognitive capacities. The informatics systems and the
Internet make possible the connection with potential competitors, providers, clients on various continents,
the market being seen at global level.
The concept of economy based on knowledge has its fundaments in a global approach of
phenomenon’s, with a content of maximum generality, reflecting numerous particular situations, which seen
in the perspective of other branches of science enhance and complete the concept, giving it practical and
theoretical value.
The quality of the transferred information oscillates between having pertinent - feasible – forecasted
value and the transfer from the forced normalisation to the liberty if the assuming the quality of the
measurement methods through differentiation depends on the ability of the manager. The diffusion of the
information is facing limits and adaptation differences, with negotiation actions for the adapting to objectives
and values of economical and social nature.
The expected quality of the management of the electronical data is dependent on the perception and
the capacity of the objectives of the truth imposed by the rationale of the user and the „game” between the
plan of processing the information from documents and the plan of adequated „filter„ of the reporting
information, an interest game that mitigates the reports between an inteligible reality and the reality that is
built according to the needs of the users.
The sincerity is a quality that is dependent on the content of the documents, that has to be exact but also of
the professional quality of the applied practices – and this can be translated into loyality and fidelity.
THE PRIVATE DATA AND INFORMATIC SCIENCE
There are IT-applications that contain data about individuals, so-called „sensible” data, as for
example: Social-Securtity Number (CNP); information about race; political opinions; medical data;
membership in a trade-union, religious convictions, sexual orientation etc., which should not be registered
and utilised without expres approval of the individual.
Also the use of the surveillance cameras, without the purporse of safeguarding a specific building is
forbidden. The purporse of the ban is not to invade the human identity, human rights, privacy, individual and
public freedom (the freedom to vote and be elected, the sanctity of the private home, freedom to express its
opinion).
Private data can be found in the: gas bill, telephone bill, library cards, monthly public transport
ticket, company identification tags, drivind licence, the accounts of the clients, direct mail sales, cards of
members of a certain association, membership cards of party members, election lists, subscriptions to
newspapers and magazines, files regarding the diplomas and study etc.
All the processing of the private information is being done under the supervision of the National
Authority for Supervision of the Processing of Data of Private Nature, according to the law 677/2001.
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The supervision is being assured through: the mechanism of the declarations (for private companies);
the mechanism of prior authorisation (for public administration); the mechanism of exception (for army or
intitutions that are related to public security).
The Manager of a company is the person that decides regarding the processing of the information,
being responsible for the accuracy of the delivered data, even when nowaday the paper documents are being
replaced by electronic ones. These declarations regard the new entries and the modification that happen in
time; here are also included the web-sites that register personal data for different purporses.
In case of administration of a public service, the person responsible with the data must request the
authorisation prior to prcessing of the private data. Also the IT-applications that are used as tools, can not be
used without the explicit approval from the National Authority for Supervision of the Processing of Data of
Private Nature which enforces the law 677/2001.
For special areas (army or intitutions that are related to public security) there are persons with
special functions, which through the mechanism of exception, can process or pass further on the data for later
processing, transformation and storage. There shuold also be a distinction between private data and secret
data in order to avoid confusion and conflict.
IMAGE AND VISIBILITY MANAGEMENT
The problem of image management, of the visibility of an organization can appear in at least one of
the following situations:
 -the organization is old, its visibility is well structured (from the point of view of its management) and it
is wanted to have this image managed in a most efficient manner for the purposes of the company;
 -the organization is old, has a well shaped image, but, from one reason or another wants to change this
image, and an image reconstruction is wanted and this new image should be promoted and managed;
 -the organization is new, ready to enter the market, with a specific activity, and wishes to create an image
that should be promoted and managed accordingly;
 -the organization is old or new on the market, and its management, from one reason or another doesn’t
care about the organization’s image.
The image of an organization acquires the value of a capital, as it determines the organization’s
performances, its relationships with other societies and with the public. It is important that the image should
be positive, because it has a major impact on the success of the business, while a negative image has an
impact on success, sometimes in incredible amounts. It can be said that the image of an organization is a
patrimonial object, being considered to have a non-material, subjective dimension that can be appreciated in
money, because it has market value. There are companies that can become an externalized public relations
department, that should always help, offer the strategies and the materials that are needed for an
organization’s image.
The problem of the ratio between the visibility and the management of the image of an organization
is very important. Creating an image of an organization is an act of pure creativity, similar to any human
act of creation, the problematic belonging to the sphere of psychology and is based on:
 Inspiration depending from individual to individual;
 Intelligence;
 Experience where counts the experience in diversity not the routine experience as the only activity or in
connected activities;
 Perseverance and tenacity;
Managing the image is a communication act and in the online world the visibility ensures a certain
proportion of this. Even the communication act, which means first of all knowledge, requires creativity, but
not in the same proportion as that of constructing or reconstructing an image. In the act of managing an
image, of the visibility of an organization, should be involved exclusively communication experts, who are
supposed to have the neccesary knowledge for efficient communication. In the act of constructing an image
can also be involved a relationist communication expert that has knowledge in the fields of sociology,
psychology, philosophy, journalism etc, using methods and technics of sociologic investigation. Sometimes,
in the case of an image for an existing organization, the creator of the new image is actualy an “esthetic
surgeon” who has to build a new image starting from the existing one, that should be subject to some
“adjustment”.
SECURITY AND CONFIDENTIALITY OF THE ELECTRONIC DATA IN CASE OF ON-LINE COHABITATION
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The responsability of an informatic system regarding the personal data should be viewed in the light
of the fact that these information are being later processed, transferred and communicated to upper
management or to a marketing operator.
The obligation of confidentiality requires a rigour in the operation of IT-applications, especially
when the IT-activities are offered by an external company. The recording, without a consent, of the
telephone conversation and of the electronic messaging in the office represents a violation of individual
freedoms and rights.
By using the IT it is possible to achieve a more rigorous and precise control of data, but the
employees have to be warned about the possible control and the delivery of personal data to a third party
without a prior notice has to be forbidden. Stored personal data must only be used for known and agreed
purporse and with prior consent. If there are practices that are in collision with law - if someone uses the
personal data for different pusporse (fraud with credit cards, spam mail, black-mail, etc.) it is the duty of
manager to document the anomalies and the causes, and to find remedies as soon as possible.
In the context of the penetration of informatics systems in various branches, of informational
technologies, the companies are exposed in the „e” medium to new challenges adapted to reality, so that the
performances and experiences when innovating and creating new needs, new products to be synthesized into
a succession of phases, stages that describe the global process of lateral marketing, reversely proportional to
the succession specific to the traditional marketing.
The marketing is vital, crucial, and absolutely necessary. There are a couple of attributes that the
specialists in the field attribute to marketing. Basically speaking, the marketing helps you successfully
launch a product or service on the market.
In the online cohabitation „the marketing is more complex as ever... the challenge is the
fragmentation, the saturation and the numerous novelties that appear daily in the markets where we
compete”. The concept of lateral marketing in marketing is based on knowledge and this appears clearly in
an innovative company that emphasized three systems:
 -the idea market of the company
 -the talent market of the company
 -the idea market to which is added the management of the whole process.
Things are not easy, not even at first sight, and today, when the markets are in a continuous growth
and competition increase, a marketing mistake cand lead to the bankrupcy of a business. On the other side, a
well don marketing means success, fame, sales and profit.
The economy based on knoledge includes among its defining elements the company, sugestively
named company based on knowledge, as well as the environment, characterized as favorizing environment.
It is well known that who has informations is more rich when the resources are limited – information is an
inexhaustible source. They can be interpreted, analysed, corelated, conexed, memorized, transmitted,
archived etc.
The current informational systems can make psicho-social analysis on a couple of dimensions on
various terms, with various risk and productivity degrees. The company based on knowledge is reflected in
the concerns of the informational systems, by developing new concepts specific cu network marketing and
internal marketing of the company.
The network marketing is the basis of a network company, which is a company type based on
knowledge. The network company is the type of company that has control over a business environment
represented by the intellectual capacity of the personnel and less by equipment, lands or raw materials.
Starting from the core, there can be weaved a network of alliances and contracts. The marketing of
relationships represents the adequate marketing for a specific organizational structure. The rapid changes of
the environment, the increased complexity of the company’s activity and the necessity of adaptation have
made the functional autonomy an inefficient work mode. The near future imposes a reduction of the
functional borders, promoting competition in the network as a solution for ensuring success in a complex and
dynamic environment.
The internal marketing of a company represents a concept that reflects in a large degree the major
role played by the personnel in a company and in consequence of the intellectual capital expressed by it. The
marketing approach of the personnel requires processing with maximum efficiency of the available
knowledge, being a part of the marketing based on knowledge.
In the new economy, the networks are replacing the markets, the purchase of virtual data will be
replaced by system of accesses on demand (access fee, monthly fee, etc.) and the dematerialisation will be
more present in the service area, the new product beeing the time (not buying the documents, but buying
“access time”).
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SECURING DATA AT THE ORGANIZATIONAL LEVEL. ELECTRONIC SIGNATURE.
ELECTRONIC COMMERCE
Abstract:
The new informational technologies form important elements in changing the economical
infrastructure. In the last 25 years we observe a real “explosion of new ideas”, “new applications” and appearance of
new people in the economical domain. More firms sell their products and services on Internet and the traditional
distribution channels are going to be dissolved. In the same time we observe a decreasing the unemployment and
developing the education.
The electronic signature represents the electronic information which are attached or logical associate at some
electronic documents. The electronic signature is a method for identifying the subscriber and it is put on the security
magnetic support.
Key words: Electronic transactions, electronic signature, homologation agents of the secure disposition, models of the
network security
JEL classification: A12, C82, D85, F15, L21

Nowadays every firm tries to sell something on Internet. Behind the explosive increasing of the
electronic commerce there is an assiduous activity to solve the on-line payments. To understand this kind of
payment we must think like a real financier. Every business needs a commercial banking account or an
account which can accept from the customers a payment through the credit card. In the past this was difficult
to realise for the Internet business, because almost of the banks ask the firm to have more than two years of
activity on the market.
When a client pays through a credit card there are two different phases in the transaction:
authorization and visualization. The authorization refers at the account number to see if the card is valuable,
if it has enough credit or if it wasn’t reported stolen. The visualization refers at the approval and putting up
of the transaction inclusive the confirmation of the money sending. This can realise through one of two
exited ways: on-line or during the authorisation with the bank network what means that the transaction
“pass” through both banks (the bank which emitted the card and the bank where there is the account of the
selling commercial firm). It is taken place the data actualisation for that credit card after the authorisation
phase, in a separate one.
In this short history of the payment technology on Internet there were some defectives. The most
debate was the acceptation of only one standard which links the bank with the Internet. The problems which
appeared are related with the contact between the bank and many users and sites’ owners specialised on the
electronic commerce. In these conditions the bank wants a strict security although this means supplementary
expenditure, but we mustn’t forget that this security reduces the risks problems for banks managers. A good
example for the fight in the standardization process was unaccepted by the Internet operators of the security
standard in the electronic transactions (SET – Secure Electronic Transaction). At the beginning, this
standard was proposed by a banking syndicate and IBM. SET was a response at the necessity for keeping far
the number of the credit cards by the hard disks of the Internet businessmen – an essential way for the
businessmen to check the clients account. Later, SET was transformed in a new standard named Electronic
Commerce Mould Language (ECML). This tries to structure the data requirement from the buyers in one
coherent standard, adding to SET some new standards like XML for data structured and X.509 – a process
crypt standard. Again, the IBM and other banks are behind the realisation of this standard.
Despite of many efforts, the financial institutions have problems with the Internet. Trying of some
banks like Citybank and American Express to get out the credit cards on the market which can be used only
for Internet buying wasn’t good. The buyers are now accustomed to use common credit cards when they buy
on Internet or the large companies use the business-to-business sites for launching the provision commands.
While the mass-media continuous to write about the buyers who are afraid to give the number of their credit
cards, the Web bargains are increasing.
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The last electronic payment innovations are in concordance with the insertion of some portals and
some new ways of identification of the buyers. These portals involve the companies like ShopNow.com,
iGive.com and eBates.com which offer the buyers a mechanism for adjustments if they are the members of
that network. The benefit for the owners is to be known on the market and to give access at their products.
For the users the benefit is given by the adjustments obtained after the bargains in the network
A method of identification is to use directly the login data base. It means that the users must
introduce their identification code and the password before to buy. Another method is to use the cryptation.
The cryptation method is difficult because, first, it must fix an infrastructure of public and private
keys and these must be attributed and sent to the buyers. Theoretically, all is right, but practically it is more
difficult to realise them because this method requires a complex configuration of the application.
SECURING DATA AT THE LEVEL OF ORGANIZATION, THE EQUIPMENT AND PROGRAMME SYSTEM
The more sophisticated the communications are and the companies’ dependant by the IT systems
are, the more serious threatening of the security information becomes. For example, an article1 said about the
risks of the laptops for the company security systems because using them outside the company can be
infected by virus or spyware which can enter in the informatics system of the company producing loss of
data or doing confidential information available to the competitors. Implementation of the efficient controls
of the information security involves two elements:
 Assuring an enough performing technology;
 Assuring the staff follows the clear imposed rules about the using of the equipment for
preventing the appearance of the security breaches.
The standards for the IT security were defined for the first time in 1992 by the Commerce and
Industry Department from Great Britain with a role for recommendation of the information security at the
industry level. Since, these were in permanence improvement. These recommendations were the first
published like a Britain Standard what then was adopted like an International Practice Code, and finally, like
an Information Security Management International Standards.
The most recent version of the information secure standard was adopted in October 2005 named
"ISO27001 - Information Technology - Security Techniques - Information Security Management Systems Requirements", after some consultation with different national organization for standardisation. This was
formulated on the previous anticipation published by the Commerce and Industry Department in 1992 and
adopted later in 1998 under the name “British Standard 7799” (BS7799) by the British Standards Institute, a
government British authority. The national authorities decided a number of Certificate Centre for revising
and emitting the certifications.
In our country the responsibility for this activity is laid upon the Authority for Regulation and
Supervision the Producers Activity of the Certification Services which has an accredited producers list for
Romanian certifications of the electronic signature. The activity of the Producers of the Certificate Services
(FSC) is supervised, in concordance with the law2, by the specialized authority (ARS – Regulation and
Supervision Authority) which imposes the general regulation, the structure of the Producers Register of the
Certification Services (RFSC), the way for RFSC accessing, administrates the RFSC, decides the way how
the producers of certification services can prove themselves the financial capacity to cover the prejudices
which can be produced by the activity for electronic signature certification. The Regulation and Supervision
Authority imposes the sum for the insurance and for covering the guarantee letter, fixes the contain of the
qualification certificates, fixes conditions and procedures for agreeing of the homologation agents of the
secure disposition for creating the electronic signature, imposes the regulation for generating the personal
identification code, imposes the regulation for generating the certificate identification code, imposes the
minimum conditions for FSC/FSC, accredited/FSC which emit the accredited certificates; it is informed by
the FSC potential as regards the security procedures, used certificates, checks that the practiced procedures
by FSC are conformed with the functional conditions affirmed, fixes the limit terms for aligning to the
imposed norms for the FSC whose activity wasn’t taken by another producer, checks (supervises) the
homologation disposition agencies for creating the signature, accredits FSC (supplementary conditions) and
respects disposals as regards the data processing with personal character.
The organisational controls are methods and techniques for the economical activities organization
used for preventing losses and/or alteration the data produced by the fraud, carelessness and/or neglect for

1
2

Wall Street Journal, 24th March, 2006
Art.40, Law no.445, 18.07.2001 about the electronic signature, published in M.Of. no. 429/31.07.2001
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assuring an efficient intern control in the data processing systems used. The principal types of the
organisational controls are:

Defining clearly the functions, followed by a clear defining and separating of the employees tasks
for each post;

Rotation of the employees to the different posts and obligatory vacations;

Selecting the employees who have access at the equipment and programme of the informatics system
and giving them fidelity compensation.
The data securing and the importance for their destination activities lead at a classification on four
levels of security:

Data classed in the first level of security (SEC1) include the most “sensible” data for their
importance in a company activity. We can include data about the owners’ card or information about any new
product whose security is vital for the firm. For this reason they are accessed by a small group of the people
authorised to use these information;

Data classed in the second level of security (SEC2) include confidential data which are secured
against their using by the people from inside the firm (employees, auxiliary staff etc.). Their accessing by the
unauthorised people can bring prejudices to the firm operational activities, loss its image, or a diminish
profit, with negative effects opposite the competitions;

Data classed in the third level of the security (SEC3) include secure information as regards at the
access from outside, but their publishing wouldn’t produce significant negative effects;

Data classed in the fourth level of security refer at their data securely uncatalogued. Quantitative,
they include more data then the previous three levels presented. Data from this sector needn’t a special
protection and a permanent back-up comparative with others.
The electronic signature represents the electronic information which are attached or logical
associate at some electronic documents. The electronic signature is a method for identifying the subscriber
and it is put on the security magnetic support. An electronic signature must ensure the next conditions:
a) is unique tied by the subscriber;
b) assures the subscriber identification;
c) is created through the ways exclusive controlled by the subscriber;
d) is tied by the electronic document whereat is reported each modification of the document after it was
signed that leads at the automat invalidation of the signature.
Considering the previous mentioned, it results that the electronic signature is “an electronic
registered whose it was logical incorporated, attached or associated an existed electronic signature based
on a qualified certificate which was unsuspended or irremovable at that moment and generated with a
security instrument to create the electronic signature assimilated for its conditions and effects with the
registered under the private signature”1.
For a correct securing data it is necessary to impose some essential criteria: how fast are wanted the
information holding, how convenient is the way of operating and must realise their security, where the data
are hold and which is the modality for their accessing and the frequency for realisation of the back-up
operation for the most important information.
SECURITY OF THE INTERNET CONNECTION
An important aspect of the Internet communication is securing the information. Internet has
addresses at the different junctions or services which can be easy detected by every PC possessor with
modems which can “force” some services like: distance connected (telnet), the files transfer (ftp) or
electronic post (e-mail). Because a network of the computers is an open structure for the connection of the
new types of equipments it can become uncontrolled and vulnerable. The vulnerability of the network can
manifest through the possibility of destruction or modification of that information, attacks at the physic
integrity (what is named the attack of the physic integrity) and through the possibility the unauthorised
using of the information by a larger circle then was fixed. The informatics security has the following aspects:
integrity of the network resources which means the availability, indifferent by the hard or soft defects;
protection at the illegal trying to steal or change the information; a private character which is given by the
rights to can control on influence the information about a person which can be remembered in the files or
data base and the rights to access these information. Information is vulnerable at an attack in every point of
the network, from the beginning to final destination, being easier to attack if it passes through
communication lines.
1

Art.5,Law no.445, 18.07.2001 about the electronic signature, published in M.Of. no. 429/31.07.2001
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The attacks are more frequently and more tempting at the network lines then the host computers, so
that it needs control at the accessing based on the passwords and protection schemes in the configuration
programme.
Studies of security demonstrated that half of the costs determined by the incidents are owed by the
destructive actions, a quarter to the accidental disasters and a quarter to the human errors. The human errors
can be filtered through an attentive application of the security rules like: regulation saving of the data,
limited the access rights. They can be repaired through more attentively application of the security rules like:
regulation saving of the data, limited rights of access.
For avoid the unwanted attacks at the calculation system it was developed a series of the models of
the network security which are fixed on the more and more profound levels. Each level of the model rounds
the protected object so that to be harder for accessing.
The security can be physical and logical. The physical security refers at the physical protection of
the informatics elements and for saving of the back log data copies and programmes which must also keep in
security. The logical security refers at the used methods which assures the accessing control at the resources
and the system services. There are very well defined levels: accessing security levels and security services
levels.
In the accessing security we distinguish: accessing at the system which determines the interspaces
when the network is available and accessible for the users; accessing at the account which checks
authenticity of the users through name and password; the rights for accessing which fix the users privileges.
The security of the services controls accessing at the system services like: waiting lines, I/O for disk
and server administration.
A computer network is considered unique if all its operations are permanent executed in concordance
with the strict rules. For a coerce network it constitutes the base of the security requirements. On this support
it will be elaborated rules for controlling the network operations.
These operational rules are named security services and their implementation is done with security
protocols, using a lot of security mechanisms projected in concordance with the defined rules. This network
will become surely only if it elaborates: the list of the security requirements, the protection and security
rules, the security mechanisms.
In the last time a more importance is accorded to the harmonization between confidentiality and the
data security in concordance with the actual legislation from this domain.
A securing project of the network can include, according with the existed situation and the new
security functionalities wishes to be introduced a part or all the following activities:
 collecting the information about the infrastructure existed and the analyses the security
requirements;
 securing the servers;
 securing the web servers;
 securing the data base;
 securing the e-mail;
 securing the work spaces;
 securing the applications;
 securing the network;
 securing Active Directory;
 securing the authentication;
 implementation of other performing security technologies according with their apparitions.
The Romanian companies must overtake the legislative changes and those generated by the more
and more competitive scramble on the unique European market. The legislative changes include the
obligatory regulations like those for completing the VTA expense account or reporting the VTA using the
“Intrastat” system, or facultative regulations like the electronic invoice or electronic archival. In the both
situations the changes generated by the Romania adhesion at the European Union have a major impact in the
IT infrastructure, so, the information security becomes more and more important. A project of securing must
begin with an existed infrastructure analyses phase and creating the security plans. It follows the
implementation phase of the security plans which usually covers all the system components: securing the
servers, securing the data and the messenger systems, securing the work spaces, securing the applications,
securing the network communication and the perimeter, securing the authentication and the access.
The system security, as a whole, must be treated beginning with the system architecture design, their
implementation and daily operating. In this regard, we can say that the security is a facility of an IT system
well projected, configured and administrated.
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ORGANIZATION PERFORMANCE THROUGH THE CREATION OF VALUE
Abstract: There is always an equality sign between performance on one side and the profit obtained on the other side
when assessing the performance of an organization. Reality proves that there is a series of elements of quality nature
that cannot be assessed and registered in accountancy but must be taken into consideration when calculating the
performances of a company. Managers are being increasingly faced with the problem of value creation, either under the
pressure of the internal management goals for increasing value, or under that of the financial markets demanding a
higher yield of invested capitals. This determines us to point out that the introduction of the value indexes in a system of
performance indexes must be made by taking into account a certain leveling or a degree of importance given to each of
the financial indexes based on profit or value.
Key words: Organization, performance, value
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The term performance has its origins in Latin („performare”), and its present meaning comes from
English („to perform”- to do something according to a usual or established method, to apply, to execute
something in a convenient way; „performance”- the act of doing something, or the manner in which an
organization achieves its objectives).
Although the meaning of the term performance has changed over time according to the fields of
activity in which it is used, in the management of the modern organization, performance takes several
distinct forms, among which that of achieving and increasing value.
Performance is a notion which is often used for its metaphorical entailments: organizational
performance shows the entity’s capacity to progress thanks to its constant efforts.
A.Burlaud maintains that performance is not good or bad in itself. The same result can be considered
as an instance of good performance if the objective set is modest, or of bad performance if this is ambitious1.
Organizational performance largely depends on the objectives set by the enterprise and on its
external or internal references. Thus, performance is always the product of a comparison. To be performant
means to achieve or to exceed the objectives set.
This definition shows us that: performance always depends on a reference- objective; performance is
multidimensional when we have several objectives in view; performance is a subtype of action; performance
is subjective, being appreciated differently from one individual to another and by contrasting reality against
desire.
Within another approach, performance is: „the achievement of the organizational objectives
regardless of their nature and variety2”. Organizational performance shows the company’s capacity to
progress, as a result of the efforts made. Performance does not exist in itself. It is always the product of a
comparison. The reference point against which this comparison is made is either an internal variable (a
progress objective or a result of a previous period of time), either an external variable. But this reference
point has a dynamic character, which makes performance a transitory state.
The concrete content of performance is dependent upon the strategic objectives; there is no
performance independent of its objectives. Performance evaluation and objective setting are closely linked
(what is performant in a particular situation, characterized by certain objectives, may not be so in a situation
characterized by different objectives).
In the management of the future, the management of value constitutes a central axis of interest in
any modern organization.
The concept of value creation is based on a universally valid truth, regardless of economic or
geographic borders: companies create value as long as they ensure a return on investment which exceeds its
costs. When companies forget this, what can happen is foreseeable3:

On developed markets natural mechanisms are activated that regulate the situation of value
destruction (such as hostile takeovers, the selling of the majority interests, or, ultimately, the liquidation of
1

Burlaud, A., Simon, C.J., Controlul de gestiune, trad. Ed. Coresi, Bucureşti, 1999
Niculescu, M., Strategii de creştere economică, Ed. Economică, Bucureşti, 1999, pag. 228
3
Işfănescu, A., Robu, V., Anghel, I., Evaluarea întreprinderii, Ed. Tribuna economică, Bucureşti, 2001, pag. 220
2
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the company).

On developing (incipient) markets, the regulation of the situation is usually significantly delayed, as
the state will often interfere at first with administrative measures meant to solve the situation. In this case,
too, liquidation can eventually appear, which results in losses for all the investors in the company. On these
markets, until the natural mechanisms for regulating value loss work efficiently, there will be economic
decline and unemployment rise.
The first stage in „translating” the cost-value couple into controlable component elements is to
describe the way the enterprise creates and will create value in global terms, i.e. to define „value” in terms of
future evolutions. To conceive future value means to define a strategy.
In order to understand the concept of value creation, we are going to look at investment in an
enterprise as the process of advancing a liquidity inflow meant to generate a flow in the opposite direction
and at a higher level. This means that the value of assets the original liquidity flow materialized into will be,
in time and according to the investor’s rational expectations, higher than the value of the capital originally
invested.
Value created (destroyed) = VP – (Cpr + Pr)
where
VP= the company’s market value at the time of the analysis
Cpr= the present value of shareholders’ capitals
Pr= the present value of the reinvested profit
For example, a company is recording the following situation:
Initially invested capitals = 1,500 lei (N-3)
reinvested profits= 200 thousand lei (N-2) şi 170 thousand lei (N-1)
capital costs= 13%
In these circumstances, the present value of the invested capitals will be of 2,611 lei, calculated
according to the formula:
n

Vpki   Vtki (1  Ckpr )t
t 1

where:
Vpki = the present value of invested capitals;
Vtki = the value of invested capitals and reinvested profits;
Ckpr = the costs of equity capital;
n= the number of investment years.
The estimation of the future cash flows available to the shareholders for the next four years is
presented in the following table. If we bring these flows (the 13% equity capital cost) to date, we get an
estimated value of the equity capital of 2,815 lei, according to the relation:
where:
n

Vpcf  Vcfi
t 1

1
(1  Ckpr) t

Vpcf = the present value of future flows;
Vcfi = the present value of future flows in year t;
Ckpr = the cost of equity capital;
n = the number of forecast years.
Table 1- Example regarding created value
n-3
n-2
Initially invested capital
1500
0
Reinvested profit
0
200
Total invested capital
1500
200
The cost of the equity capital
13
13
The present value of invested
2164
255
capitals
Vkpi
Estimated future cash flows
available to the shareholders
The cost of the equity capital

n-1
0
170
170
13
192

n

n+1

n+2

n+3

n+4

770

900

1000

1200

13

13

13

13

2611
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The present value of the
future cash flows available to
the shareholders
Vkpf
Created value
(Vkpf-Vkpi)

681

705

693

736

2815
204

Based on this, there is a difference of 204,000 lei between the present value of future flows and the
present value of past investments, this being in fact created value for the shareholders.
Maintaining the previous example, we consider that only the future cash flows of the company are
different. In these conditions, the company’s shareholders are in the situation of a „value desctruction” worth
of 35,000 lei.
Table 2- example regarding destroyed value
n-3
Initially invested capital
1500
Reinvested profit
0
Total invested capital
1500
The cost of the equity capital
13
The present value of invested 2164
capitals
Vkpi
Estimated future cash flows
available to the shareholders
The cost of the equity capital
The present value of the future
cash flows available to the
shareholders
Vkpf
Destroyed value
(Vkpf-Vkpi)

n-2
0
200
200
13
255

n-1
0
170
170
13
192

n

n+1

n+2

n+3

n+4

770

800

900

1050

13
681

13
627

13
624

13
644

2611

2576
-35

As a result, an enterprise creates value for its shareholders when the profitability of the invested
capital is higher than the costs of the various financing sources used. In other words, it is not enough for a
company to realize a book profit in order to create value.
The concept of value creation is directly or indirectly linked to that of profit. But a profit, even if it is
very high, has no value in itself. It must be judged in terms of the efforts made to obtain it, of the resources
used. These resources have a cost, even if a virtual or opportunity one.
There is always an equality sign between performance on one side and the profit obtained on the
other side when assessing the performance of an organization. Reality proves that there is a series of
elements of quality nature that cannot be assessed and registered in accountancy but must be taken into
consideration when calculating the performances of a company.
What is the measure we can appreciate as performance or not concerning the situation of the result
obtained by a company by taking into account its presentation in complete measure by the profit is a question
that so often comes into being.
As we have noticed the value as index has many advantages as compared to the profit, in
determining the performances of the company on the long run. Having in view these advantages and the new
orientation of the management towards creating the value on the long run, the system of traditional financial
indexes used at present by managers might be improved by using some indexes based on value, developed
from the theory and practice of assessing the company.
In this respect I have outlined by this questionnaire that less than half (45,19%) of the managers
agree that in a nearer outlook, the value of the company as index will enlarge the profit and 29,81%
considers that each of the two indexes will have their importance and role.
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30%
45%

20%

da

nu

5%

în parte

fiecare va avea importanţa şi rolul său

Figure 1 – The managers’ view on enlarging the profit by the value of the company as index taking into
consideration their importance in assessing performances
This determines us to point out that the introduction of the value indexes in a system of performance
indexes must be made by taking into account a certain leveling or a degree of importance given to each of
the financial indexes based on profit or value.
Performance is a company’s unstable level of potentiality, achieved through all those things that
optimized the value-cost „couple” and made the company competitive on its strategic segments1.
At present, managers are being increasingly faced with the problem of value creation, either under
the pressure of the internal management goals for increasing value, or under that of the financial markets
demanding a higher yield of invested capitals.
Without a proper management, there is no talking of performance, of effectiveness. But this
performance has its costs. As a rule, costs should be lower that the results obtained, or else the enterprise will
not generate positive value2.
If effectiveness is measured in terms of what is done, efficiency is measured in terms of how this is
done; as it is not the same if, in trying to achieve its objectives, the enterprise generates a lower or a higher
value, and this value manifests itself under several forms, sometimes tangible, other times intangible. The
more value the company produces the more resources it will have at its disposal to invest in the long-term
competitive battle.
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THE IMPACT OF THE CONSUMERS’ SATISFACTION ON THE ECONOMIC
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Abstract: In the present conditions, of temperate development of business at a global scale, the organizations want to
have clear indications that their investment in the satisfaction of the consumer was worthy and with results. The
theoretical base of the operationalization of the relation between satisfaction and the profitability of the organization is
quite restricted, still existing challenges for understanding this connection. Of course that both the intensity and the
nature of this relation differs from one field to another.
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In the present conditions, of temperate development of business at a global scale, the organizations
want to have clear indications that their investment in the satisfaction of the consumer was worthy and with
results. The theoretical base of the operationalization of the relation between satisfaction and the profitability
of the organization is quite restricted, still existing challenges for understanding this connection. Of course
that both the intensity and the nature of this relation differs from one field to another.
Although at first sight there is a natural and obvious relation between the satisfaction of the
consumer and its loyalty, the relation between the satisfaction of the consumer, loyalty and the profitability
of the company was not entirely explained in special literature. The majority of the modeling and / or
operationalization tries of this relation were restricted by the unavailability or by the lack of some adequate
dates. Temporal data series absence problem concerning the satisfaction of the consumers may be considered
an important problem at a micro and macro economical level.
Fornell suggested some benefits which the satisfaction of the consumers has on the company, among
which:
The fidelity of the consumers – in the case of the satisfied consumers there is a much more
possibility to buy again the respective product/service. The intense loyalty of the consumers will ensure the
company a constant and safe cash-flow, which will be reflected in the company’s profits;
It reduces the price elasticity – the satisfaction of the consumers reduces the price elasticity for
current costumers. The satisfied consumers are much more willing to pay for the benefits which they obtain
and much more tolerant at the prices increase;
Transactional reduced costs – a high level of the consumers’ satisfaction will determine the future
reducing of transactional costs, because it won’t be necessary for the company to spend additional in order to
attract new clients. The satisfied consumers will buy more frequently and in an increased quantity both the
product that satisfied them and other products that the company provides;
New clients – the costs for attracting new clients are smaller for the companies that provide
satisfaction for the effective consumers. These will recommend the respective product/service to other
persons as well (relatives, friends, acquaintances etc.). Also, the media sources will be much more willing to
give positive information in order to prospect new buyers;
Increased reputation – a high level of the consumers’ satisfaction will determine an improvement of
the company’s reputation, what may be an advantage when taking decisions regarding the bringing in of new
products, because they increase the consumers’ trust and they reduce the risk which he associates to the
choice. Also, good reputation is an advantage when it comes to keeping some good relations with the
providers, distributors, and the potential business partners.
Even if the reasons which may lead to the judgment according to which the satisfaction of the
consumer has as result an increased profitability are many, it isn’t always so. At a moment, the company
may resort to a diminution of the profits with a view to increase the satisfaction of the consumer. Ensuring
the satisfaction of the consumer through high quality, superior design, adequate training of the staff, the
variety of the products will lead to costs increasing, which decreases the company’s profitability.
In the Figure 1 is presented the connection between quality, value, satisfaction and profitability, as it
appears in services field.
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Figure 1. The Service Chain
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Satisfaction

Services
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Profitability

Source: Heskett J., Jones T., Loveman G., Sasser E., Schlensinger L., Putting the Service-Chain to Work, Harvard
College, 1994

So, it can be appreciated that, by creating a value service, the company satisfies the consumers which
will repurchase the product, which will contribute to ensuring the profitability of the respective business.
The connection between satisfaction and profitability may be explained with the help of some
inferential methods or some empirical evidence.
The inferential methods used for demonstrating the connection between satisfaction and profitability
are named in this way because they place together the satisfaction with information regarding the future
intentions of the consumers (such as the probability to buy again the product). As a rule, the satisfied
consumers manifest a much higher probability to buy again the product or service than those dissatisfied.
From an empirical point of view, the connection between satisfaction and profitability may be
demonstrated with the help of two types of methods:
- Longitudinal methodes – they suppose tracing the evolution of the satisfaction and of the
profitability at different moments in time. Using these methods is relevant in the case of the organizations
which recorded growths in the consumers’ satisfaction level from one period to another. The viability of
satisfaction – profitability connection analysis highly depends in the way of expressing the profitability,
which can be realized in the shape of the profit, of sales level, the rate of turnovers, the market share;
- Transversals methodes – consisted in tracing the satisfaction – profitability connection in the case
of many consumers at a given moment in time. Applying this type of method supposes the valuation at an
individual level of both satisfaction and performance. Unfortunately, not may organizations dispose of
profitability measurements for each client or groups of clients.
At present, a higher attention is given to the way in which the results of researching the consumers’
satisfaction may become applicable.
Unfortunately, when it comes to banking industry, there are few organizations, both in the world and
in Romania, which dispose of longitudinal profile gathered data, concerning the different levels of clients’
satisfaction. The bank CEC S.A is in this situation, which, up to present, does not have at its disposal
relevant information concerning the satisfaction level of its clients. This is the main reason for which, when
explaining the impact that the consumers’ satisfaction has on the economical efficiency of the bank, we
resorted to an analysis of the relation between the satisfaction ensemble level and the repurchase intentions.
The theoretical frame which stood at the base of this step is reproduced in the Figure 2 and it represents an
adjustment on the ACSI model of the consumers’ satisfaction.
Figure 2. The satisfaction – repurchase intentions – profitability relation
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satisfaction

Repurchase
Intentions

Profitability
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Source: adjustment on Vavra T., G., Improving Your Measurement of Customer Satisfaction, ASQ Quality
Press, Wisconsin, SUA, 1997
For collecting data regarding satisfaction, a selective research among the CEC’s costumers from
Alba Iulia was organized on a sample of 338 persons, using a questionnaire of 21 questions. There were
established 14 main objectives drawn from the purpose of the research, and several secondary objectives,
derived from the main ones, based on 5 socio-economic and demographic criteria.
The gathered information concerning the consumers’ satisfaction with the banking services of CEC
S.A. Alba Iulia demonstrates, as we can also see from the graphic representation below (Figure 3), that the
majority of the consumers that manifested their intentions to repurchase the bank’s services, over 50%, are
satisfied or very satisfied with those services.
Figure 3. The intentions of repurchase the bank’s services depending on the overall satisfaction
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The majority of those that were nor satisfied, nor dissatisfied expressed their repurchase intentions in a 50%
proportion. None of the person dissatisfied manifested his/her intention to return to the bank in proportion higher than
20%.
The first results show that, indeed, the repurchase intentions are influenced by the level of the consumers’
overall satisfaction.
Further on, in order to clarify the dependence relation between the two variables, the regression analyze was
used. The dependent variable was considered the repurchase intentions and was measured with the help of an interval
scale with 11 levels, from 0% to 100%. The overall satisfaction was the independent variable, and for its measurement
was also used an interval scale with 5 levels, from 5 – I’m very satisfied with this aspect, to 1 – I’m very dissatisfied
with this aspect.

The obtained results were the following1:
b

Model Summary

1
Model
a.
b.

R

.544

a

.295
R Square

Adjusted
.293
R Square

Std. 21.75029
Error of
the Estimate

Predictors: (Constant), satisfactia de ansamblu
Dependent Variable: intentii de recumparare

1

There were reproduced the analyse results exactly in the way in which they appear in the output, generated by SPSS.
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b
ANOVA

Sum of
1
Regression 66643.213
Model Residual
Squares
158953.2
Total
225596.4

1
66643.213
df336 Mean473.075
Square
337

140.872
F

.000a
Sig.

a.
b.

Predictors: (Constant), satisfactia de ansamblu
Dependent Variable: intentii de recumparare
a
Coefficients

Unstandardized Standardized
Coefficients
1
(Constant)
-17.291
7.749 Coefficients
Model satisfactia de ansamblu 21.262
B
Std.1.791
Error
Beta.544
a.

-2.231
t
11.869

.026
Sig.
.000

Dependent Variable: intentii de recumparare

The value of the obtained correlation coefficient is R² = 0,295 and shows that there is a positive and
modest correlation between the ensemble satisfaction and repurchase intentions.
The analyze of variance (ANOVA) sustains the statistic significance of the correlation, p = 0,000 <
0,05. Consequently, the relation between the two variables may be described with the help of a linear model
type:
Y = a + b* X
Where,
Y – Represents the dependent variable (repurchase intentions);
X – Represents the independent variable (overall satisfaction);
a – represents the parameter which expresses the estimated value of the intercept;
b – Represents the estimated value of the parameter which expresses the relation between X and Y; the plus
sign indicates a direct connection, and the minus sign a reverse one.
The values of a and b are found in the third table, within the “Unstandardized Coefficients” heading and
are equal with – 17.29 and respectively 21,26; both values are statisticaly significant (p = 0,026 < 0,05 and ,
p = 0,000 < 0,05).
In other words, the obtained regression equation will have the following form:
The level of repurchase intentions = -17,29 + 21,26 x The level of overall satisfaction
The standard error due to estimation is of ± 21,75%.
In conclusion, between the intentions of re-buying the bank’s services and the ensemble satisfaction
level with those, there is a linear and positive relation. Any increasing of the ensemble satisfaction level will
lead to an intensification of the re-buying intentions. In time, this can lead to the fidelity of the consumers
and, inherently, to the increase of the bank’s profits.
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Are subjects as interesting as the one about the leadership, the management of change or the society based on
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The organizational culture and the management culture are subjects of great interest for the specialists not
only as a system in itself but especially because of the impact upon which this economy, management and social
constructions were proved to have over the organization’s performances. Between the managerial culture and the
performances of an organization is a mutual influence: strong managerial and positive cultures establish to attain some
remarkable performances but it is available and reciprocal when having important performances help building the
managers credibility, promoting the values manifested by them.
One of the challenges of this period is to create and maintain in the organizations a creative environment, an
environment which can offer to the personnel adequate conditions of express itself and can put forward the personal
development.
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In the past few years often was discussed about the organizational culture and the managerial culture,
in different contexts, in a positive or a negative way, using either definitions and classifications or the
practical examples. Are subjects as interesting as the one about the leadership, the management of change or
the society based on knowledge.
The organizational culture and the management culture are subjects of great interest for specialists,
not only as a system in itself, but especially because of the impact upon which this economy, management
and social constructions were proved to have over the organization’s performances. Between the managerial
culture and the performances of an organization is a mutual influence: strong managerial and positive
cultures establish to attain some remarkable performances but it is available and reciprocal when having
important performances help building the managers credibility, promoting the values manifested by them.
The big challenge for the Romanian organizations in this era, it is to create and to maintain a
stimulating work environment inside the organization, an climate which offers to the employers adequate
circumstances of personal development.
The amazing development of Japan after the second world war – became one of the most powerful
economic forces in the world, made the specialists to focus their attention on the relation between culture –
management- performance. The specialists interest “of explaining the Japanese “miracle ” has led to the idea
of taking into consideration the culture , both at the macro and micro level, as a determinant factor of the
organization’s performances and functionality. ”1
The interest grew after the pressure felt from inside the organizations, pressures which enforced a
better knowledge and an amplification of the organization’s and its components competitiveness in order to
be able to survive and to develop in the new environment.
Today many specialists consider that, the organizational culture is one of the most influential factors
over the organization’s performances. Often the organization’s performances are associated with the
manager’s capacities, the manager’s force to create, to apply and to develop a “strong organizational culture,
in order to revitalize its components to fulfill the targeted objectives.”2
The specialists state that the influence of the organization’s culture over the organization’s
performance could be explained in many ways, therefore:
 “ensures the efforts focus toward an objective or a set of stated objectives;
 develops a strong motivation for the employees in obtaining the requested results;

1
2

Năstase, M., Cultura organizaţională şi managerială, Ed. Academică, Bucureşti, 2001;
Idem;
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supplies a structure and a system of mechanisms which coordinates the employees efforts without
needing a set of procedures or formal systems.” 1
The performance managers focus on creating the competitively environment, inspiring for the
organization, defining what means anticipated performance, evaluation standards of the individual’s
performances and correlate the motivation of achieving these performances.
The practice proved that the performance it is obtained, especially, in the organizations, where the
managers have as well leader’s qualities. The managers/ leaders’ are facing during this period, as we have
mentioned, major challenges, like creating, applying and developing a managerial culture in accordance
with the organization’s objectives and as well as with its environment. The achieving organizations
experiences confirm the fact that a managerial culture and a positive and strong organizational culture do not
guarantee the organization’s success, only in the limit of the promoted strategies are compatible with the
values and the accepted principles and adapted with the organization’s exogenous environment.
Are frequently different situations where the managerial culture do not react to the environment
changes in which the organization develop its activity, do not take into consideration for acting accordingly,
in this case it is only one result, the organization’s decreasing performance.
This unadjusted managerial cultures, cultures focused on the organization’s endogenous
environment, are considered to be bureaucratic, characterized by arrogance and the communication inside the
organization is lacking, the managers are not creative, innovative, avoiding risk taking and the personnel it is
not motivated. It is very clear that this kind of management culture can not generate performance at the
organization’s level.
The organizations with low results have in general cultures which focus on internal politics in stead
of getting focused on the client, and on figures in stead of people. The management culture’s role it is the
one of focusing the organization on the market and of getting into the central point of attention the human
resources.
The different cultures of management which lack of force get to disorients the staff; people will look
for support in different directions and they fail in trying to make the right decisions at their work place.
In contrast with this not adapted types of cultures we have adapted cultures – characterised thru the
orientation toward the external environment of the organization, by cultivating relationships full of trust and
collaboration between the members of the organization. There is a openness toward innovation and change
which it is considered to favour the individual and group initiative.
In the organizations characterised by adapted cultures the management initiate essential changes in
the strategy and the organization’s politics, changes of which objectives (purpose) is to satisfy the
stakeholders interest.

Basic
values

Custom
behaviour

Table 1.1. The differences between the adaptive cultures and the un-adapted cultures
Adapted cultures
Un-adapted cultures
Usually the managers are preoccupied
The managers are preoccupied only by
by clients, stock holders, employees
themselves, by a small group from which
and other stakeholders. They
they take part, or by a certain product
appreciate both the people and the
(technology) associated with their group
processes which can make the
work. They appreciate the situations with no
necessary changes in the organization
risk against the employees initiatives.
The managers take into account the
Managers have an almost isolated behaviour
stakeholders, especially the clients and
and bureaucratic. As a result they do not
initiate changes when they have to
change their strategy very fast in order to
fight for their interests, even if this
adapt or to gain something out of the
implies some risks.
business environment changes.

A strong management culture do not allow conflicts, it is capable to establish very clearly and
explicit the objectives which come from the organization’s strategy, to make its staff more responsible in
fulfilling the objectives giving each one of them the autonomy of coming to a decision and acting.
Between the two types of cultures are few differences, synthesized differences by Schneider B. in his
work “Organizational Climate and Culture” and presented in the table 1.1.1

1

Nicolescu, O., Verboncu, I., Fundamentele Managementului Organizaţiei, Ed. Tribuna Economică, Bucureşti, 2001, p.
290;
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We consider that deserves a special attention the essential differences between the fundamental
values characteristic for both types of culture, differences which we have mentioned in this paper.
The personal values of the top managers influence the decisions, the behavior and the attitude have a
majors effect over the organization’s activity. The hierarchic position determine the level of influence of the
personal values of the managers; this is in direct relation with the held position and how close is of the top of
the pyramid.
The same author approaches the way in which the top manager of an organization influence the
maintaining and the development of a management and organizational culture pattern presented in the figure
1.1.
This pattern of managerial culture it is the characteristic of many organizations from our country and
it is a good environment for stimulating and managers development and for recognizing the performances.
In the circumstances of an stimulating environment managers will be forced to get involved in the
organization’s life, to be innovative, enterprising, and to take risks, all of this reflecting in the organization’s
environment.
Creating a positive and competitive managerial culture, it is an essential problem of leadership. The
culture is a strong force and the managers/leaders have comprehended this fact. The managerial culture it is
very important when it reflects the behavior, the values and the attitude of the managers. The managerial
culture and the organizational culture act as a paradigm, as intellectual and emotional patterns.
The first managers, leaders, create and develop a vision and strategy which it is
well adapted to the business environment

The organization is
successful

The organization’s leaders emphasise the
importance of the stakeholders and of the
leadership in getting successful

There is a managerial culture which emphasises the importance of
the stakeholders and the importance of leadership

The higher level management, acts for keeping this culture’s essence. It shows a high
implication and adhesion to the organization’s principles, more than for a certain strategy
or organizational policy
Fig. 1.1. How are maintained and developed the adapted cultures
Source Schneider, B., Organizational Climate and Culture, San Francisco, Jossey- Bass, 1999 cited in Nastase, M.,
Cultura organizationala si manageriala, Ed. Academica, Bucuresti, 2001

One of the challenges of this period is to create and maintain in the organizations a creative
environment, an environment which can offer to the personnel adequate conditions of express itself and can
put forward the personal development.
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Abstract: Tourism businesses operate globally and many have opted for a competitive advantage of
internationalization. Technology, information and reduction of boundaries have created new forms of service
companies, not only the large multinational corporations, but also small niche specialists. The growing importance of
strategic alliances in creating networks of business relationships has become a trend also in tourism. Tourist
destinations must establish identities that differentiate them from other destinations. Globalization is primarily about
negative effects on the environment, culture, social values, with the imitation of the western culture in the first place,
and standardization, which leads to a uniform product in tourism and disappearance of local standards. Globalization
has increased the interdependence between countries, economies and people. It does not involve only giant
corporations, but also small and medium sized businesses together with family-run firms. This process has led to the
creation and operation of global tourism market where destinations, which are expected to compete on equal basis
regardless of the country of origin, function interactively. Globalization has opened a whole new world of development
opportunities.
Keywords: Globalization, travel industry, strategic alliances, tourism policy.
JEL classification: M16

Introduction
The globalization refer to a variety of phenomena: politics, technology, consumer behaviour, firm
strategy, markets, trade flows and capital flows. This paper intends to look into the phenomenon of
globalization in tourism and determine its pros and cons. Internationalization is the process by which firms
become involved in serving markets outside their home country.
Globalization can be defined as the highest development level of internationalization. Its two
principal instruments are international trade and media communication, which makes information a trade
good. The most exposed agents of globalization are mega corporations, multinationals as a rule, and
however, consumers themselves. In a purely economic sense, the term “globalization” stands for the
increasing interdependence of markets and production in different countries through trade in goods and
services, cross-border flows of capital, international strategic alliances, cooperation, mergers and exchanges
of technology. Globalization also means an increase in the international division of labour, achieved through
the international fragmentation of production, as well as the political trend towards a more liberal economic
order.
Many companies have also found that their domestic markets are now saturated and that the only
way to maintain sales growth is to seek out new selling opportunities in international markets. Furthermore,
many managers are turning to outsourcing - the practice of acquiring raw materials, products and services
from other companies - as a way to lower their companies' costs. They have found that their companies can
gain competitive advantage by focusing on marketing and distributing while turning to foreign producers for
the manufacture of their products. In Romania, globalization of tourism is just in the beginning.
International Tourism and Globalization
The benefits of international expansion are known and include additional growth and expansion; the
opportunity to increase revenues, profits and return on investment. Global companies have special
requirements that are significant organizational challenges. The structures that the managers of global
companies adopt must assist them in their efforts to exploit opportunities to achieve economies of scale by
centralizing their marketing and production activities whenever possible. At the same time, the structures of
international companies must also accommodate differences in national cultures and variations in business
practices. And, as in any organization, the structures of international companies must serve to coordinate
business activities and to move information quickly and accurately across borders and around the world.
Developments introduced by foreign firms can seriously affect local communities and local businesses.
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The international arena entails some significant challenges and risks. Language, cultural and
business practices, and political and legal environments can differ greatly across national borders. Practices
that are perfectly acceptable in one country can be taboo in another country. McDonald's decision to enter
India, for example, or other Asian countries meant that its menu had to change drastically in order to
accommodate the culture of a country in which cattle are revered cite several challenges, such as
communication difficulties, little control over regulatory, legal and political decisions, political instabilities,
different labour patterns, costs, product supplies, religions, customs, work ethics, languages, lack of codes
and standards.
Globalization is primarily about negative effects on the environment, culture, social values, with the
imitation of the western culture in the first place, and standardization, which leads to a uniform product in
tourism and disappearance of local standards
Globalization has increased the interdependence between countries, economies and people. It does
not involve only giant corporations, but also small and medium sized businesses together with family-run
firms. This process has led to the creation and operation of global tourism market where destinations, which
are expected to compete on equal basis regardless of the country of origin, function interactively.
Globalization has opened a whole new world of development opportunities. More than 800 million people
travelled abroad in the year 2006, by the year 2020 this number is expected to increase to 1.6 billion. The
tourism turnover is 3000 billion euro and accounts for 10% of global trade. Tourism has become an
important business and is run by great trusts.
Creation of a global society means that tourism businesses have the ability to operate globally and
many have opted for a competitive strategy of internationalization. Global enterprises view the world as their
operating environment and establish both global strategies and global market presence (Knowles et al.,
2001). In tourism, globalization affects the supply and demand side in many ways. The important supply
factors are: worldwide acting suppliers, as well as the impact of computerized information and reservation
systems; decreasing costs of air travel and the possibilities of having access to destination with relatively low
price and income levels, as well as relatively low social standards; emerging new destinations. Important
demand factors for globalization are: increasing income and wealth; tourists are more experienced and
knowledgeable (Smeral, 2002). The characteristics of globalization in tourism are:
 Economy
• Horizontal and vertical integration strategies of tourism enterprises
• Foreign investment in hotels and tourist attractions ("global tourism markets")
• Global players and strategic alliances (air companies, hotels, tour operators)
• Global tourism management
• Global competition of holiday resorts
 Technology
• Global booking systems
• Standardized technologies in transport systems
 Culture
• Global tourist: uniform traveller behaviour
• Creation of "global tourist village"
 Ecology
• Tourism as "global syndrome of ecology problem"
• Climate changes and their effects on destinations
 Politics
• Increasing importance of international tourism organizations
• Necessity for global coordination and regulation of passenger circulation
• Sustainable development as quality and dominant idea
Destinations in the Global Market
Destinations compete with other destinations in the global market for international tourists. The
international marketing of destinations occurs on several levels. The public sector in usually involved at
national level, but also at regional and local level. The public sector is poorly equipped to take leadership in
this field. The private sector has its own interests to put forward, but as 90% of tourism firms are small and
medium-size enterprises (SMEs) with limited resources, they benefit from and often rely on education,
training and marketing efforts coordinated and directed by the public sector. Successful destination policy
rests on strong partnership between the different stakeholders and on a coherent, consistent and collaborative
marketing approach to create identities that are unique. Destinations must find identities that differentiate
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them from other destinations in the global marketplace. Therefore all public sector and private sector
organizations must work in partnership to pursue differentiation strategies (Knowles et al., 2001).
Large tour operators have a strong influence on the way hotels operate in the destinations they
feature and the prices that they charge, particularly in mass market beach resorts and in ski resorts. Tour
operators may also impose conditions on local suppliers. For example, Explore Worldwide, the adventure
tour operator from the UK has a strong commitment to protecting the environment of the destinations it
features. Part of that commitment includes ensuring that their suppliers comply with their norms vis-à-vis
protecting the environment and use environment-friendly equipment, products and materials (Knowles et al.,
2001). The adaptation of the service management system in internationalization is problematic due to unique
local conditions and cultural values, the simultaneous need for critical mass in the network for purposes of
scale economies, and differentiated learning (Go, Pine, 1995). Much of the writing on globalization is
focused not on services, but on manufacturing, and the concepts are derived from traditional economic
theory. Many of the forces and consequences of globalization will benefit tourism and the service sector.
Technology, information and the reduction of boundaries have created new forms of service company, not
only the large trans-national corporations (TNC) such as the Disney Corporation, but also the small niche
specialist that can take advantage of the internet, international communications, and market positioning
(Knowles et al., 2001). Compared with the manufacturing sector where goods may be produced globally,
tourism services are consumed where they are produced, at the local level. The fragmented and
interdependent nature of the tourism product means that various agents with influence on the product offered
must co-ordinate their operations to provide the overall experience. Competitive advantage depends on
organizational competences and capabilities, and in most networks lead firms play an important role. These
are generally the larger, wealthier firms in the network and often have political influence. In a tourism resort,
the lead firm, for instance a big hotel, may support the costs of developing and running a public facility,
sponsor local events or provide marketing actions for the area.
Negative Impact of International Operations on SME
When a well-established foreign firm chooses a site or area to develop business activities, it may
influence the operation of local firms in a number of different ways. A large investor may oblige the
authorities in a potential area of the investment to comply with certain conditions or even change local law
before going ahead with the development. For instance, when Ryanair, the low cost airline, opened up the
London to Carcassone (South of France) route, it insisted that the local authorities in Carcassone improve
infrastructure at the airport, organize transit facilities and provide new services for the expected volume of
passengers it would bring (Knowles et al., 2001). Smeral (2003) warns that globalization is increasing the
pressure on SMEs. Globally acting suppliers, decreasing transportation costs and emerging new destinations
have put pressure on the European SMEs in traditional destinations. He explains that the potential of SMEs
for realizing economies of scale is very low and the use of computer reservation system (CRS) has not
spread significantly. SMEs are disadvantaged because of their high unit average costs with respect to
production. The preponderance of SMEs in the industry, European tourism is particularly vulnerable.
Support for building highly horizontally, vertically and diagonally integrated destinations with flexible
operating network alliances would be an important measure to boost SMEs' ability to compete with the
global players and restore their capabilities to deliver significant contributions for income and employment
creation.
Reasons For Alliances and Their Benefits
In the hospitality industry there appear to be several forms of concentrated growth as practised by
the major corporations. These forms are strategic alliances, franchising, management contracts, joint
ventures and acquisition. All five of these strategic forms reflect the unique nature of the hospitality
industry's almost pure competitive status (Teare, Boer, 2003). For instance, strategic alliances can be
categorized in two types.
The first type of alliance occurs at the strategic level of organizations and is exemplified by the
growth of consortia-type organisations such as Best Western. In the simplest form of this strategy, firms are
tied together by a common reservation and marketing system.
The second type of alliance takes place at an operational level, when two organizations with different
products but similar management styles or philosophies join forces under one roof with the intention of
reducing overheads and increasing profits. The strength of alliances lies in the fact that they can rapidly take
advantage of the brand recognition of several multinational firms. This is especially important in today's
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operating environment, where it is becoming increasingly difficult to harness the capital for international
expansion. Entering into an alliance requires little capital but produces substantial benefits such as:
 the spreading of marketing costs over a larger base;
 a reduction in the potential problem of acquiring labour and management expertise;
 minimization of the problems associated with any multicultural difference that might be encountered by
an organization when seeking to expand into a new region of the world.
There are many reasons for alliances, next to the core motive of concentrating on core competencies
and seeking complementary resources from others. Motives connected with a strategy of internationalization
can be: economy of scale or scope; to share or diversify risk; to prevent transportation costs; to follow
customers; to adapt a product to the local market; to circumvent entry barriers; speed of market entry;
political legitimacy; to attack competitor in his home market.
Nooteboom (1999) mentions the following motives and goals of integration processes:
 the higher ability to compete by creating good economic
 climate and an increase in the market share
 better work organization, decrease in operation costs, possibility of faster development and larger profit,
better monitoring of all operation phases
 growing reputation together with greater economic strength.
Examples of Globalization in Tourism
Hotels: in the period between 1980 and 2005 the global accommodation capacity increased from 8 to
15.4 million beds. The largest increase took place in Europe, it accounts for 38.5% and is followed by the
USA accounting for 33.5%. In the nineties most hotels, around 70.000, were opened in south Asia, a 45%
growth was achieved in East Asia and in the Pacific Ocean. In the USA and Canada real estate investment
trusts (REIT) played a key role in the development of the hotel industry. They introduced a very important
novelty, the break up of the management and ownership of the hotel, which had been traditionally joined.
This ensures much faster return of investment (ROI). The "J-REIT" law was enforced in Australia and Japan
followed suit. In Europe presently an increasing number of mutual and retirement funds invest in the hotel
industry. Global hotel industry is led by Americans. Eight out of ten largest enterprises have their
headquarters in the USA, more than half of fifty top enterprises are operating in the USA and there are only
nine countries featuring on the list. The second country is Great Britain hosting seven big hotel chains. It is
followed by Spain and Japan with four big hotel chains. Hotel cooperation and chain creation involve either
foreign ownership, which tends to be completely foreign and causes leakage of money, or joint ventures,
franchising together with brand names and standards, management contracts, where hotels are managed but
not owned by foreigners, consortia of independent hotels, including common promotion, sales and local
ownership. Hotel chain corporations compete with strategies involving selling worldwide, sourcing
equipment and human resources, especially managers, worldwide and locating in many different nations.
provides us with examples of large tourism enterprises using strategic partnership (SP) in order to enter the
market swiftly. This SP is based primarily on capital connections. For example, Marriot International
founded an SP with New World Development from Hong Kong. New World Development managed a part of
Renaissance Hotel Group (83 hotels in 38 countries). Marriot International bought 54% of Renaissance
Hotel Group shares and is presently managing more than 1300 hotels of different brands worldwide,
including Romania. SP more than doubled the presence of Marriot internationally and provided it with
access to 40 new markets including Russia, China, Japan, India, Italy and Turkey. Six Continents Hotels is a
leading global corporation making a strong strategic effort in forming partnerships in different businesses in
one hundred countries worldwide. Apart from the fact that it is the first hotel enterprise offering on-line
booking in real time, it also builds constantly and manages partnerships with popular travel web sites such as
priceline.com, travelocity.com and lastminute.com, and also with new media, sales promotion companies and
air carriers. Six Continents Hotels has established strategic partnerships with 47 global air carriers. Radisson
Hotels, which are part of Carlson Group travel companies, expanded with the help of international strategy
based on SP with local hotels worldwide, such as Edwardian Hotels in Great Britain and Movenpick in
Switzerland. An example of SP in tour operation business is the British tour operator Airours, which entered
into an important SP with Carnival Cruises, the biggest cruising enterprise which in 1996 bought 29,5% of
Airtours shares. Knowles (2001) mentions Four Seasons Hotels, which used the SP with Regent
International Hotels Ltd. (the group of most important luxury hotels in Asia) to take over the management of
hotels in Bangkok, Hong Kong, Kuala Lumpur, Melbourne and Sydney. In this way they obtained the results
which would have taken them far more time without the partners.
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Tour operators: global distribution network (GDN) of tour operators and travel agencies is one of
the most consolidated businesses. The German TUI, former Preussag, features on the list of the largest
corporations. Preussag entered the European travel market only in 1997 when it purchased TUI, the biggest
German tour operator. One year later it bought Thomas Cook and Carlson UK and in May 2000 the major
British tour operator Thomson. Due to anti-monopoly regulations Preussag was forced to sell Thomas Cook.
C&N Touristik was founded in 1998 when the German company Karlstadt Quelle decided to start
cooperation between its TO NUR Touristic Gmbh and Lufthansa's charter air company Condor Flugdienst
Gmbh. They purchased Thomas Cook, whom they were forced to sell, if it wanted to overtake Thomson.
They decided to stop using the name C&N since Thomas Cook sounds better. In addition, in the year 2000
TUI formed a strategic partnership with the French tour operator Nouvelles Frontierres by purchasing 13
percent of its shares. It also entered into a SP with the leading Italian tour operator Alpitour by buying 10
percent of its shares . An example of a diagonal cooperation is the partnership between TUI and telecom
company KPN. The partnership was formed with an intention of starting an on-line travel agency. Great
business enterprises, such as American Express, are following the globalization strategy. American Express
lays emphasis on diagonal integration and develops a range of products in connected sectors. It is present in
130 countries. Its strategy focuses on two main activities: the network of 3,200 travel agencies and finance,
mainly travellers cheques and credit cards. It has become the largest tour operator in the USA, Australia,
Canada, Mexico and France (Knowles et al 2001). The air travel industry: air companies are merging
worldwide. The five major alliances are: Star Alliance, Oneworld, Wings, Qualifier and Global Sky Team.
Everything started with the appearance of hubs offering services to millions of passengers from smaller
emissive markets, such as Frankfurt and Vienna. Deregulation, the measure allowing flights out of the
domestic country, made it possible for air companies to fly from everywhere and in all directions which is
the most evident proof of globalization. In air travel there are two kinds of alliances: equal and
unproportional. With the latter there is less cooperation between air companies in terms of marketing and
promotion contracts and shares in frequent flyer programmes. Equal alliances are strategic and presuppose a
stronger impact on operation, partners monitor each other. Cooperation includes pricing, standardization of
equipment, services and supplies, development of common brand and such. The most popular alliance is
"code sharing" and it represents 70% of cooperation between air companies. It guarantees total independence
of each air company. It means that an air company, for example Adria, leases a number of seats on a flight of
another company, for instance Lufthansa, and sells them as their own. Annual report on SP in Airline
Business states that in 1999 there were 513 international SPs in air transport (Evans, 2001). The crisis of the
industry is deepened by low budget air carriers with rapid growth.
Globalization of tourism has not started in Romania yet, at least there is not much evidence of
globalization. In Romania there has few foreign investment of big hotel enterprises. Apart from the
unsuccessful franchising of the hotel Intercontinental there are three more examples, Best Western, Accor,
Marriott, Hilton, Ramada, Howard Johnson, Golden Tulipe a. al. This type of franchising involves booking
possibilities. However, the risk of investment is taken by local bidder.
Romanian tourism is relatively independent of the globalization process mainly due to fairly strong
protectionist politics which stems from a legitimate presumption that we have to protect small Romanian
economy from being sold. The beneficial consequence of this is that Romanian tourism has so far not been
damaged by the air business and Asian and American crises at the end of nineties. However, there is also a
bad consequence of this. The development of Romanian tourism has been very slow and hindered by the fact
that foreign capital is not well accepted. Romanian tourism is very unlikely to play a significant role in
international market unless we invest heavily in tourism infrastructure.
Conclusion
Rapid growth of tourism poses a threat to the environment, social and international relations.
Nevertheless, we have to benefit from globalization in the following ways:
- WTO (World Tourism Organization) should be made to accept the principles of economic, ecological and
social sustainable development and in this way contribute to the world becoming a better and more pleasant
environment;
- the government should boost the development and progress of Romanian tourism industry by investing in
new tourism infrastructure, particularly in underdeveloped regions and in this way help improve the
positioning in the international market state that the concept of massive and standardized tourism and also its
offer started in Europe.
Trans-national companies interfered in the course of the development from a very simple offer to a
serial, impersonal, offer and later to a totally professional offer that tries to improve a standardized offer by
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adding human touch, genuine communication or rich content. However, standardization means the loss of
national, regional and local character. Technical standards have to be supplemented by elements of
autochthon character. Since globalization has helped to create homogeneous tourist resorts and erase local
standards, tourism offer has to clearly differentiate from others and aim to be based on brands. Otherwise
tourism may be too unrecognizable.
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1. Business related corruption and its forms – impact and consequences on firm management
The term corruption has a variety of approaches, depending on the field of activity and/or interest of
those who bring it into discussion and/or public debate – researchers, business practitioners, citizens,
politicians, journalists, etc. On the other hand, they talk about corruption at many different levels – from
public servants and public institutions until the highest (national and international) levels, employees and
managers from the smaller family firm to the biggest multinational company, etc. The general idea about
corruption and its consequences is that it “can occur in both the public and private domains and often in
collusion with individuals from both sectors” (http://www.wordinfo.info). So, corruption is many different
things to many different people, yet it is not easy to define, because “you may know it when you see it, but it
is hard to spell out” (Lewis, F., 1996).
One of the most complete and comprehensive definition of corruption we found to the one offered
by Antonio Argandona, who defines corruption as „the act or effect of giving or receiving a thing of value, in
order that a person do or omit to do something, in violation of a formal or implicit rule about what that
person ought to do or omit to do, to the benefit of the person who gives the thing of value or a third party”.
This general definition can be applied to any kind of corruption, it probably covers (most of the) the actions
and behaviors that can be qualified as corruption and it captures the following features of corruption (see
Argandona, A., 2005):
 It is an action, which may also be an omission (for example, not reporting an infringement or not
imposing a fine), and the definition includes even an attempt to perform such an action, and the effect of
that action (the payment) and also the habit of acting corruptly, that...
 consists of giving or receiving: corruption encompasses both sides of the transaction (supply and
demand)...
 a thing of value: money, goods, services, a job, a favor, or simply the promise or hope of obtaining them
in the future, however ill-specified...
 in order that a person, who may hold a position in the public sector (a politician, government official,
judge, police officer etc.) or in the private sector (a manager or employee of a company or
organization)...
 does or omits to do something (corruption may occur by action or by omission – and this also includes
inducing or directing a third party to do or omit to do something: as, for example, in the case of a
superior who orders or induces a subordinate to do something, or the leader of a political party who
invites a politician or public official to do something)...
 in violation of a formal or implicit rule: the action or omission may go against the law or some other
formal regulation, or simply against a brief, custom, moral standard or implied agreement.
 The rule or agreement requires that the person who does or omits to do should always act in accordance
with certain interests inherent in her post or position. This rule may be stated in a contract (for example,
the employment contract of a public official, manager or employee), in a law or regulation, or in a
professional code of conduct etc., and it may be explicit or implicit...
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 to the benefit of the person who pays or a third party (for example, a relative, friend, acquaintance,
member of the same tribe or ethnic group etc., or a political party, group, company, non-governmental
organization etc.).
 And it tends to be done in secret.
As Neelankavil J. puts it, „traditionally, corruption has been accepted as no more than a cost of
doing business in many countries. Corruption takes place in industrialized countries, developing countries
and less developed countries. The degree of corruption may vary from one group to another”. Whatever the
definition and form, corruption was identified by the World Bank “as among the greatest obstacles to
economic and social development. It undermines development by distorting the rule of law and weakening
the institutional foundations on which economic growth depends” (http://web.worldbank.org). Considering
its spread and implications at individual, national and global level, we have to argue that corruption is a
widely present syndrome and cost in everybody’s life. Under these circumstances, “close attention and
steadfast commitment to fighting corruption must come from the range of stakeholders in order to address its
root causes, as well as its symptoms” (El-Sharkawy, A., Jarvis, M., Petkoski, D., 2006).
The relationship between corruption and business seems to be a relative strongly one because can it
be seen as a two-way-street – each part helps and supports the other; additionally, it has been developed at
two different levels: private-to-private (internal, exclusively business level, inside and outside the firm) and
private-to-public (exclusively external, implying at least a representative from the firm and someone from an
authority). During the last few decades, most of the attention was given (by researchers, NGOs, governments
and international institutions as well) to private-to-public corruption – due to the amplitude of the
phenomena and its consequences at global scale, in the context of economic globalization.
For illustrating the meaning of the private-to-public corruption concept we will mainly refer here
to the article of James Neelankavil named International Business Corruption: A Framework of Causes,
Effects, and Prescriptions. The equation of private-to-public corruption – which usually starts with the
premise of „abuse of power” – involves three actors (see Klitgaard, R., Controlling Corruption, Bekley,
C.A. University of California Press, 1991, according to Neelankavil, J.): the principal – which is the entity
that has the authority to grant and approve projects (a government agency such as the ministry of industry);
the agent – which is the intermediary who represents the principal and is actually responsible for granting the
permission on behalf of the principal (a civil servant); the client – which is a company or an individual who
seeks a grant or permit for projects or investments (a business entity).
In order to identify and analyze the situations that generate the private-to-public corruption Klitgaard
discovered and proposed his well known formula which explains the circumstances and the way corrupt
practices occur:
Corruption = monopoly + discretion – accountability.
The corruption mechanism will be the following: government officials can (ab)use the perspective
of some future profitable contracts in order to obtain illicit pay offs – under the circumstances of exploiting a
monopoly, for instance, the power to give contracts which are not available another place and the freedom to
decide on this – the possibility to choose between different offers. The lack of responsibility means that it
exists just a few ways to stop the exploitation and there is no possibility of arguing in justice for those who
loose. More than that, the bribery suppliers given short circuit the competition based supply, reward the
corrupt use of decisional freedom and undermine the transparent and responsible procedures (see Johnston,
M., 2005).
Research has shown that the extent to which people abuse their position for personal gain is
limitless; so, there are different types of corruption (see Elliot, K., Corruption as an International Policy
Problem: Overview and Recommendations, in Elliot, K. (ed.), Corruption and the Global Economy, Institute
for international Economics, 1997, according to Neelankavil, J., International Business Corruption: A
Framework of Causes, Effects, and perceptions): business related (bribing officials, accounting
irregularities, tax evasion, insider trading, money laundering, embezzlement, falsifying documents); political
related (voting irregularities, holding on to power against the will of the people, nepotism and cronyism, rule
of the few); petty corruption (made by the local low-level official taking small sums of money to expedite
routine approvals or transactions); grand corruption (made by defense contractors paying billions of dollars
to lawmakers for awarding major defense or transportation projects); influence peddling (taking the form of
the huge campaign contributions to politicians or that of the contributions to government leaders).
Under these circumstances, as Klitkaard putted it, „corruption is normal, which does not mean that
it is good. People take advantage of government to qualify when they shouldn’t, collude to create higher
prices, evade requirements and taxes and laws, and pay for the services they shouldn’t receive. Government
officials may take advantages of monopoly plus discretion minus accountability to steal or to extort. In
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response, governments around the world have created an anti-corruption apparatus of public management,
including the legal system, accounting and auditing, budgets, competitive procurement, and citizen oversight.
Governments ought to invest in this apparatus up to the point where the social benefits of reduced corruption
are equal to the social costs of the apparatus itself. This calculation will depend on the quality of the
apparatus and on various aspects of the society itself” (Klitgaard, R., 2004).
Even if private-to-public corruption gained a lot of attention during the past few decades, we can not
ignore the dimension of private-to-private corruption, because, as Antonio Argandona argued a few years
ago, ”there is good reason to suspect that private-to-private corruption is no less important, no less
widespread, no less harmful and no less worth combating than private-to-public corruption” because „the
subject has become increasingly important in recent years for a variety of reasons” (Argandona, A., 2003).
But, what is private-to-private corruption and which are its specific forms according to the above mentioned
researcher?
 Private-to-private corruption is the type of corruption that occurs when a manager or employee
exercises a certain power or influence over the performance of a function, task or responsibility within a
private organization or corporation. Because he has a margin of discretion, he can choose to act contrary
to the duties and responsibilities of his post or job, and thus in a way that directly or indirectly harms the
company or organization, for his own benefit or for that of another person, company or organization.
 Private-to-private corruption may take a variety of specific forms: bribery (when it is the person who
pays who takes the initiative); extortion or solicitation (when it is the person who receives the payment
who takes the initiative, whether explicitly or otherwise); dubious commissions, gifts and favors;
facilitation payments (to speed up completion of an order, delivery of goods or payment of an invoice,
for example); nepotism and favoritism (in the hiring and promotion of personnel, for example);
illegitimate use or trading of information (trade or industrial secrets, for example); use of undue
influence to change a valuation or recommendation (as in the case described above); and an endless
array of other possibilities born of human ingenuity over the centuries.
In order to have a clear image about the most frequent forms that private-to-private-corruption takes
we will stop at the specific examples of corrupted behavior offered by Antonio Argandona through one of his
articles. We must note in this context that the paper we are referring to is one of the few available works on
this subject (see Argandona, A., 2003). As Argandona said, a typical example of this type of behavior is that
of a company manager or sales representative who gives, or promises to give, money, presents or other
rewards or advantages to the purchasing manager or buyer of a client company in order to win an order. And
the rest are „just details”:
 It may be the payer who makes the first move (bribery), or it may be the payee (extortion or solicitation).
The distinction is not always clear, however, as what at first sight appears to be bribery may conceal an
act of extortion (or vice-versa).
 The payment may be made (allegedly) to benefit the company that secures the order; to benefit the
manager or employee who pays (by helping her to meet her sales targets and so avoid a penalty or earn a
bonus, for example); or to benefit both sides.
 The payment may be made in various forms: in cash or in kind, such as a favor or service, or a promise
to exert influence on another person so that this other person will do a favor to the interested party or to a
third party, etc. In some cases an agent, broker or intermediary may be used to facilitate the transaction.
 The thing that the payment is supposed to obtain for the payer (an order, for example) may be something
to which the payer is entitled, at least in terms of objective justice (e.g., because the terms offered are at
least as good or better than those offered by other competitors); or it may be something blatantly unfair
(e.g., when the aim is to persuade the payee to accept terms that are worse than those offered by other
competitors in price, quality, service, etc.); or the payment may even be a means of self-defense against
unfair treatment by the payee (e.g., because the payee threatens not to place any orders unless she is paid
a certain amount of money, or threatens to remove the paying company from the list of potential
suppliers, etc.).
In conclusion, private-to-private corruption deserves to be taken seriously by companies because it
has a high cost – not only financial (economic costs, inefficiency, fines, etc.), but also legal (accusations,
suits and penalties), social (loss of reputation, creation of an atmosphere favoring corruption, etc.), and
ethical (deterioration of the quality of the organization’s people and of its rules and culture).
2. Managing the challenge of business ethics at firm’s level
A general definition of the term business ethics is implied in the description of corruption as a
„form of unethical behavior or wrongdoing” (Eiras, A.L., according to Nwabuzor, A., 2005). That is right,
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because if we look at different forms of business corruption as we named them before, we will see that a
common feature of each is the unethical behavior. Augustine Nwabuzor argues that if the dictionary gives
the meaning of ethics as ”the discipline dealing with what is good or bad” and, in general, we call unethical
”those actions for which there is social consensus that they are a bad thing”, business ethics can be
specifically defined as ”a conversation about right and wrong conduct in the business world”; in this context,
corruption may be seen as a form of anti-social behavior, which confers improper benefits to people in
authority through a perversion of societal norms and morals” (Banfield, E., The moral basis of a Backward
society, Chicago, Illinois, The Free Press, 1998, according to Nwabuzor, A., 2005).
Formally stated, business ethics comprise principles and standards that guide behavior in the
business world (http://businessreality.org). The three domains that business people need to remember –
because they help to define what is right or wrong within business are:
 individual – it relates to the general ethics definition and moral values and rules of conduct (the term
ethics has been defined as an "inquiry into the nature and grounds of morality where the term morality is
taken to mean moral judgments, standards and rules of conduct”. Moral judgments relate to ”what is
right and wrong and has been instilled into us by parents, church or synagogue leaders, relatives, and
teachers”);
 company / corporate / firm – the rules and standards that a firm has implicitly and explicitly taught their
employees;
 societal – the rules and laws that have been enacted by governments as it relates to individual and
corporate codes of behavior. These three domains interact with one another in a dynamic way: always
moving and changing (for example, what once was legal today could be illegal tomorrow and vice
versa).
Business life is confronted with an enormous range and complexity of ethical problems. Unethical
practices appear in many forms – besides outright fraud one finds unfair competition, unfair communication,
non-respect of agreements and unfair attitudes towards / and treatment of / stakeholders through the abuse of
power or due to conflicts of interest. As Yves Fassin says, it is important to try to understand the reasons
that can lead managers and entrepreneurs towards unethical behavior because „there are different sets of
reasons for the rise of the unethical behavior in business: some are the consequence of the general evolution
of society, others are basically due to the evolution of the business environment and to its internal
organization” (Fassin, Y., 2005):
 the evolution of society in recent decades has been characterized by the increasing individualism of
people and a result has increased the importance of money in society and the glorification of material
consumption;
 the media have acquired a great importance, and the models offered by television have not always
represented good examples;
 the globalization of the economy has had harmful side effects; it has lead to larger structures, with more
centralization, and a greater concentration of power:
 the race to increase productivity leads to depersonalization as the distance between head office and the
anonymous workers increases;
 the economic system is now focused on the short-terminism of the stock market, and business leaders
have learnt to use the system;
 every important deal is signed and laid down in a contract, but a perfidious side effect is that many
business people use the letter of the contract rather than the spirit of it;
 the inefficiency of the law and the slow pace of justice make it very difficult, costly and time-consuming
to win a court case and even then, it will not restore the harm done to the company;
 some entrepreneurs deliberately abuse the imperfections of the juridical system to perpetrate unethical
actions, because they know that the cost of a lawsuit is disproportionate to the loss of a deal;
 the rewards and evaluation systems of business and of managers are not always in line with the longterm vision;
 modern business is subject to pressures from all stakeholders on top of time pressure, scarce resources,
social and financial pressure, and stiff competition;
 greed and the pursuit of profit; the nature of competition and the desire to beat the other party in a
competitive environment; the need to insure or restore some standard of justice that may have been
violated – at individual level.
When analyzing the ethical implications of a situation of corruption, the rules normally applied are
as follows (Argandona, A., 2003):
 a manager or employee may not solicit or demand an extortion, because it would commit her to carry out
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an immoral act – besides forcing the other party likewise to behave unethically, as her accomplice;
a manager or employee may not accept bribes, for the same reason;
nobody may offer bribes, as to do so is equivalent to instigating the other party to commit an unethical
(and illegal) act;
 a person may not give in to extortion to obtain something to which she is not entitled;
 in certain circumstances, a person may give in to extortion (tolerate an injustice, but not cause one) in
order to obtain something to which she is entitled. In such cases, the rules to be followed are: carefully
weigh up all the available options to see if the problem can be solved without resorting to corruption (or
causing any more serious problem); the extortion must be explicit or at least sufficiently obvious – in
other words, an attempt at bribery should not be covered up as if it were a response to extortion or
solicitation; the person must act with the intention of exercising a right; the person must do all he can to
avoid causing unjust harm to others; there must be objective reasons of sufficient weight, in proportion
to the harm caused; every effort must be made to avoid scandal and the bad example that the action may
give rise to; steps must be taken to see to it that similar situations of collaboration with corruption are not
repeated in the future.
In practice, each case need to be considered individually in all its circumstances and detail in order to
fully assess the moral problem and propose solutions.
Organizational efforts in regard to ethics affect various stakeholders: customers, employees,
suppliers, and investors: many stockholders want to invest in companies that have strong ethics programs,
employees like working for a company they can trust, and consumers value integrity in business
relationships. Stronger organizational ethical climate result in consumer and employee trust, employee
commitment, and consumer satisfaction, which in turn leads to profitability (see http://businessreality.org).
The on-line Business Ethics Library argues that the first step in understanding and making better, a
more informed, ethical decision is to understand when an ethical issue – a problem, situation, or opportunity
requiring an individual or organization to choose among many alternatives that are judged ethically different
– occurs. Given the four functional areas within business – management, marketing, accounting, and
finance, associated with each one are their participants: owners, employees, and customers:
 within management some of the major ethical issues relate to the manager’s obligation to owners,
especially in the area of corporate takeovers, mergers, and leveraged buyouts. The greatest concern is
when managers release confidential information to interested parties which causes unfair advantages.
Managers also need to be concerned with ethical issues related to employee benefits, drug and alcohol
abuse, dismissal, discrimination, health, safety, and privacy;
 marketing and customers’ ethical issues revolve around the product, its price, how it is distributed, and
its promotion. Ethical issues such as using inferior materials in production to pollution can be classified
as marketing related ethical issues. Pricing ethical issues such as dumping which is selling products at
below cost to increase market share is a problem internationally because governments subsidize
companies such that it becomes profitable in the long run to do such tactics. Also, pricing need goods
extremely high is also an ethical problem for marketers. Distribution issues such as relationship
marketing can also cause ethical conflict. For example, with the advent of more vertical marketing
channels and the push to develop stronger relationships between channel members’ competition can
become reduced thus increasing the monopoly and pricing discrimination opportunities;
 the field of accounting has changed dramatically over the last decade. Because of increased competition,
the large accounting firms within the U.S. have merged into even larger firms. The "club" mentality that
pervaded the discipline has been changed by clients expecting reduced client fees, increased accountant
advertising, and client requests for altered opinions. The spat of companies altering financial reports has
also caused an increased number of lawsuits as well as a reduced perception of the credibility of the
accounting profession. Other issues such as an increased complexity of tax codes, data overload,
contingent fees, and commissions are the main ethics issues in accounting;
 with the increased amount of attention on stock markets, mergers and acquisitions more ethical issues
have begun to appear. For example, pricing as it relates to financial managers has become a key issue in
the form of antitrust activities. Other financial issues relate to how companies’ financial positions are
reported to current and potential investors, government agencies, and other interested parties. Inaccurate
financial documents, whether intentional or not, usually result in lawsuits and criminal penalties. Finally,
the financial community is being held more responsible for knowing whether large cash deposits are
being "laundered" to hide a depositor’s involvement in illegal activities.
Under these circumstances, A. Argandona emphasizes some suggestions for the companies that wish
to protect themselves against corruption as lack of ethics, distinguishing between prophylactic or preventive
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measures and curative or corrective measures (see Argandona, A., 2003); by this way, he develops a
conceptual as well as practical framework in order to deal with the private-to-private corruption issue:
A. prophylactic or preventive measures
o declaration of intent – the company’s top management must state very clearly its determination to fully
comply with all legislation, strictly prohibiting all forms of corruption, active or passive, in the company,
regardless of who pays, who gets paid, how much, etc. This statement may be published in a code of
conduct, a company credo, or in open letters to employees, public speeches, company newsletters, etc.
o clearly defined responsibilities – it should be very clear at all times who is in control and who bears
responsibility in areas of activity where there is any possibility of corruption: contracts, authorizations,
etc.
o provision of general decision-making criteria – top management must be in a position to provide
technical, economic, legal and ethical criteria for dealing with any problems that may arise in relation to
corruption.
o consideration of specific situations, such as: donations to charitable or cultural institutions should always
be an expression of civic duty and should never be made in the hope of receiving favors in return; the
company should explicitly prohibit the offering of gifts, payments, tips, services, commissions, etc.
beyond a certain amount; if company personnel must accept such gifts, a procedure for what to do with
them should be established; it is acceptable for managers or employees to pay or receive such
commissions as are legal and customary for their services as intermediaries, provided that the company
has authorized the commissions and they cannot harm the company; if necessary, small gifts may be
accepted, out of courtesy and to facilitate the normal conduct of business relations; facilitating payments
(such as tips to speed up an order or payment) should be prohibited; limits should be set to managers’
and employees’ freedom to carry on a business outside the company that may come into competition
with the company; anonymity should be restricted; strict criteria should be established for the approval
of expense claims of all kinds; the contracts the company signs with managers and employees who have
access to privileged information should include clauses to prevent the use of this information for the
benefit of competitors for a prudent period of time after the employee has left the company.
o reporting mechanisms – the company personnel must always know who they can turn to report corrupt
behavior within the company, or attempts at corruption by people outside the company, or to obtain
advice on specific conduct.
o transparency – all of the company’s transactions that involve receipts or payments of money must be
faithfully, accurately and promptly recorded in the company’s accounts or in the appropriate books.
o restitution – it should be clearly established that the company will always return illicit payments and
compensate those who have suffered as a consequence of corrupt behavior by its managers or
employees.
o supervision and control – the company must allocate sufficient resources to monitoring the company’s
activities for evidence of corruption.
o training – because although company personnel are quite likely to have already a sound ethical training,
this cannot be taken for granted.
o in search of excellence – the company must adopt an attitude of permanent rejection of corruption,
wherever it comes from and whatever its causes and effects, even if it appears to benefit the company.
B. corrective measures – the company must make it an opportunity to take its commitment to the fight
against corruption one step further:
o by formulating an anti-corruption strategy, for example, announcing it publicly and putting it into effect;
o by scrupulously reviewing all earlier situations in which corrupt behavior may have occurred;
o by redoubling its efforts to inform and train its employees (as well as its customers and suppliers), etc.
In a word, the company must seize the opportunity to give fresh impetus to the fight against corruption,
turning what at first sight may appear to be an embarrassment, or even a serious problem, into a
competitive advantage (see Argandona, 2003).
In conclusion, as a general rule, the fight against corruption as lack of ethics may be fought
(Argandona, A., 2003): within the framework of criminal law, which makes corrupt practices a criminal
offence; within the framework of civil law, which allows the victim to sue for damages; within a framework
of self-regulation, which leaves it to companies themselves to deal with the problem by establishing internal
codes and rules and by setting up inter-company or industry-wide agreements.
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MULTINATIONAL COMPANIES – A STRATEGIC OPTIONS FRAMEWORK MODEL
Abstract: The analysis of the marketing strategies applied by the multinational companies on the national markets all
over the world get a sense only if these strategies are considered within the context of economic globalization. The
place and the role assumed by these corporations within the process of economic globalization are extremely important,
as a result of the main responsibilities they have: transfer of technology, managerial and marketing know-how, transfer
of corporative culture, creating working places and raising the training degree of local labour force. This article wants
to be an international strategic options map, options which amount the international marketing strategy and to
emphasize the most important strategic areas in the marketing strategies applied by the multinational companies.
Key words: Multinational companies, international marketing strategies, tobacco industry
JEL classification: F23

Within the top of the first 100 companies in Romania, drawn up according to the turnover in 2005 by
the Romanian Centre of Economic Modeling, 49 positions were occupied by multinational companies;
moreover, these companies covered almost 60% of the turnover of the 100 firms in top. This thing renders
obvious the fact that at present the multinational companies occupy very important positions in all the
branches of the Romanian economy.
The Romanian integration in UE will produce the increasing of the multinational companies which
penetrates on Romanian market. The relationship between the globalization process and multinational
companies is very close because globalization process creates the framework for multinational expansion
while these companies determine the intensification of globalization process through the transfer of
technology, managerial and marketing know-how.
The analysis of the multinational companies, have to contain three directions: economic, social and
politic.
The economic direction has to emphasize the impact of these companies on the host economies,
because of the financial power of these international operators and because of the technology, management
and marketing know-how transfer. The power of these global operators is impressive if we take to account
that some of these has sales bigger then some countries internal product. Concerning whit the infusion of
direct investment in host economies, we remark the effort of developing economies from Eastern Europe,
through legislation, in attracting foreign investments, as the case of Romania. Don’t mean that developed
countries don’t try to attract the investments of multinational companies. In developed economies, the
negotiation power of the entry conditions whit the host government is bigger if the multinational company
has developed management capabilities. In developing countries, this power is bigger if the company
developed technologic capabilities. The differences of negation power concerning whit entry conditions,
comes from the fact that developed countries already has a technologic environment while the developing
economies try to built one. In developing economies from Eastern Europe, multinational companies have an
important role in creating a competition framework. Through the collaboration whit domestic companies,
multinational operators transfer models of best practice, technologies, marketing and management knowhow, playing an important part in competitiveness of national operators.
The social direction of analysis, take to account the social corporate responsibility of the
multinational corporations in host-economies. This part is assumed by multinational operators, through
building honest and ethic business. The implementation of an internal standard code which regulates the
activities and the products lunched on different national markets, show the assuming of this role. Also,
implication in local community through durably development projects is another direction for assuming the
corporate social responsibilities. Developing projects in areas like: culture, art, education, sports, this
companies implicate in the life of the local community. In the British American Tobacco mission it is said
that the best way in which a company can sustain host economy is to build powerful and honest business, in
the interest of the all stakeholders: customers, employees, local companies, government. In many countries,
multinational companies are the subject of national legislation and of ethical standards, which create general
framework for social behaviour.
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Figure number1. The process of strategic planning. The establish of international marketing strategic
objectivs.
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Source: adaptation, V. Danciu, 2004, R Lynch, 2002, I. Dumitru, 2004

The politic direction of analysis contains nuances and refers to national reactivity. There are some
countries where penetration of multinational companies was seen whit enthusiasm by the local consumers
and government. By the other hand, some countries show restraints concerning whit this companies. In the
past, these companies were seen like hidden forms of exploitation. Now days this opinion changed because
of the important part which this companies are playing in the global economy Even if in many countries
these are seen like a way of local economy growing, there are legislative restrictions concerning with
property, governments active support mixed property (whit a local company) because this support the
technologic, know-how and cultural transfer. Many Eastern economies has this position because they want to
avoid the speculations of the Western companies which exploit lower production costs without real benefits
four local economies.
Is no doubt, that multinational corporations play an important part in the world economies through assuming
the economic, social and others responsabilities. Marketing strategies elaborated by multinationals
companies four international markets are bounded of the assuming these responsibilities in global economy.
International marketing strategy is based on the business philosophy adopted four entire company –
standardization or adaptation.
Even if, in marketing literature there are controversial points of view concerning whit the best option standardization or adaptation of marketing strategies adopted for external markets, the practice of these
companies shows that this problem is not a strict one, and multinational companies has to decided which
elements has to be standardized or adapted. As V. Verdun said, diversity is the characteristic of our world.
“Diversity exists for a long time. Now, specific to our world is the homogeneous……a music band can be
listened allover the world, a Chinese cooker cooks in France, Dona Karan it can be bought from Sankt
Petersburg to Kuala Lumpur, and Coca-Cola is drunk all over the world. There are franchises in all countries
which try to cloth us the same, to renovate our homes in the same way and to give us food and funerary
services in the same basic model”.
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Marketing strategic planning is the process through the multinational company elaborates marketing
strategies, which will be applied on the external markets, and will permit it to survive in a international
environment characterized by important changes. Strategic planning is long-term orientation of the
international activities, thus multinational company can coordinate its resources, in the context of growing
complexity of the international market. This planning reduces the risks associated to the international
activities.
First step in elaboration of marketing strategy is elaboration the company mission. This shows which
are the cultural values promoted in all activities and the corporative objectives.
The second step is marketing strategic analysis. The objective of this analysis is to know the situation of
company resources – past and present and the environment evolution for identifying the opportunities and
risks. Only after this analysis, company has all information for establishing the marketing strategic
objectives. Beginning from the strategic objectives, company will elaborate the marketing strategy which
contains many strategic options concerning whit different aspects of external markets. All this steps have to
integrate the strategic vision of the company, which shows future development directions.
International marketing strategy is a mix of strategic options concerning to different aspects of activity
developed on international markets. Beginning to this complexity, we proposed a framework of analysis
which to show all the strategic options. This framework has five sections:
Table number 1. International marketing strategy.
Strategic options concerning whit international markets
Standardize vs. Adaptation
Section I
Section II
Section III
Section IV
Section V
Marketing - mix
Selection
external
markets

of Penetration of Position
selected
external
markets.
markets.

on Competitive
strategy
and
competitive
behaviour on
external
markets.

P
R
O
D
U
C
T

P
R
I
C
E

A
D
V
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R
T
I
Z
I
N
G

D
I
S
T
R
I
B
U
T
I
O
N

Source: adaptation, V. Danciu, 2004.

1.
2.
3.
4.
5.

Section I :Strategic options concerning whit selection of external markets
Section II: options concerning whit penetration of external markets
Section III: options concerning whit positioning on external markets
Section IV: option concerning whit competitive position and competitive behavior
Section V: Marketing – mix options.
Each section contains a number of strategic options from company will chose. The selection process will
take to account the internal factors (company size, the liberty degree of the subsidiary, company’s resources)
and external factors (home market factors, environmental host market factors).
In the end of selection process, company will mix all this strategic options in a final strategic option
which represents the international marketing strategy. Usually companies have many final options which
sustain the achieving of strategic objectives. In this situation, company has to analysis for each option: costs,
benefits and risks.
The external markets selection process refers to some strategic decisions, like: how many markets
will be taken to account in the externalization process? What are the features of products-markets matrix and
marketing-mix – target markets matrix?
Characteristic for multinational company is systematic selection strategy, although it is possible that in a
specific situations, multinational company to have an opportunist landing. In case of this companies markets
diversification is a usual strategy. The penetration on external markets strategic options refer to the selection
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of the penetration strategy for each selected market, the assigning of all penetration strategy aspects, and the
set up of timing for implementation. Is very important that multinational company to take to account all
features of selected markets and to decide what are the products that will be lunched on each selected
markets and after this strategic decisions will be decided what is the best penetrate strategic option for each
selected markets. It is very important that all penetrate strategic options to be detailed and to assign each step
of these options.
The position on external markets refers to the position which multinational company wants to come
into each market. This option depends on anterior decisions concerning whit selection and penetration of
markets. If multinational company option was for diversification is very possible to adopt a different position
strategy for each market. Absonant with multinational company, global company usually adopts a
standardize position strategy using global position values in all external markets.
The competitive strategic options refer to the competitive strategy and the design of competitive
behaviour for each external market. The options will be selected taking to account the competitive advantage
on each external market. Finally, company will adopt marketing-mix options. In this final step, company has
to decide how many and what element will be standardize or adapted.
So, each section from general framework contain a number of strategic option form what international
company will chouse. Finally, international marketing strategy is an integrated model of five options
concerning whit different aspects of international markets. The most important question four the strategy
specialists is: which are the best options for achieving the company objectives? The success of international
strategy, depend on the efficiency of selected options which are correlated whit corporate objectives.
Concerning whit existence of many strategic final options, Bradley (1999) considers that a company has to
examine each possible final option through profit and risk generation. After this, multinational company will
adopt the international marketing strategy.
Using this marketing strategies framework model we identified strategic options applied by tobacco
multinational company on Romanian market.
Romania’s interest in attracting the large multinational companies is obvious, if we consider the need
of financial resources, the need of technologic, managerial and marketing know-how, as well as the need to
form new corporative cultures. The availability of all governments after 1989 in granting facilities to foreign
investors, comes to confirm this thing. Practicing some macroeconomic policies for stimulating the direct
foreign investments has had as a result the penetration on the Romanian market of large companies who
develop business on the world level. Thus, within the top of the first 100 companies in Romania, drawn up
according to the turnover in 2005 by the Romanian Centre of Economic Modeling, 49 positions were
occupied by multinational companies; moreover, these companies covered almost 60% of the turnover of the
100 firms in top. This thing renders obvious the fact that at present the multinational companies occupy very
important positions in all the branches of the Romanian economy. The tobacco industry is not an exception,
it is dominated by the big companies that operate on the world level:
Philip Morris – company of American origin, which in 2001 occupied position 49 in the 100 world
top drawn up by the famous institution UNCTAD and which had its share of the market of 18% in 2005;
British American Tobacco – company with origin in Great Britain, which occupied in 2001, within
the same top, position 92 and achieved in 2005 a share on the international market 14%;
Japan Tobacco International – company of Japanese origin which, although it was not present in
the 100 world top in 2001, is the third big operator in the world tobacco industry having in 2005 an
international market share of 6%.
The penetration of these companies on the Romanian market presents a series of peculiarities. In the
first place, the tobacco industry is one of the first Romanian industries in which the large multinational
companies appeared after 1990. Moreover, passing from exports (reduced involvement of resources) to direct
investment (increased involvement of resources) was done in a very short period of time. From a
chronological point of view, the penetration of the multinational companies on the tobacco market in
Romania, took place in the following way: Reynold’s Company opened a factory in Romania, in 1995,
passing directly from export to direct investment, being on the top of the first five investors present on the
Romanian market on that date, with an investment of 50 million dollars. The second company – British
American Tobacco - passes from indirect export to distribution subsidiary in 1995 and in 1997 opens its first
factory in our country (direct investment). The same evolution of the penetration strategies on the tobacco
Romanian market has also existed in the case of Philip Morris Company which in 1993 opened distribution
subsidiary in Romania and in 1998 opened at Otopeni the first factory of tobacco processing, and of
cigarettes manufacturing and packaging.
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The early penetration on the Romanian market of these companies, as well as the fast evolution from
a strategy to another of penetration, have their explanation in the advantages Romania presents in general as
a destination of the investments achieved by the foreign companies but also in the particular attractiveness of
the tobacco market in Romania – market of large dimensions ( if in 1998 the value of this market was of
about 550 mil. Euro in 2005 this was increased to – 900 mil. Euro); increasing consumption (between 1998
– 2005 tobacco consumption increased with an average of 7% per year); lack of regulations concerning
cigarettes production, consumption and promotion; market dominated by a weak competitor – Romanian
Tobacco National Company.
The favoured factors which laid at the basis of the constant growing of tobacco consumption in our
country are: the high number of alternatives existing on the market (for example, in 2005 the tobacco
industry offer was made up of 60 brands adjusted to all tastes and income brackets), adopting occidental
models of consumption (passage to international brands), the lack of public education programmes
concerning the effects of tobacco consumption, the social costs sustained by population in the transition
period, the youth’ emancipation, the woman’s emancipation etc.
Tobacco companies found in Romania large outlets, far away from being saturated, but made up of
consumers who belong to two extreme classes – those with high incomes and those with low incomes, most
of the population belonging to the second group. The three big companies which were examined did not have
problems of adaptation to this particularity of market in Romania. In the activity report of 2005-2006 of the
British American Tobacco Company it is stated: „our brands are present on 180 national markets,
nevertheless, we believe that one and the same product fits to the customers all over the world. Our portfolio
contains over 300 brands which cover all the quality classes, which meet the preferences and the
possibilities of all customers, along with our prestige global brands”. The excerpt from the report on 20052006 of the British America Tobacco Company confirms the fact that these companies are characterized by a
great capacity of adapting to the specific conditions of the host country and that their marketing strategies
combine in various proportions standardization and adaptation.
As a result of the boom of cigarettes prices, if we take into consideration the calendar of excise
increase till 2010 negotiated with EU, to which we must add the vice tax introduced by the Ministry of
Health, the price of a luxury cigarette package may for instance reach 3 Euro. The price increasing and the
interdiction of promoting tobacco products starting with 2007, will lead not only to the drop of tobacco
consumption and to the number of smokers, but also to the disappearance of some small manufacturers who
operate at the present time on the tobacco market. If in 2005 within this industry there were 23 present
operators, starting with 2007, there will be for sure a drop in this value. This thing will have as effect the
intensification of the market concentration phenomenon. If in 2005 the three multinational accomplished a
market share of 86% and if only 14% were disputed by other 20 companies, we consider that till 2010 the
three big manufacturers will cover together over 90% of the market.
Under these conditions there will be a raise without precedent of the competition intensity, the three
multinationals will elaborate offensive competitive strategies, even aggressive to regain the market shares. In
several years, competition will move from the middle of the market (the middle segment plus popular prices)
towards the market extremities (luxury area and popular plus economic prices).
The fight on the market will be in two directions: prices and new brands launchings. “The wars” of
prices do not represent something new for this market, but the competition through prices will become even
more intensive than so far. Launching new brands will be directly related to the consolidation of strategic
portfolios of the three analyzed companies, which prepare themselves to respond as good as possible to the
changes that will take place on the consumers demand level until 2010 – the consumers’ concentration on the
two extreme areas of the market (luxury segment and the popular prices plus economic segment). If, at the
present time the middle segment is the most important (holding, along with the popular price segment, over
60% of the market), we consider that till 2010 this one will know a significant drop and the popular price
plus economic segment will hold over 70% of the market. On the basis of this appreciation there is the
following fact: if the price of a cigarette package will exceed the limit of 70.000-80.000 ROL (as it will be
the case with luxury and middle class brands) the differences to 3.000-4.000 ROL between the two brand
classes will no longer represent a choice criterion for the middle class smokers who will migrate towards the
luxury brands. There will be as well the second category of middle class smokers who, as a result of price
rise, will migrate towards the popular price segment.
This is the reason why, in the analyzed period, we saw, on the product strategies level practiced by
the three large companies, several repositions and brand launchings. All these strategic decisions had in our
opinion as objective the portfolio consolidation of strategic brands to meet the competition that will move in
a couple of years in other areas of the market.

132

Supliment Nr. 2 - 2009

Table number 2. The evolution of tobacco market segments between 2000-2003.
Market
Dec.00
Sept.01
Dec.01
Sept.02
Dec.02
Ian.03
segments

Feb.03

Market
area

SuperLuxury
Luxury
Superior
Medium
Popular Prices
Economic
Inferior

0,0
9,2
0,0
15,3
54,2
9,1
12,2

Superior

0,1
5,6
1,6
13,9
41,3
21,3
16,2

0,0
4,8
1,0
14,6
26,5
41,8
11,2

0,0
5,2
0,9
16,2
23,3
42,6
11,7

0,0
8,6
0,0
13,5
56,2
9,4
12,3

0,0
8,8
0,0
14,8
54,2
9,5
12,9

0,0
9,2
0,0
14,9
54,0
9,1
12,7

Medium
Inferior

Source: Ammer Nielsen Research , 2003

The strategic portfolio of the British American Tobacco Company on the Romanian market is made
up of three brands: Kent, Pall Mall and Viceroy. In 2005, BAT brought on the Romanian market the last
brand which was missing in its international strategic portfolio – Dunhill, consolidating its position in the
luxury area of the market. In our opinion, in the following period there will be no new BAT brand
launchings, since this one alongside with the Dunhill brand on the market, it practically consolidated its
position, preparing for the moment when the consumers will migrate towards the extremities of the market.
The latest launching of the Philip Morris Company also took place in 2005, but aimed at another
part of the market – middle segment (Next brand). This option of the Philip Morris Company is related, in
our opinion, to the desire to consolidate the company’s position in the popular prices area, although this
brand was positioned on launching on the middle segment. The Next brand may be repositioned as the
market will focus on the two extremities and be introduced on the popular price segment. In the luxury
market area, Philip Morris is present in Romania with two brands: Parliament and Marlboro. The important
brands of the strategic portfolio of Philip Morris International Company which haven’t been introduced yet
on the Romanian market are: the brand which wears the very name of the company – Philip Morris and the
Muratti brand. It is likely that in 2007, Philip Morris Romania should bring on the market the third luxury
brand from its international portfolio and to consolidate position in the luxury area of the market, strategic
decision which will mean brand portfolio preparation to meet the important modifications which will take
place in the tobacco market structure until 2010.
Concerning the product strategy of the Japan Tobacco International Company, it is relatively
similar to that of the British American Tobacco Company. At present, JTI has on the Romanian market two
of the three brands which make up its international strategic portfolio – Camel and Winston. In 2005 the
Company’s representatives declared that starting with 2006 JTI will consolidate the brand portfolio on the
Romanian market. In our opinion, JTI will consolidate position in the luxury area of the market, through the
launching of the Mild Seven brand, because the company detains the best position regarding the popular
prices, thus launching a new brand on the popular prices segment is an option which does not justify now for
this company.
The prices used by the tobacco companies on the Romanian market are established taking in to
account the costs from the country. The option of using standardized prices is not possible if we think that on
the Germany market a pack of cigarettes costs 5 Euros.
The promotion strategy is directed towards market segments, the sent message being adjusted taking
in to account the features of each segment. Companies adjusted the message, but the values of positioning
the brands at an international level are kept. Multinational companies try to build new communication
channels which remain the only channels that are admitted – the post office, the e-mail and the SMS.
Although the Romanian trade is in full swing of concentration towards the big commercial areas, the
Tobacco Industry is an exception because it dose not follow the general trend. According to the prices of
information from Ammer Nielsen Research, the Romanian smokers keep buying their favourite trademarks
from the retail shops which held a major percentage of 81%, because only 19% of Romanians buy from
restaurants and pubs. In the future the big commercial areas (hypermarkets, supermarkets) will become more
and more important within the distribution strategies as a result of the growing phenomena of the focusing of
the commerce.
Tobacco industry shall pas through important changes until 2010. Because the boom of the prices,
tobacco market will diminish, and will appear important changes in the market structure. We expect that this
companies to adopt offensive strategies, even aggressive for gaining market share.
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INNOVATION AND INVESTING IN HUMAN RESOURCES IN THE NEW SOCIETY OF
KNOWLEDGE
Abstract: The “new economy” and the knowledge-based society marks a shift in the human civilization history, based
on information and knowledge. There are new rules in the new knowledge-based economy. Knowledge has
fundamentally different characteristics from ordinary commodities and these differences have crucial implications for
the way a knowledge economy has to be organized.
Present societies have imposed the vision according to which the economic and social growth is conditioned by the
quality of human resources and by the productive and efficient usage.
Youth education and investment in knowledge and skills are, as it was highlighted at the Lisbon Summit and in the
special programmes eEurope and eEurope+, one of the most important objective for knowledge-based society. The new
economy changes the trend, education becoming more and more valued and valuable.
Key words: knowledge-based economy, education, innovation, competitive
JEL Classification: I21, O15

In order to realize the competitiveness objectives, European Union can have only one alternative in
the global economy, that to form highly trained human resources, who are supposed to act on more flexible
labor markets because the knowledge based economy involves the human capital improvement.
Over the last two decades economic globalization, information tehnology and comunication
revolution plays an important role in the functioning of all the markets. We live in a knowledge-based society
where the economy is based on and fuelled by ideas, tehnology, innovation and capital-seen in a broad sense
including many types of intangible capital.
In recent years, different approaches have been developed focusing on corporate intangible
resources, competences and capabilities as the main lever creating competitive advantage. Competitiveness
has become a central issue in an increasingly open and integrated world economy. Successful economic
development requires progress on multiple fronts simultaneously. Much discussion of competitiveness has
focused on the macroeconomic side. The macroeconomics conditions are necessary, but not sufficient.
Unless there is appropriate improvement at the microeconomic level, political, legal, monetary and fiscal
reforms will not bear full fruit. So, an economy cannot be competitive unless companies operating there are
competitive.
The complete innovation process involves creation of the new and its implementation. In particular,
the evolving views reflect the transition from the linear view on the innovation process to the current
systemic one. While both of them position research – development as either the initiating or the decisive
factor of the innovative process, most recent approaches tend to give always-higher emphasis to factors
defining innovation outside research and even outside the technological progress, as well as to other related
sides of the phenomenon as organizational and managerial changes.
Present societies have imposed the vision according to which the economic and social growth are
conditioned by the quality of human resources and by the productive and allocative efficiency of using them.
So, the fundamental role of education is that of creating for each individual the capacity to develop his entire
potential and to become a complete human being. For this, the accumulation of knowledge and competencies
must be accompanied by the education of the character, by a cultural opening and also by assuming social
responsibilities.
Today’s investments in knowledge define our future competitiveness, work effiency, our ability to
create and maintain jobs and the internal cohesion within the society.
The knowledge is considered the most strategically important resource and learning, the most
strategically important capability for business organizations. Business organizations are realizing that to
remain competitive they must explicitly manage their intellectual resources and capabilities.
Knowledge has no value if it is not applied. When new knowledge is applied, it introduces a change
into the environment, which generates a value. With increased mobility of information and the global work
force, knowledge and expertise can be transported instantaneously around the world, and any advantage
gained by one company can be eliminated by competitive improvements overnight. The only comparative
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advantage a company will enjoy will be its process of innovation-combining market and technology knowhow with the creative talents of knowledge workers to solve a constant stream of competitive problems-and
its ability to derive value from information. We are now an information society in a knowledge economy
where knowledge management is essential.
Managers in a knowledge economy become facilitators of learning, mentors and coaches. Their
performance consists of their ability to create a learning climate in a team building spirit. Managers must
balance knowledge generation with knowledge utilization. A fresh approach is needed to the knowledge
process – one that places people at its heart and that involves the integration of many learning and
development process, operations and relationships such as to enhance organizational effectiveness,
adaptability and sustainability.
The new wealth of organizations is considered to be people and thus investing in people and skills
becomes crucial. Investing in people includes investments in knowledge, skills and attitudes, the
organizations that meet the standard to achieve this objective are usually called investor in people.
The key benefits of being investor in people are:
 improved productivity
 greater competitiveness
 increased customer satisfaction
 better corporate image
 more team working.
One important ingredient of investments in people is considered to be investment in education. The
investment in the human capital for the education appears as one of the solutions with great effiency both for
the economical progress and the rising of the personal well-being of each member of the society. An
important motivation for individuals to invest in education is that the acquired knowledge and skills tend to
raise productivity and hence earnings potential. Many studies find evidence of a strong positive relationship
between educational attainment and labour market outcomes.
A further important motive behind acquiring more education is to gain a stronger foothold in the
labor market and thus lower the risk of unemployment. Educated workers are more likely to participate in the
labor market and their active working life is generally longer than for those with lower educational
attainment.
If we look at a sorted list of nations with the highest level of secondary schooling we would notice
these to be the richest countries in the world, based on GDP per capita. High rates of education are essential
for countries to achieve high levels of economic growth. In theory poor countries should grow faster than
rich countries because they can adopt cutting edge technologies already tried and tested by rich countries.
But economists argue that if the gap in education between a rich and a poor nation is too large, as is the case
between the poorest and the richest nations in the world, the transfer of these technologies that drive
economic growth becomes difficult, thus the economies of the world's poorest nations stagnate.
Education – investment in human capital – is as important or more important as investment in
physical capital for a country’s long-run economic success. Investment in human capital, like investment in
physical capital, has an opportunity cost. When students are in school, they forgot the wages they could have
earned. In less developed countries, children often drop out of school at an early age, even though the benefit
of additional schooling is very high, simply because their labor is needed to help support the family.
So, as we can see, the investment in human resources is essential to increase employability,
economic prosperity and social welfare. From education everybody benefits, individuals, enterprises and
societies. These benefits may be economic or non-economic.
Some economists have argued that human capital is particularly important for economic grow
because human capital conveys positive externalities.
An externality is the effect of one person’s actions on the well/being of a bystander. An educated
person might generate new ideas about how best to produce goods and services. If these ideas enter society’s
pool of knowledge, so everyone can use them, then the ideas are external benefits of education. In this case,
the return to schooling for society is even greater than the return for the individual. This argument would
justify the large subsidies to human-capital investment that we observe in the form of public education.
Business leaders, politicians and academic researchers agree that in a world where materials,
technology and even know-how are widely available and easily transportable, the factor which makes the
significant difference is people. These are important times for education in all the countries. Therefore,
Romania has to take into account the fact that the economy performances and the ability to stand against the
international competing pressures, especially under the integration circumstances are directly related to the
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quality of the human factor and to the structural modification of the labour force. In this respect, an
important role in attaining these objectives play the actions aiming the increase of the labour force training
level, concomitantly with the re-qualification and re-orientation thereof depending on the existing and
predictable demand on the labour market. The European context requires the necessity for Romania to adapt
itself to the conditions of the new economy and to the knowledge society, in which the competing advantage
is obtained by innovation and education.
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OBLIGATIONS AND RESPONSIBILITIES OF MULTINATIONAL COMPANIES AS
CORPORATIVE CITIZENS IN DIFFERENT RECEIVING ECONOMIES. CASE STUDY:
TOBACCO INDUSTRY….AN INHERENT CONTRADICTION
Abstract: The analysis of the multinational companies’ universe focuses on three important aspects: economic, social
and political ones. The social aspect of the analysis has in view the undertaking by these companies of the role of
corporative global citizen, responsible within the local communities. This role is assumed through the honesty and the
ethics which govern the business run within the different implementation economies. Imposing some internal standard
codes regarding the activities carried on, the products achieved and extended on different national markets, confirm the
assuming of this role. Also the involvement in the life of the local communities through the developing of some projects
of sustainable development of the respective areas (infrastructure projects), is another aspect of the social
responsibilities of these companies.
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Increasingly consumers, employees and managers expects companies, particularly multinationals, to
go beyond their traditional role of creating, producing, packaging and selling – for a profit. In the public’s
view, job creation and tax paying no longer suffice as private sector sector’s sole contribution to society.
In most of the countries, the obligations and the responsibilities of the multinational corporations are set out
through the agency of national legislation, which establishes standards of the behaviour in business which
are also valid for the national firms. Nevertheless, in the case of the multinationals, the responsibilities are
higher, especially in the developing countries thanks to their financial power and to the technology they
possess. Thus, the obligations of these companies go beyond the letter of the law.
Setting out the multinational operators’ obligations and responsibilities represents an older preoccupation
which has been effected under the form of different conventions and international treaties. Multinational
companies confront themselves with ever higher social expectations, they having responsibilities not only
towards the shareholders, but also towards the other partners: creditors, employees, customers from each host
country.
In the intent declaration of the British American Tobacco Co., the second biggest operator from the
tobacco world industry, one treats the responsible marketing issue and that of the company’s responsibilities
as a corporative citizen in different receiving economies: „Nowadays, more than ever, the society expects on
the part of the companies to use the economic force in order to reach some social objectives and to
demonstrate that they are responsible from a social point of view - that they are a support for the
development of the communities within which they operate, that they have high standards of the ethical
behaviour in business, to prove transparency in the activity carried on.
Globalization of business and production makes that the national economies, the communities’ fates be more
and more interconnected. In the traditional economic theory, the multinational companies may have a
positive or negative impact on the national wealth, but many hyperglobalists consider that multinationals
contribute to the increase of the world economy’s efficiency, because these ones encourage the international
division of work, so that countries become more specialized in manufacturing goods towards which they
detain a competitive advantage. One considers that multinational companies contribute to the increase of the
performances of the receiving national economy because they usually have a higher productivity than that of
the autochthon firms, contributing to the transfer of technology and to the raise of degree of labour force
qualification.
Those who are more critical concerning economic globalization, appreciate that there appear
divergences between corporative priorities and those of the governments in the host countries. During the
postwar period, this critical observation was frequent in many countries, but especially in the developing
countries. In the latter ones, multinational companies were regarded as distorsioning the development’s
priorities, preventing the development of the internal economic base and producing profits in excess which
were repatriated outside the country. In the main origin countries of the multinational companies there
appeared critics regarding the international activity of these ones. Thus, one has considered that
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multinationals affect national prosperity as a result of the transfer abroad of the working places and
technology. The capacity of these companies to organize production on a global level was appreciated as a
huge structural force compared to the national government and the labour force in the host-country.
The corporative objectives do not always coincide with the objectives of development of each
country the company operates in. Nevertheless, in general, the host country governments approve of
multinationals’ coming, hoping that these ones will contribute to the reaching of the national economic and
social goals. Multinational companies have their own interests in maintaining some good relationships, for
avoiding the limitation of the rights and liberties that were granted to them. At the same time, they have the
interest in keeping a good image of their brands and in avoiding any irresponsible behaviour on a national
market, which may have serious consequences upon their competitive power on all the national markets
where present.
Within the international agreements and treaties, one considers that the main responsibilities of these
companies are related to the contribution to the receiving economies development, environment protection,
working places creation, maintaining good relationships with the workers, ensuring competition and
eliminating disloyal competition practices, consumer’s protection, eliminating corruption and red tape, and
respecting human rights. Due to the apparition of numerous and powerful interests groups within the civil
societies, multinational companies are obliged to undertake a permanent dialogue with these ones in order to
communicate the adopted policies, the obtained performances, the actions which aim at the involvement in
the social life. Without this dialogue, companies may have problems, since some interests groups exert
powerful influences on consumers, sponsors, employees, other business partners. The main responsibilities
given to multinational companies are:
Contribution to the public incomes of the host country: public incomes represent a main financing
source of the development projects, especially of those related to the development of the infrastructure and
basic services. Governments expect multinationals to respect the practiced fiscal laws, to be quick payers and
to not use different abusive practices in repatriating profit. One expects that these ones place correct data and
requested financial-bookkeeping documents at fiscal authorities’ disposal.
Collaboration with autochthonous firms: creating and maintaining tight relations with national firms
helps the increasing of their competitiveness, they acquiring from the experience, the knowledge and the
know-how of the foreign companies. This thing requires a strong commitment on long term on the part of the
foreign firms to integrate themselves in the national economy through the transfer of technologic, managerial
and marketing know-how, especially within the transition or developing country.
Creating working places and increasing the degree of training of autochthonous labour force:
besides the creation of working places and the increase of the degree of training directly, multinationals, as a
result of promoting good relationships with local firms, contribute to the multiplication of the working
places’ number and to the increase of training degree. At the same time, multinationals make considerable
efforts to reduce the negative effects which appear in certain situations, for instance, the cease of an
important part of activity carried on in a host country.
Transfer of technology: multinationals contribute to the acquirement of important benefits for the
host countries through the cooperation with the autochthonous firms and local authorities, through the
transfer and implementation of technologies and management methods, contributing to the local technologic
capacities increase.
One may conclude that, the whole of the industrial operations with social impact on the implementation
companies, has diversified valences in sense and action, derived and reunited under the forms of some norms
and instruments that can exert successive modeling in the consumption behaviour of the local customers and
implicitly in the image of the products manufactured on regional level by the resident multinational
corporations”. The diversified nature of the operations carries on by multinational companies lead to their
denomination as global citizens, who, due to the international openness, are permanently confronted with
opportunities and risks which situate themselves beyond the experience of national companies.
May a tobacco company be responsible from a social point of view?
The world tobacco industry is a controversial sector and restricted to world level as a result of the
noxious effects of smoking. Nevertheless, every day in the entire world, millions of cigarettes are lit up; very
many people discover that they suffer from different diseases as a consequence of smoking and, which is
even more seriously, every day there are people who lose their life due to serious affections caused by
smoking – heart attack, lung cancer.
Romanian tobacco industry is dominated by the big companies that operate on the world level:
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Philip Morris – company of American origin, which in 2001 occupied position 49 in the 100 world
top drawn up by the famous institution UNCTAD and which had its share of the market of 18% in 2005;
British American Tobacco – company with origin in Great Britain, which occupied in 2001, within
the same top, position 92 and achieved in 2005 a share on the international market 14%;
Japan Tobacco International – company of Japanese origin which, although it was not present in
the 100 world top in 2001, is the third big operator in the world tobacco industry having in 2005 an
international market share of 6%.
Major tobacco companies have developed programs for small business development in KENYA,
crime prevention Sought Africa, business education in China, folk culture preservation in Venezuela, and
medical treatment and flood relief in Pakistan.
One area where nearly every major tobacco company invest publicity efforts to improve their
corporate image is the development and promotion of ineffective youth smoking prevention programs. In
Romania, Philip Morris developed in 1999, an educational program “The decision is min!” which had the
purpose to inform the teenagers about the implications of smoking.
While these programs are created to appear to dissuade or prevent young people from smoking, in fact the
effect is often the contrary. Tactically, these programs serve the purpose of creating the appearance that
tobacco companies are proposing solutions for the problems they create. In reality, they detract attention
from proven, effective solution – price and tax increase – to which young people are particularity sensitive.
Tobacco companies oppose price and tax increases.
Another field where several tobacco companies have focused their CSR activities is education, in the
form of grants, scholarships, professorships, even the creation of the entire school. For example, in 2000, the
University of Nottingham announces the creation of UK’s first International Center for Corporate
Responsibility, tanks to the British America Tobacco. In 2002, BAT contributed whit approximately 30.000
USD to the University of Ghana and to the Kwame Nkrumah University of Science and Technology. The
company also sponsors 44 tertiary students each year. Dr. Fernand Turcotte, of Laval Univesity concerning
whit that, said: “The tobacco industry infiltrates the university in this way because of the prestige associated
whit these institutions….it is a way to buy silence and complacency”. When BAT attempted to offer a
London School of Hygiene and Tropical Medicine student an important grant and the opportunity to work in
the company’s research , professor David Leon told the company to take its money elsewhere “you mast
think that academics and students in epidemiology are both extremely stupid and mercenary. There is no
need to recite to you the responsibility BAT has for millions of deaths as it continues to push tobacco around
the world”. In Romania, Philip Morris developed many projects in this area. One of these was the renovation
and the refurbishing of the IT lab from Otopeni School and scholarships for students whit poor financial
situation from rural areas.
The tobacco industry is also involved in community development projects. For instance, in Kenya a
partnership between the community and BAT that aims to develop tobacco growing activities as an option to
poverty in line whit the government’s poverty alleviation strategy”.
Perhaps most criticized are those programs that aspire to public health. For instance, BAT
Bangladesh made a donation to Shandhani National Eye Society, hading over a cheque at a public ceremony
held the BAT factory in Dhaka. No mention was made of the link between smoking and cataracts, a major
cause of blindness.
The three giants that dominate the tobacco industry on the world level – Philip Morris; Japan
Tobacco International.; British American Tobacco and which dispute the market in Romania, consider that
they have the answer to the question: “May a tobacco company be responsible?” – practicing responsible
marketing.
As we see, the efforts made by these companies to become good corporative citizens are carried on
several directions: environment protection; preventing juvenile smoking; supporting local communities;
involvement in different humanitarian actions; contribution to the economic and social progress.
Scully James, Senior Vice President Marketing & Salles la Philip Morris International declare:
„Being a company with a world presence and having a commitment of social responsibility, we believe that
it is our obligation to implement transparent marketing and high quality standards. Directions in which this
company manifests itself as a responsible corporative citizen are: involvement in reducing the effects of
natural calamities by helping the ones in need, achieving investments which to ensure the wealth on long
term of different communities – creating working places and paying taxes, developing good relationships
with local communities to find out their most important problems, to understand them better so that the
finances be adequate and not be superposed with what other organizations make, the business experience
transfer towards the autochthonous firms which is as important as the financing.
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In the intent declaration of the British American Tobacco Co. the following aspect is stated: „As
many other companies, we know that if our business goes well we can favourably contribute to the economic
and social development of the countries where we operate. We accept the social and environmental
responsibilities, and we act as a company which can make this thing – developing powerful business. Since
we operate in a controversial sector, we consider that it is even more important for us to assume these
responsibilities..... Our company supports local communities, initiates charitable projects which particularize
from country to country depending on the local specific needs. These projects are running in several
directions – social, educational, cultural, environmental ones”.
Having in view the controversial character of the industry where these companies operate, social
responsibilities and responsible corporative citizen quality are themes that can be nuanced.
Tobacco companies are simply not like other companies. Tobacco products are legal. But they are also lethal.
Tobacco is the only consumer product available that kills one-half of its regular users. As such, in terms of
CSR activities, they cannot simply figure among the ranks of other consumer goods companies. Even if the
tobacco industry attempts to gain corporate respectability and claim that changed their practice, they
continue to use a vast of controversial strategies to promote its products, expend markets and increase
profits. In 1999, a World Health Organization Report suggested that there was evidence in formerly
confidential tobacco company documents that tobacco companies had made” efforts to prevent
implementation of healthy public policy and efforts to reduce funding tobacco control within UN
organization.
The conclusion is that the Corporate Social Responsibility is a concept what has different meanings and
depends on the character of the industry where it is applied. Some researchers from Corporate Social
Responsibility area consider that between tobacco industry and the concept discussed is an incompatibility.
On the other hand, companies from tobacco industry declared that through their efforts try to build
responsible business.
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UNCONVENTIONAL ADVERTISING FOR UNCONVENTIONAL MEDIA
Abstract: As consumers become immune to the bombardment of advertising images in traditional media (TV, radio,
cinema and print), advertisers are on the lookout for new, more innovative avenues to get the message across. This is
the reason why unconventional advertising is becoming more and more visible and trendy in the entire world.
Advertising inside malls, bathrooms or parking lots is no longer a novelty. The world of alternative communication is
built around the principle that any surface can be a channel for communication.
Keywords: advertising, unconventional media, guerilla advertising
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Introduction
The role of advertising in our society is more important than it has ever been. The last decade has
seen an explosion of creative advertisement content, fuelled by the advances in design, production and
publishing tools, being delivered to an increasingly demanding public. Companies wishing to publicize their
products want to surprise their customers and sell their products in a bigger, better, flashier way; and
advertising and media planning agencies, in turn, receive enormous pressure to have fresh, quality creative
work delivered to target audiences with the maximum impact.
But in an age where we can choose what media we consume, the traditional channels of TV, radio,
press and poster are no longer always the most effective methods for a product, service, brand or company to
reach its target audience. As a result, the companies are opting to implement ever more inventive and
original methods and media to advertise their products, services or brands.
These new methods of advertising it is calling “guerrilla advertising”, a catch-all phrase for
unconventional advertising campaigns that take the form of theatrically staged public scenes or events, often
carried out without city permits or advance public hype. The term riffs on “guerrilla marketing” which is any
alternative form of marketing using unconventional means, methods or media. Guerrilla marketing was
described for the first time as “unconventional ways of pursuing conventional goals; It is a proven method of
achieving profits with minimum money” [2].
Unconventional advertising forms
The unconventional or non-traditional advertising includes: elevator advertising, taxi advertising,
bathroom stall advertising, mirror adverting, aerial advertising, ambient advertising, body advertising,
graffiti advertising, and more other.
Today, the elevator advertising is one of the hottest new advertising trends. One of the most
attractive aspects of elevator advertising is the sheer number of people it reaches. How does it work?
Elevators in high traffic buildings use the exterior door and interior panels and flooring of elevator units to
advertise and promote products, services, brands or events. Elevators are equipped with screens displaying
high-resolution ads from paying sponsors. The advantages of elevator, as medium are obvious. Unlike TV or
web-based forms of advertising, elevator ads can’t be turned off and is read over and over; material is made
of high quality adhesive, easy to clean and cost-effective; is a perfect alternative to direct mail; target
audience can be reached by selecting a building category (hospital, shopping mall, school, office building) in
a specific area. In essence, elevator ads guarantee a captive audience, and if the elevator is located in an
apartment building or office complex, some people will see the ads in every single day.
Taxi advertising is a great way of reaching a large number of people with maximum impact over a
short period of time; furthermore using the tip seats inside the vehicles the companies were able to
communicate specific brand messages to consumers. Taxi, as medium, have a lots of benefits, such as:
delivers one of the lowest cost per thousand (CPM) of all major media; deliver a high level of reach and
frequency by traveling an average of 700-800 km per week; can help build a brand or drive foot traffic; taxis
are never "zoned-out," ensuring that the message reaches into all neighborhoods in a market. Taxi
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advertising is intrusive. The illuminated tops ensure that the message can saturate a market 24 hours a day,
seven days a week, all month long. Taxis are a demand-led medium following the population flow
throughout the day. Taxis are uniquely flexible and go where people go - where they work, live, shop and
leisure, or business passengers take them, including areas where other media struggle to make an impact.
This medium offer an eye-level, mobile message making them dominant in city centers. Taxi advertising
offers a stand-alone advertising message targeting pedestrian, vehicular and in-taxi audiences and is fantastic
at reaching tourists and the convention trade.
Today taxis are used regularly by leading brands to extend the cover, reach and frequency of
integrated campaigns or as a standalone activity in their own right. So whether building brand awareness,
providing a timely reminder or triggering an impulse purchase, taxis take brand messages, quite literally, all
over town.
Bathroom advertising has became a popular advertising medium, as customers visiting the bathroom
are essentially a captive audience spending several minutes when they are receptive to reading. Interview
results indicated that putting signs up in bar bathroom stalls might be a good place to have a reminder.
Through this medium is reaching active lifestyle consumers. The idea about the message being everywhere
possible is something that should be looked into.
In the case of mirrors advertising, the medium for advertisement is a mirror that looks like any
regular mirror, but with a difference: this mirror is able to project one advertisement or several individual
advertisements. This new and ingenious medium of advertising has the perfect effect of communication
when they are most attentive – when they looking at themselves. Mirror advertising allows target customers
in a unique way and highly focused viewing environment where there are no distractions. 100% of viewers
entering the washroom will see the displayed adverts, which means that the advertisement will be seen, read
and remembered.
Other type of advertising which uses an unconventional medium is aerial advertising. While this
may be regarded as “outdoor” advertising, it is not usually classed as above-the-line. It is a medium unique
and dynamic which exploits elements of drama and surprise, involving curiosity. The forms of aerial
advertising available in different countries depend on the laws which apply, especially to low flying over
urban areas, on the ingenuity of promoters and sometimes on what is peculiar to or possible in certain
countries. For instance, if there is a coastline it is possible to carry aerial advertisements low over the sea.
The following are examples of this medium:
a) Sky writing – emitting a trail of smoke, an aircraft writes a word or words in the sky and require a
clear sky and is limited by the weather;
b) Sky banners – is one of the oldest forms of aerial advertising and use a slow aircraft to trail an
advertising banner;
c) Lighted aircraft, airships, balloons – at night aircraft can carry illuminated messages on the
undersides of wings; smaller airships have become popular in recent years and have been uses for semiadvertising semi-public relation purposes. These aircraft are colorful eye catchers and are seen by thousand
of peoples on the ground, but locations and routes should be chosen with discretion. Hot air balloons are not
only painted in the colors of sponsor, but are often produced in the remarkable shapes of the products they
advertise. Tethered inflatable, often in the shape of packages or products, and small airships can be tethered
as an eye-catching advertisement, or to promote something on the ground below such as supermarket or car
showroom. Spherical balloons can be tethered to marker buoys in the sea off holiday beaches.
d) Projected advertisements – a few attempts have been made to project advertisements on the night
sky with laser beams, or with a searchlight effect on low cloud. The effects can be weird and startling, but
make a strong and lasting impact.
Aerial advertising is a way that nature intrigues consumers, who will instinctively stare with
curiosity as the banner or billboard appears in the sky. This type of advertising also offers the distinct
advantage of allowing the message to be displayed where other forms of media are not distracting
consumers, like beaches, concerts and fairgrounds.
Ambient advertising refers to almost any kind of out-of-the-home advertising which occurs on an
unusual medium, called ambient media. Ambient media is the name given to a new breed of out-of-home
products and services determined by some as non-traditional or alternative media. Because these are among
the freshest ideas and concepts they are innovative and rapidly expanding the scope of out of home
advertising mediums. Ambient ads are effective means at pushing a brand message in front of consumers and
can develop even better top of mind recall within target audiences. This provides the ability to advertisers to
maintain brand awareness created by other advertising efforts. Ambient media can produce mass attention in
centralized locations, or directly interact with consumers during normal every day activities. We may have
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seen some of these forms or media and not even know that they fall into Ambient Media or Outdoor
Advertising for that matter. Ambient media imposes an impression on consumers when they perhaps are not
ready to receive, which means they are not prepared to ignore ads either.
Ambient advertising can be engaged in many ways, formats, and locations. More common examples
of ambient include advertising on beer mats, coffee cup, sandwich bags, pizza boxes, the garment bag
protecting, the backs of supermarket till receipts or the back of car park tickets, in bar toilets, and the sides of
telephone booths. Objects that carry the advertising are known as ambient media. Engaging individuals with
ambient media is to target the consumer’s subtlety over and over again in oddly familiar territory, and can be
highly effective brand penetration. What marketers are doing is bringing the message to consumers, with
busy active lives. Ambient media provide advertisers the ability to capture someone conscious and
subconscious at the same time.
Like traditional mediums the effectiveness of the medium can rely upon the creativity of the ad
placement. Ads placed on parking tickets at regional or local hospitals feature health care companies and
insurance companies. A movie release use valet tickets to target clubs and restaurants where it has been
determined demographically that the correct audience is in attendance. Receipt advertising has been in the
hands of most and usually offers future discounts on purchase, and can be distributed by taxi cabs, ticket
booths on highways to the unassuming viewer. These advertisements distributed directly to the hand a target
audience, allow advertisers to ‘touch’ potential consumers. Other examples include advertisements on
shopping carts, scrolling video displays in restrooms and bars, street teams, guerilla marketing tactics,
sidewalk ads, bag advertisements, coffee cups, and trash receptacles, just to name a few.
Like unconventional or non-traditional mediums, ambient advertising utilizes forms of demographic
targeting which permeate consumer consciousness through non-intrusive, continuous, periphery display of
advertiser’s information. The effective use of products and services in this category of outdoor media
provides advertisers the ability to systematically stimulate consumer attention across several media platforms
and outlets. Enhancing user awareness with the practice of a well placed brand logos or recognizable brand
colors designs or architecture (reference-Target Store Ads) aid in the delivery of the message. New led or
digital video ads in malls or stores, floor graphics aid displays, light projectors or holographic ads (projection
media) can also fall into this category, as well as, the Digital Media category. As a constantly evolving
method of advertising, ambient media advertising offers numerous opportunities to business advertisers and
brand managers to communicate their message effectively over and over.
Body is perhaps an astonishing media. People, especially teenagers are willing to buy and wear
clothing advertising radio stations, drinks, cars and other commercial interest. Specialist firms provide a
comprehensive range of promotional leisure clothing such as: T-shirts, sweatshirts, caps, hats, scarves,
umbrellas, ties, ski wear and more others. Staff and members’ ties are another popular form of body media
which are mainly a way of creating and promoting corporate identity.
Graffiti advertising is usually dismissed as an illegal form of guerrilla advertising. However, this
need not be the case. Legal graffiti advertising is unique, eye-catching, and can be an excellent way of
enabling your outdoor advertising campaign to connect with targeted audience. Graffiti advertising is images
and artwork placed on leased wall or billboard space. Legal graffiti advertising works through leasing wall
space and integrating the company logo and brand message or image into images from the graffiti artist.
Although the wall space is leased in a similar way to billboard advertising, the differences are substantial:
skilled graffiti artists create the ads, which are spray-painted onto the advertising space; graffiti
advertisement venues often evolve into venues for events.
Two product categories that frequently use graffiti advertisements are consumer products and
entertainment, in particular those targeted at a youthful market. Typically graffiti advertisement will also be
used when there is some kind of connection between the product being promoted and graffiti culture in
general. This form of advertising can then be used to bring the two together, and can be especially effective
when local graffiti artists are invited to create the advertisements.
Graffiti advertising is often considered to be extremely cheap but this isn’t actually the case. Legal
graffiti advertising involves leasing advertising space which can cost a lot of money, as well as creating
awareness amongst graffiti artists and organizing any complementary events.
In marketing, mobile advertising has two distinct meanings: advertisements moving from place to
place, e.g. displayed on the sides of trucks and buses, and advertisements delivered to mobile devices, e.g.
mobile phones and personal digital assistants (PDAs). In this section we study the latter. Sometimes, wireless
advertising is used to refer to mobile advertising.
There exists no commonly accepted definition for the concept ‘mobile advertising’. For instance,
American Marketing Association does not give any definition for mobile or wireless advertising. According

144

Supliment Nr. 2 - 2009

to the IMAP, mobile advertising is defined as “the business of encouraging people to buy products and
services using the mobile channel as medium to deliver the advertisement message” [4].
Basically, mobile advertising can be divided into two main categories; push and pull advertising [1;
3]. Advertising that is “pushed” to the users’ devices is generally used in conjunction with mobile
advertising. Push advertising may be unsolicited such as special promotions delivered by SMS to users
within the context of an existing customer relationship, or it may be solicited where users agree to have
certain services or promotions pushed to them at certain times (sponsored sports score alerts, for example).
Pull advertising, on the other hand, is defined as an advertising that is attached to content or services that
users request or “pull” to themselves. For instance, when a customer requests the local weather from mobile
service provider, the content of the response, including any related advertising, is pull advertising.
To obtain a true marketing effectiveness, mobile advertising must be structured to reach the right
people with relevant content when it matters most to them and mobile medium must complements other
forms of advertising such as internet, TV, radio and print. Mobile advertisers can use the other medium to
explain their service, and then use mobile media to remind people to use it, or point out new, better features.
Therefore, those medium should be integrated with mobile advertising combining the strengths of the various
media into one package.
Conclusion
There is no one best way to advertise a product, service, brand or company. It is important to explore
the various advertising media and select those which will most effectively convey the message to targeted
customers in a cost-efficient manner. In recent years, guerilla advertising has become an efficient and cost
effective way of getting attention and creating buzz around a product because it uses unconventional media.
Unlike mass media, which reach many people at a time but only have cognitive influence
(knowledge, awareness and interest), unconventional media may only reach a few people at a time but can be
an effective relay chain to the mass communication media. These media have visible cultural features by
which social relationships and a worldview are maintained and defined. They take many forms and are rich
in symbolism. Unconventional media must be seen as impersonal or group media speaking to common
people in their own language, in their own idiom and dealing with problems of direct relevance to the
situation.
Moreover, unconventional media have allowed people to break "conventions of medium". People
expect product categories to express themselves in particular kinds of media: the real breakthrough may not
be the strategic idea or the creative thought, but the choice of a different medium or set of media as an
expression of creativity and strategy. The power of communication to the consumer might come in the
interaction between innovative message and unconventional medium.
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THE DEVELOPMENT OF TOURISM IN THE CONTEXT OF ROMANIA’S
INTEGRATION INTO THE EUROPEAN UNION
Abstract: Romania’s integration into the EU provides our country with many opportunities for development in all the
fields of activity, tourism included. Turning these opportunities to good account depends on the variety and quality of
the services offered, these influencing the tourists’ attraction to a certain area.
Excellent, effective and civilized services can only be provided by capable personnel who are highly motivated
and responsible. The more intensive the professional training of the workers in the tourist industry will be, in
accordance with the complexity of their activities, the lower the frequency of poor quality cases will be reported, and
the higher the level of meeting the tourists’ needs will be.
Tourist destinations should offer complete tourist services according as the tourists become more educated.
The durability of tourism in the chosen destinations depends more on the ability to anticipate the needs of the future
tourists and less on the capacity to imitate successful previous experiences. Supply matches the market demand better if
the motivations for traveling are very well understood.
The quality of human resources needs to be associated with the existence of an appropriate manufacturing
base and infrastructure. Although the tourist sector is generally considered to belong mainly to the private initiative,
the development of tourism is more and more accompanied by the increasing co-ordination between the policy of public
power and the investments in the professional sector. Public aid in financing tourist investments is of utmost importance
in order to allow the tourist sector to play an active role in the economy.
A widely open system towards the environment, the tourist enterprise is defined as a powerful social
personality. It should and may, more or less, live up to the customers’ expectations, an extremely large public segment.
Nowadays, more and more people are constantly stating their right to know and understand. Under the circumstances,
the tourist enterprise needs to promote itself. Briefly, it needs to communicate. The higher the capacity of an individual
to communicate will be, the more powerful his image and the image of his company will become.
Keywords: Tourism, integration, quality, competition.
JEL classification: L83

Through its content, functions and role, tourism represents a distinct field of activity, a vital component
of the economic and social life for an increasing number of world countries. Tourism develops under the
influence of the progress of contemporary civilization, that is to say, its dynamic integrates into the overall
process of development.
In its turn, tourism acts as a stimulating factor of progress and development through the great human
and material potential which it involves and through the beneficial effects on the fields of interference.
General considerations on tourism
The strategy specific to tourism represents a crucial challenge to managers because of the nature of the
products for sale and the complexity of the environment in which this industry is located.
The responsibility to satisfy the client is, from many points of view, more difficult for the service
supplier than for the product manufacturer. In the service industries, everything must be done perfectly from
the very beginning and any mistake can prove to be very expensive triggering loss of the potential customers.
The way the personnel behave in the presence of the client, how competent, entertaining or presentable they
are can decide if the customer will buy from this firm a second time.
Since production and consumption are simultaneous, services become quickly perishable unless they are
delivered the moment they are produced. Unlike goods producers, service suppliers cannot continue to
produce and stock them for future sales, and the correct balance between supply and demand is extremely
difficult to keep.
Demand can fluctuate from various reasons, such as seasonal changes, transformations due to both the
level of economic activity and weather conditions. Offer is, however, much more difficult to modify, at least
on the short term. Consequently, management challenge has to do with making the firm work at full capacity
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for a period as long as possible. In order to be successful, the company needs carefully developed strategies
to stimulate demand, lengthen the tourist season, offer reasonable costs so as to ‘level off’ the occupational
levels.
Tourism presents one of the most profoundly seasonal demand structure for any product. This seasonal
character has implications for the price and the quantity of tourist products provided out of season. One of
the ways in which managers can deal with these issues consists in developing or buying out of season
businesses, i.e. developing through inner resources or buying businesses which mainly operate in other
periods of the year. Tourist products are ‘customer-oriented’, the human factor playing a crucial role.
Satisfaction felt as a result of a holiday cannot be separated from the people who contribute to the
organization of that holiday – the tourist agents, the plane crew, the hotel personnel and, of course, the
tourist. All these people have to play an important role in guaranteeing that the holiday will come to the
client’s expectations.
Challenges of tourism in the context of the integration in the EU
The impact of Romania’s adherence to the EU will have a double significance: on the one hand, the
unrestricted access to the European market for the Romanian producers, and, on the other hand, the fierce
competition on the part of the EU countries.
In Romania, the integration of tourism in Europe aims at the development of tourism in close
connection with the environment protection and the improvement of service quality.
A study carried out by WTTC shows that the tourist market in Romania will register an annual growth
rate of 7.9 % between 2007-2016, accounting for 5.8 % of GDP in the tourism industry and will represent
3.83 % of the work force reported to the national level, 460,000 jobs respectively.
Taking all these development stages of Romania’s tourism into account, “The strategy of promoting
Romanian tourism” was developed in July 2006 (see Figure 1 [1]).
The general strategic objective of tourism development is represented by the creation of a tourist
destination able to compete internationally, having the value of tourist resources available to Romania and
capable of establishing this field as a vital economic activity within the national economic system.
Together with the Romanian integration in the EU, the quality of the tourist offer will become more
than ever a determining factor to face up to competition and satisfy, in the best conditions, the needs of the
more and more demanding tourists with regard to the services provided.
Figure 1 . The strategic objectives for the tourism development in Romania between 2007-2013.
Strategic objective
The creation of a tourist destination able to compete internationally in accordance with the tourist
resources

General objectives

A diversified and
competitive offer

The stimulation of the
tourist offer

The laying down of the
integration conditions

Specific objectives

A 10 % increase in
the number of
foreign tourists

A 5 % increase in the
number of Romanian
tourists

A 6 % increase in
the tourism rate in
GDP

350,000 new
jobs
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In choosing a service, customers consider terms like validity, confidence, compatibility of goals and
politeness as landmarks. At the same time, price can also influence their decisions. Thus, in search of a
family dentist, parents will want to know the dentist’s qualification and competence, they will want to have
an appointment to see the dentist without having to wait. They will also expect their children’s fear in such
circumstances to disappear, and, why not, to benefit from a less exaggerated cost of such a service. The time
allowed to any service is another issue which should be taken into consideration when its quality is
established. Let us think of the moment when, once arrived at a restaurant, we have to wait too much time
that even our coming there loses its meaning. It becomes obvious that, from our point of view, the concept of
quality is in close relationship with a great number of variables.
Tourist literature mentions the following factors as key aspects of the quality of any tourist service [2]:
 accessibility – the possibility of service consumption when the client wishes, and at an accepted and
reasonable price;
 credibility – the confidence given by the providing company which can be supported by the name and
the logo of the retailer;
 the degree of knowing and understanding the consumers’ needs by the supplier;
 confidence given to the consumer by the consistency of the service;
 reliability offered to the client;
 personnel competence with respect to the delivery of a good quality service;
 communication, accuracy and easiness which facilitate the retailer’s transmission of the service content;
 personnel consideration and receptiveness to the client’s wishes;
 retailer availability regarding the hospitality and the efficiency of service delivery;
 physical presence of the retailer, background, personnel, technical support, other functions.
The first part of the determining factors refers to the quality of the service result, and the last five factors
relate to the quality of the proper behaviour.
Specialists in the field of tourism have concluded that the level of quality service is also influenced by:
 the retailer’s accuracy , his capacity to keep the promises made to the client;
 receptiveness and promptitude in respecting the consumer’s wishes;
 confidence and trust inspired by the retailer through competence and politeness;
 adapting the service to the customer’s needs;
 availability of tangible elements (equipment, advertising material) appropriate to the service.
Service quality is an essential factor in the customer’s decision to choose a product or a service. It is
important for the managers of the travel agency to know the client’s degree of satisfaction, because both the
reputation and the brand image of the agency will depend on the positive appreciation expressed by the
consumers [6].
Together with the integration in the EU, tourist marketing should be considered as a priority at a central
level, at the level of tourist destination and at the level of each tourist operator. Image plays a decisive role in
choosing a holiday destination. The preferences for choosing one destination or another are directly related
to images. Tourists choose their holiday destination if it fits their preferences.
Firstly, image becomes an idea of representation which can be defined as a reproduction, in another
space, of a person’s characteristics or a thing by the help of a given operator. For example, a person in front
of a mirror, the painting of a landscape or a photography. Secondly, an image corresponds to a symbol, an
abstract object, a representation of reality perceived indirectly. This is the example of an operational
representation of a complex statistic indicator. Thirdly, image can be associated with an actual, mental and
intellectual representation most of the time, derived from a past perception. For instance, a souvenir from a
voyage.
The three definitions of image correspond to the essential aspects of image advertising in the context of
hotel and tourist practices:
 reality represented by means of technical support, catalogues, videotapes, posters of some resorts;
 the image that the client makes of an available information and in accordance with his own image. It is
the image that we think of when we plan to go skiing.
 image as souvenir is the image that we remember from our last holiday spent in a certain hotel.
If we consider things from a cognitive and behavioural point of view, we can identify three possible
components related to the image of a tourist product:
 components referring to the service market: price, price difference compared to the competition, means
and facilities of payment.
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 components referring to the composition of product and service integrated into the chain of tourist
functions: planning, content services, destinations characteristics, logistics and connected services,
enterprises style and culture, concerning marketing agents and commercial travellers in particular.
 components related to the functions provided by the chain of tourist values respecting their personality,
functions that can correspond to the different human needs mentioned by Maslow, Clark, Murray.
An image created in tourism should display a high particularity and distinctiveness. This image cannot
be considered as an acquisition, but it should be seen, in a long-term context, as an investment. We need to
manage with all our force the elements specific to the tourist chain and improve the image of the
organization in a political and strategic context.
The integration in the EU runs the risk of having a negative impact on the environment, which could
cause serious tourist resources damage and changes in the lifestyle of the local communities. Therefore, the
development of tourism will depend on the durable development and protection of the environment.
The concept of durable development in the field of tourism supposes the systemic approach of this
development taking into account four variables [7]:
 time as a systemic variable which gives the durability of the evolution;
 value as a reference point which expresses solidarity and responsibility;
 space as a resource which is due for assessment and protection and which influences positively the
ecosystem preservation;
 change as a dynamic support which favours economic, cultural, social and human interactions.
Durable development used in tourism balances the economic, social and human processes as well as the
use of resources [4].
At the economic level, durable tourism involves an improvement of the competitiveness of the
enterprise. It mainly refers to travel agencies, hotels and restaurants, companies which provide tourist
attractions. It also refers to transport societies, trade and delivery services, informing and assistance, all of
them for the tourists’ benefit.
At the social level, durable tourism should satisfy the needs and come to the expectations of three
categories of people: tourists, travel agents, local population resident in the area of tourist destinations.
Durable tourism should guarantee a level of satisfaction which is appropriate for all the categories of
potential tourists, and in particular for the young, the old and the handicapped. Attention should also be paid
to the improvement of the working conditions for the employees in tourism. Local tourist policy rarely
attaches importance to the employment conditions of the workers in this sector, especially of the seasonal
workers.
Figure 2 - The impact of tourism on the destination areas.
The needs of the tourist
travel, accommodation, tourist attractions, shopping, recreational activities

Suppliers in the tourist industry
buses, road networks, airlines, airports, hotels, trade centres, recreation facilities

Economic
Positive
impacts

Negative
impacts

1.
investments in
infrastructure
2.
decrease in
unemployment
3.
earnings-related
schemes
1. losses in local economy

The type of the impact
Social

Environmental

1.
understanding different
cultures
2.
local services support

1.
urban regeneration
2.
old buildings
reconstruction
3.
protection of
different tourist areas

1.
disturbance to traditional
lifestyle

1.
air pollution
2.
landscape erosion
and deterioration of
anthropical resources

Adapted from [3].
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Unmotivated and inappropriately trained personnel cannot offer long-lasting quality services. Durable
tourism needs to develop onwards. The third main social preoccupation focuses on the local population from
the area of tourist destinations.
Those forms of tourism which do not respect the local lifestyle and culture and which do not improve
significantly the living standard of the local population – income and quality of life – inevitably lead to a
rejection phenomenon. First of all, durable tourism should emphasize the causes of the occurred
malfunctions.
At the level of the environment, the forms of tourism which damage the resources that constitute their
base of development cannot last in the long-term [8]. Durable tourism is limited by the receiving capacity of
the tourist destination. It is necessary to have a rational management of water resources, pollution prevention,
and a proper treatment of residual waters before their leakage into the natural environment. At the same time,
it is required to have a good waste utilization and the application of new forms of energy. Durable tourism
should emphasize the potential of a territory without consuming the respective space for too much.
From the point of view of the impact it has on society, tourism is unique. It is good enough to say that no
other industrial sector can achieve this performance, because tourism supposes by definition the transport,
often massive, of people towards distant destinations in relation to each tourist’s permanent residence. The
impact of tourism on the destination areas can be seen in Figure 2.
The main actions concerning the protection and the preservation of the environment and the tourist
resources should consider the following [6]:
1.
the improvement of tourism in the context of developing all the natural resources and protecting the
environment on the basis of territorial arrangement studies;
2.
the organization and the rational tourist exploitation of national parks and natural reservations;
3.
the development of mountainous tourism through identifying all the attractive landscapes meant to
offer the designing base for future tourist centres on condition that forests are preserved and replanted;
4.
the increase of public consciousness of the ecology issue;
5.
the rational exploitation of tourist resources so that the rhythm of their exploitation does not exceed
their rhythm of recycling and regeneration.
Modern tourism shows that human activities start to influence the environment both in the positive and
the negative sense, and the consequences of these activities are hard to anticipate. As both the development
and the destruction of the environment scenarios are possible, Professor J. Krippendorf stated that: “If we
can lose and then raise capital in other fields of the economy, not the same thing can happen in tourism,
where, once lost, the basic elements – landscape and ground – are irreversibly lost” [5].
The integration in the EU supposes Romania’s access to external funds for tourism redevelopment.
These funds can be obtained by means of carrying out viable and realistic tourist projects which shed some
light on Romania’s various resources.
By 2013 tourism will receive capital of approximately
€ 2 bn. for infrastructure, rural development,
agrotourism and resorts.
In the mountainous region there will be developed several pilot resorts which correspond to
international standards where the state’s contribution will be of 20%. Together with Romania’s integration in
the EU, there will be an increase in the number of foreign tourists who will go on holiday in our country, and
implicitly the number of Romanian tourists who will go on holiday abroad.
In the short term, the impact on tourism is not relevant. These opportunities offered to Romania should
be doubled by providing quality services, training the personnel properly and investing in a suitable
infrastructure which will support the development of tourism in the European context.
Conclusions
All tourist destinations face the same tendencies, regardless of their urban or rural, mountainous or
seaside settings: a more and more competitive market, more demanding and hard to please consumers, a
continuous effort to put a balanced development into practice.
At the turn of the century new things occurred. The average man is more receptive to new ideas and
more demanding. This behaviour is sustained by important events at a global level which trigger a
psychology of hope: discoveries, innovations. Everything moves fast, building bridges between traditions of
the past and novelties of the future. Successful enterprises will swing from old to new, but they will also be
aware of the moment of change.
Starting from the traditional structures inherited from the past, the enterprise faces a redistribution of
duties between its clients and suppliers. Its frontiers are open to question, their movement dealing with only
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one part of the clients’ problems. On the one hand, it increases added value, and on the other hand, it attracts
customers and keeps them loyal. The client is the only real beneficiary of this evolution. Travel preparation
becomes much easier, information being available, therefore easily accessible. These factors should favour
the development of tourism in the years to come. This fact should not make us forget that tourism is an
activity which allows “dreaming” and symbolizes the “ready to go” state. It is a well-known fact that
imagery should be kept and creativity should be permanently favoured in order to answer the needs which
attract novelty.
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HOW ADVERTISING AGENCIES OPERATE
Abstract: The paper analisys the workflow in an agency, how an agency is structured and the main types of agencies,
underlining the needed qualities for an agency and the main features of the top area companies.
The activity of an agency is not as linear as one may initially expect. Projects typically do not start in one
department, then get handed off to the next, and so forth. The process is much more collaborative with multiple agency
departments involved at key points along the way. This may seem a bit chaotic at times, but the process encourages
input from diverse points of view, stimulates healthy debate and allows strong ideas to emerge regardless of the source.
Ultimately, the process leads to the best possible creative.
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1. Introduction
The first advertising agencies had no copywriters. They had no art directors, and no account
executives either. In fact, a career in advertising during the late 1800’s required virtually no experience with
advertisements and no particular insight into the product being sold. The first advertising agencies were
simply brokers of media space, buying pages in newspapers and periodicals and selling them to advertisers.
Agencies were rarely staffed by more than a couple of people and their motivation was not to help
companies attract customers or sell more goods, but to maximize profit on their own transactions.
Over the years, the business environment facing agency clients has gotten incredibly complex.
Simple products have become multifaceted brands. Manufacturing companies have given way to marketingdriven corporations. And communications have become increasingly vital to their existence. Simultaneously,
the outlets for communications have also grown more complex. Consumers have access to hundreds of
channels on broadcast TV, cable, and satellite. There are thousands of newspapers and magazines for people
to read and millions of web sites to access. Advertising is everywhere and companies more than ever need
help identifying the right opportunities. As a result, advertising agencies have grown incredibly.
Today, the largest agencies employ thousands of professionals across the globe and manage billions
of dollars in business every year. Advertising agencies offer more diverse services than ever, serving as
strategic partners with their clients and helping them increase the value of
2. Agency Structure
While advertising agencies are fairly adept at tailoring their structure to the needs of specific clients,
a typical full-service advertising agency typically involves four main departments.
 Account Management
 Creative Services
 Media Planning and Buying
 Account Planning and Research
 Account Management
Account Management
The Account Manager works closely with the client to map out their communications needs and
define the role the agency can play in helping meet their business objectives. The account manager engages
agency resources as appropriate and ensures all the work done for the client is suitable for their business and
that projects run smoothly. On a day-to-day basis, this means creating agency teams to work on specific
projects, communicating the agency opinion in formal points of view, presenting work, and setting timelines
and budgets. The account manager is ultimately responsible for ensuring that all agency work is effective and
projects are completed on time within budget.
There are a number of levels within the account management group. The most common positions
(starting from the more senior) are as follows:
 Management Representative,
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 Account Supervisor,
 Account Executive, and
 Assistant Account Executive.
Not all titles are required for every account and each is staffed according to its unique needs.
Creative Services
If an advertising agency’s “products” are the advertisements it creates, then it’s the creative services
group that is responsible for making these products. Advertising can take many forms (TV commercials,
radio spots, print ads, and outdoor billboards to name a few), but collectively they are referred to as “the
creative” or “the work.”
Development of the creative is typically done in teams of two. A Copywriter (words) and an Art
Director (visuals) work together to create rough versions of the ads including: TV storyboards, print layouts,
and radio scripts. Creative teams can work successfully together for years - often hired, fired and promoted
together.
Overseeing these teams is the agency Creative Director, who approves all the work before it is
shared with the client. Even though the creative director rarely writes ads himself, he has a tremendous
influence on all the work an agency develops. The Creative Director helps guide each team, ensuring that the
work is unique and appealing while strategically on target.
Once an idea for a radio or TV ad is ready to be brought to life, a Producer joins the team. The
producer coordinates with the outside resources necessary to produce finished ads – in the case of a TV
commercial this can include a large group: a commercial director and his production company, actors and
voiceover artists, film editors, musicians. The producer estimates the cost to produce the ads, writes
contracts, and coordinates the production from start to finish. The Traffic Manager performs a similar
function for print ads, estimating costs and coordinating these jobs from start to finish. In addition, the
Traffic Manager is also responsible for getting all ad materials where they need to go. He sends print ads to
the appropriate magazines and delivers TV spots to the appropriate networks.
Media Planning and Buying
Typically, the largest portion of a marketer’s budget goes towards buying media. This places a huge
responsibility on the media planning and buying department. Media Planners determine how to best expose
the creative message to the desired target. They determine what combination of TV, Radio, Magazines, etc.,
would reach as many target consumers as possible at the lowest cost. The result of their research and analysis
is the Media Plan. The Media Plan is formatted similar to a calendar, and lays out when and where the
advertisements will appear. Plan effectiveness can be measured in many ways.
Following are a few of the most important measures:
o Reach: what percentage of the target audience will be exposed to the ad .
o Frequency: how many times the average consumer in the target audience will be exposed to the ad.
o Effective Reach: also referred to as ‘3+ reach,’ quantifies the percentage of the target audience that will
be exposed to the ad more than three times.
Media Buyers take the media plan recommended by the planners and negotiate its purchase as
inexpensively as possible. The media buyer’s front-line experience often provides invaluable expertise on
when and how to make these commitments. As a client’s media budget can be quite large, even small tactical
changes can result in big savings.
Research and Account Planning
Advertising agencies have been actively doing research since the 1920s. Historically, this research
has been focused on helping agencies and their client answer specific business questions. For example, a
perfume manufacturer might want to know:
o Do consumers like this new fragrance?
o Which package is more appealing?
o Is the main message of this commercial coming through?
o What is the market share of this competitor?
While useful for specific issues, traditional research was typically not an integral part of the creative
development process. All that changed with the emergence of Account Planning. Started in England during
the 1960s, account planning takes a more insightful look into consumer attitudes, including those about the
brands they use. In-depth discussions among small groups of consumers tell agencies a lot more about what
consumers think and feel than a nationwide survey. Account Planners use this information in a unique way.
Rather than simply report facts, planners weave facts together into compelling stories. These stories can form
the basis of a brand positioning, a unique product benefit or perhaps even a commercial storyline. Many
agencies have created unique planning processes. For example, J Walter Thompson relies on TTB
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(Thompson Total Branding), McCann has the Brand Footprint, and Bates offers the Brand Wheel. While
these processes each have a somewhat different approach, they are all intended to achieve a similar goal:
create an identity for the client’s brand which is distinct from the competition and compelling to the target
consumer.
3. How Agencies Work
The workflow in an agency is not as linear as one may initially expect. Projects typically do not start
in one department, then get handed off to the next, and so forth. The process is much more collaborative with
multiple agency departments involved at key points along the way. This may seem a bit chaotic at times, but
the process encourages input from diverse points of view, stimulates healthy debate and allows strong ideas
to emerge regardless of the source. Ultimately, the process leads to the best possible creative. While no two
advertising projects run exactly the same, what follows is a rough chronology of how most advertising is
generally created:
 Project assignment: The client details his business objectives to the account manager, and together they
define the role that advertising is expected to play. Often advertising is just one component in a
marketing plan that also includes many communications efforts – public relations, promotions, direct
mail, etc. The account manager collects as much information as possible and briefs the key agency
departments – strategic planning, creative, and media.
 Strategic Development: As a group, the agency team analyzes the assignment – what type of people
would use this product? Why would they use it? What would compel someone to purchase it? Research
is vital at this stage, and can be conducted among consumers, industry experts or published reference
materials. The goal of strategic development is to find a compelling story about the product (referred to
as the positioning) and a unique message for the advertising creative (the creative brief).
 Media Development is typically initiated alongside of strategic development. The media team creates a
detailed profile of the target consumer -- how old are they? How much money do they earn? Where do
they live? What are their hobbies? A media plan is developed to reach these consumers based on their
media consumption habits. The plan is presented to the client and (when approved) is purchased by the
media buyers.
 Creative Development: the creative team develops rough versions of ads. After input by the creative
director, the account manager and strategic planner are consulted for further fine-tuning. Creative work
is then presented to the client and, when approved, is often tested among consumers. The advertising will
be judged a success if it grabs consumer attention and motivates him to try the product – changes may be
made if necessary at this point. Once finalized, TV spots are shot, radio spots recorded, and the print ads
produced.
 Campaign Debut: The Traffic Manager sends the advertising where it is needed and ensures it debuts in
accordance with the media plan. This can get quite complicated, as each type of ad must be finished at
varying times prior to debut - magazine ads will need to arrive as much as a month prior to publication,
while TV and Radio spots may be needed by stations just a few days before air. Tracking of an
advertising campaign is essential, allowing client and agency to gauge the impact of their efforts and
signal changes that might need to be made. Tracking can be done in a variety of ways, depending on the
client’s business goals. Product sales are evaluated. Changes in consumer opinion may be measured.
Media purchases will checked to ensure they ran as purchased.
4.Types of Agencies
When choosing an advertisng agency the following criterias are used:
- the company celebrity;
- the former collaboration experience;
- the quality and expedience of the offered services;
- the used tariffs;
- good collaboration;
- the professionalism and creativity level;
- the range of products.
Changing business needs have spawned the creation of many different types of agencies, each well
suited to the needs of a particular type of client.
Full-Service Agencies can effectively manage advertising for most companies, and full-service shops
represent the majority of ad dollars spent worldwide. These agencies come in various sizes with various
strengths and it is important to work with one that is appropriate for your needs. The largest agencies are
global in scale, catering to multinational corporations and large domestic companies with heavier advertising
needs. These agencies typically offer comprehensive service, proven development tools and research
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techniques, and employees often have experience on household name brands. They maintain numerous
offices around the globe and can effectively target people in almost any country. Global agencies also can
offer assistance with other communications needs such as PR or Direct Response via sister companies who
specialize in these fields.
Regional agencies are a good fit for clients who do not have the need for a global agency. Regionals
typically have expertise within specific US states or regions and the agency principals (the people with their
names on the door) may be actively involved in the client’s business – a rarity with global agencies. Because
of their smaller scale, regionals can also be less expensive than their global counterparts.
Minority Agencies specialize in reaching specific ethnic groups, such as African Americans or
Hispanics. While structured much like traditional full-service agencies, minority agencies are better versed in
the lifestyles, habits and buying patterns of their target group.
Boutiques are smaller advertising organizations that focus almost exclusively on the creative
product. These agencies offer the services of a creative development department, but do not typically provide
media or strategic planning services. Clients who work with boutiques often need to retain a separate agency
for these services or do it themselves.
Media Agencies specialize in the planning and buying of all types of media. Increasingly, these
agencies are formed from the combination of media departments of multiple full-service agencies. By joining
their purchasing power, media agencies are often able to command lower rates from TV networks and
magazine publishers and pass the savings on to their clients.
Industry Specialty Agencies concentrate on particular industries with unique set of advertisingrelated issues. For example, pharmaceutical advertising is subject to strict advertising guidelines imposed by
the FDA and manufacturers may seek out a Healthcare specialty agency. Specialty agencies exist for a
number of categories, including computers and technology, employee recruitment, and retail.
Agency Holding Companies
Last year, nearly 40% of all global advertising was managed by just three companies. These
companies achieved such stature after decades of buying numerous agencies throughout world. They also
snapped up hundreds of companies specializing in public relations, direct marketing, or promotions. The
resulting vast entities are known as Holding Companies. The names of the world’s largest holding companies
(WPP Omnicom, Interpublic) may be unfamiliar to many outside the industry. That’s because the agencies
they own typically continue to operate under their original names – BBDO, McCann, Ogilvy & Mather.
Consolidation allows agencies to provide greater reach and a broader array of services for their clients. And
it also allows agencies to operate more cost-efficiently and be more profitable.
The classification of the advertising agencies at the global level
From the 11 studied agencies, the first four own budgets leveled between 7% and 8% of the global
media consumption, the four media networks being:
Table 1. The classification of the advertising agencies at the global level
The
The owner
position The market
Advertising agencies
communication
in the
share%
group
record
1
7,4%
Starcom MediaVest
Publicis
2
7,2%
OMD
Omnicom
3
6,9%
MindShare / GroupM
WPP
4
6,8%
Carat Group incl. Vizeum
Aegis
5
5,5%
ZenithOptimedia
Publicis
6
5,4%
Mediaedge:cia /GroupM
WPP
7
5,2%
MediaCom /GroupM
WPP
8
3,9%
Universal McCann
Interpublic
9
3,5%
Initiative
Interpublic
10
2,8%
MPG
Havas
11
1,6%
PHD
Omnicom
TOTAL
Source:RECMA forecasts for 2007

The forecasted
turnover for 2007(mi.USD)
25.580
24.880
23.845
23.528
19.291
18.751
17.918
13.604
12.258
9.770
5.640
195.055

1.Starcom MediaVest, part of the Publicis group with a market share of 7.4% (25.580 million USD);
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2.Optimum Media Direction (OMD), part of the Omnicom group, with a market share of 7.2% (24.880 million
USD);
3.MindShare/GroupM which owner is WPP with 6.9% of the market share (23.845 million USD) and
4.Caract Group including Vizeum, part of Aegis with 6.8% of the market share (23.528 million USD).
The next three media networks own budgets leveled between 5% and 5.5%, the positions 5-7 being
taken by:
1.Zenithoptimedia (Publicis), with a market share of 5.5% and an amount of 19.291 million USD;
2.Mediaedge:cia/GroupM part of WPP – with 5.4% of the market share (18.751 million USD);
3.MediaCom/GroupM part of WPP– 5.2% of the market share (17.918 million USD)
The positions 8-10 of the classification have market shares leveled between 3% and 4%. This way,
the media networks Universal McCann and Initiative, parts of Interpublic, cumulate 3.9% of the market
share (13.604 million USD) and 3.5% of the market share (12.258 million USD).
5. The advantages and disadvantages of choosing an advertising agency
The advantages
Most companies, either big or small, tend to appeal to advertising agencies because these offer certain
advantages such as:
 The agency has experts who can develop specific activities(researh, creation work) in better conditions
than the company staff;
 The agency has an objective point of view regarding the issues of a company, and years of experience of
collaboration with different customers standing in different situations;
 The agency has a stronger purchasing power for the advertising gap than a company. They also get a
price cut, determining smaller expenses for the company;
 The customer can anytime give over the advertising agency services. An agency will do the best to offer
quality services and make the customer come again.
The disadvantages
Giving the advertising to a specialized agency has a few disadvantages, such as:
 Loosing the total control of the activity;
 The decreasing of the advertising flexibility;
 The emergence of some querrels when the agency requires its own methods;
 The disability for the customer to have control or better coordinate the advertising.
In spite of the potential issues, most companies consider that it is in their advantage to appeal to the
services of an advertising agency.
For getting efficient services from the advertising agencies the hiring customers should give clear and relevant
information. The experience in field shows that poor information of the agency is the main cause for the
increasing costs of advertising, for the failure of the advertising campaigns and for the lack of efficiency.
6. Agency Compensation
Historically, agencies were paid a commission based on a percentage of the cost of media they
bought for clients. This system is a holdover from the earliest days of advertising, when agencies were
simply in the business of buying and selling media space and did not perform other services.
However the commission arrangement has its shortcomings. It is based on the spending level of clients, not
on the amount of work an agency performs. When an agency is doing development work on a product that
will not be heavily advertised, the commission generally isn’t enough to cover expenses. When the agency is
simply airing older creative, the commission can be excessive.
More and more, agencies are being compensated under a fee arrangement. There are multiple ways
to do this: the agency can track actual time dedicated to a client’s business and bill for services by the hour.
Or the agency and client can develop a project list and agree on a flat amount for each project. In 2000, more
than 75% of clients compensated their agency under a fee arrangement, up from just 15% in 1985.
Another increasingly-popular trend in compensation is the performance incentive, where the
agency’s pay is contingent on the success of its work (success being defined jointly by the agency and the
client). The appeal of this arrangement for clients is obvious, and in 2000 about 10% of agency relationships
included a performance component.
7. Conclusions and perspectives for the future
Tomorrow’s consumers will be increasingly hard to reach over the next ten years so agencies will
need to re-invent themselves to adapt.
The account planning “philosophy” of creative advertising development has been hyped on both
sides of the Atlantic for more than 30 years yet there is still little agreement on what exactly it is and what
contribution it has made.
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The next century promises even faster change than the last. Companies will develop more unique
products than ever before. And they will need advertising to make these products interesting to consumers.
The structure of agencies will undoubtedly continue to evolve, adapting to the ever-changing needs
of its clients and to the communications environment. The agency of 100 years ago is remarkably different
from the agency of today – and tomorrow’s agency will be completely different as well.
In the future agencies must recognize that traditional advertiser/agency/consumer relationships will
be challenged with new models of engagement coming to the fore. As traditional advertising continues to
decline, by 2016, the hypothesis is that media owners of all kinds, including online search, all networks,
gaming environments and interactive digital TV, will be integrating brands directly into content and
editorial. Moreover, savvy consumers will be taking increasing control of content and the directional flow of
interactions. Agencies will not just be competing with other agencies. Allies may become competitors,
consumers may become channels, advertisers may become suppliers and agencies may become media
owners. Already, consumers are creating their own forms of advertising, free of commercial imperative in
the form of social networking sites. Already, media owners are already bypassing agencies to develop
advertiser funded content through their own creative departments.
There are three scenarios for the advertising model of the future, which were the result of a number
of workshops with senior agency management that took place earlier this year. Who will be in the driving
seat? Agencies, media owners or consumers? Whoever it is will have a tremendous impact on the growth or
decline of commercial advertising. By 2016 if agencies continue to be in charge then commercial advertising
will grow by an average 4.6% per annum, if its media owners it will only grow by 2.3%. The worst scenario
for agencies will be if advertising becomes consumer led whereby commercial advertising will only grow by
1.2% per annum. This last scenario suggests agencies have no room to be complacent and must start to
capitalise on emergent new opportunities.
By 2016 traditional advertising will shrink at the expense of consumer-influenced content and
brand–influenced editorial so agencies will need to both innovate and evolve into new territory. New
freedoms in the delivery of content, data and channels will provide new business opportunities whilst still
maintaining the overriding focus on brand creation and development. Agencies will need to take on multiple
roles such as:
-agency as media brand owner
-agency as joint venture partner
-agency as content collaborator
-agency as programme producer
-agency as network creator
-agency as data provider
-agency as data aggregator
If agencies don’t take these opportunities there will be tremendous implications in terms of their
relationships with clients, their remuneration packages and their very existence.
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SERVICE ERA AND ITS IMPACT ON MARKETING STRATEGIES

Abstract: The services represent the sector with the most rapid growth in the global economy and provide the public
and private environment to increase durable development, while the trade with services represent a promising
opportunity. The services environment continues to evolve, many times in a dramatic manner including the great
technological progress, new forms of competition, the appearance of transnational and even global markets, the
emergence of completely new services industries and significant roles for the consumers.
To survive the service revolution, service firms of all types must start defending themselves which is about
proactive, far-reaching, often draconian changes, focusing on customer preferences, quality and technological
interfaces. Specifically, companies have to rewire their strategies to find new value from existing sources; deintegrate
and radically assemble their operational processes; and restructure the organization to accommodate new kinds of work
and needed skills.
Our paper is focusing on some specific ways that companies can prepare themselves for the dramatic changes.
In attempting to link with customers directly, firms must overhaul their offerings, cost structures, and competitive
platforms to align with the shortened information chain and with the changing demands and behavior of their
customers. As the service revolution proceeds, companies have to understand their information work processes and
examine each stage of the process. Companies’ leaders must constantly redesign their organizations to adapt to new
conditions, while ensuring that the customer does not get lost in the process.
Keywords: Service revolution, service system, science of service systems, realign, redesign, restructure
JEL classification: M31

Service era: concept and characteristics
The economic exchanges of advanced economies are becoming dominated by services. The services
sector overwhelms all other sectors. Services represent the sector with the most rapid growth in the global
economy, providing the public and private environment to increase the sustainable development, while the
trade with services represents a promising opportunity.
The service era is the most eloquent expression of changes corresponding to services phenomenon, as
part of which all kind of services represent the essential part of production systems and products usage.
Services are a highly important branch in the European economy, which is proved by their contribution with
nearly 70% in the GDP and in labour distribution. More than 80% of the European companies are doing their
business in this sector, where small and medium companies are more present than in the whole economy.
Almost two thirds of the direct foreign investments are assigned to this sector.
Synthesizing the opinions of experts preoccupied in structural changes analysis in developed
economies, we can consider that, services era is characterized by: increase of individual consumers’ services
demand, technological and organizational change, increase of business services demand and externalization,
changes in international models of competitive advantages.
Although a significant portion of the services provided by the services industry is consumed by
individuals, such as medical, education, insurance, legal, financial, and retailing services, recently business
services that serve different business units or organizations are growing quite rapidly. For example, technical
support, enterprise resource planning, call center operations, sales management, IT implementation, logistics,
and business investment and transformation consulting are well recognized as a business service.
The service era is a reality, especially in the developed countries, starting with 1970s, that consists of
transforming the services functions in a real economic instrument in all production systems. This transition
of vast proportions, taking place in the developed world, is defined by various theoreticians, in different
ways, conceptually speaking: „The Third Wave” (Toffler-1980), “The new service economy”, „A new
industrial revolution” or „The neoindustrial revolution” (Miles-1989), „The technological revolution”, „The
postindustrial revolution” (Giarini-1980, Gadrey-1987), „The informational revolution” or „The tertiarization
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process” (Wackerman-1997). Thus, it is obvious that, without a deep understanding about the way the
services are working it will not be possible to evaluate the changes in modern societies nor to elaborate
decisions and act adequately, in order to respond to challenges raised by these changes.
Christopher Lovelock and Evert Gummesson suggest that services differentiate themselves from
goods not only through the four recognized characteristics (intangibility, heterogenity, inseparability and
perishability), but also through the property model. The high degree of parity between goods and services
has determined that the only competitive tangible weapon is the service itself, and the company’s ability to
offer a service faster, more efficient and complete than the new and often flexible rivals, it proves to be the
decisive factor in the struggle for survival. The services represent the sector with the most rapid growth in
the global economy and provide the public and private environment to increase durable development, while
the trade with services represent a promising opportunity.
A new framework of strategic orientation in the service sector
The services environment continues to evolve, many times in a dramatic manner - as Christopher
Lovelock emphasizes in 2005 – including the great technological progress, new forms of competition, the
appearance of transnational and even global markets, the emergence of completely new services industries
and significant roles for the consumers. As a consequence, adequate information of managerial practice
determins the evolution of academic concepts, of research and education, and services marketing must
include, for example, a greater accent on competitive strategy and a better understanding of developing
services targeting poor consumers in developing economies. It worth to be mentioned here the four strategies
recommended to be implemented and analyzed by professor Lovelock in his latest book: relationships
management and loyalty building; achievement of service recovery and consumer’s reaction; improvement
of service quality and productivity; and organization for change management and service leadership.
If the consumer is satisfied with the provided service in relation with his expectations, he will become
loyal to the service provider, who applied, in this case, adequate marketing strategies (improving service
quality; improving service differentiation confronted to competition services/offer, distribution, and image
differentiation; increase service productivity; motivate the personnel to better serve the clients etc). Customer
satisfaction is the key to customer loyalty (customer retention). Fully satisfied customers are more likely to
become loyal customers, even advocates for the firm and its products and services. Although firms put
enormous amounts of money and effort into loyalty initiatives, they often are not successful in building true
customer loyalty. The main ways in which firms can manage customer satisfaction and reach customer
loyalty refer to: understand what can go wrong; focus on controllable issues; manage customer’s
expectations; offer satisfaction guarantees; make it easy for the customers to complain; create relationship
programs; make customer satisfaction measurement an ongoing priority.
Customer relations management refers to global process of creation and maintenance profitable
relationships with customers, by ensuring a superior level of value and satisfaction for the clients. Companies
are now talking about customer centricity rather than CRM and are receptive to the idea of creating
alignment across the business to ensure consistency in the customer experience, which means developing all
the non-IT capabilities as well as the obvious CRM ones.
What customer-centricity means is how the whole organization behaves towards customers, not just
the touch points, the decision points, but how the whole business is organized and optimized around the
needs of the customer.
A customer centric approach should be incorporated into the overall CRM plan and vision that a
company has. Customer-centricity should go hand-in-hand with a product focus by promoting the product by
all means but be show genuine care for the customer's sensibilities and feelings.
An outstanding example for the preoccupations related to the development of a new framework for the
strategic orientation of the service companies is offered by the Business School of the University in
Manchester where the business marketing strategy includes two research vehicles: The Academy of Client’s
Research and The Forum of Retail Manchester Research. The key zones of the marketing research refer to
international marketing, services marketing, B-to-B marketing, retail buying behavior, product and service
development, customer relation management (CRM). The research strategy includes the development of a
new framework (environment) for the strategic management of services companies, based on corporative
reputation and communication management.
In spring 2007 two famous professors were invited to The Business School of the Manchester
University: Michael R. Solomon – Professor of the Saint Joseph University, Philadelphia SUA - and Dirk
Van den Poel – Professor of the Ghent University, Belgia.
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The marketing professor Michael R. Solomon is famous for his focused interest on buying behavior,
fashion theory, and life style marketing strategies (preoccupations related to consumer behavior and life style
issues, products’ symbolist aspects, and fashion psychology, design and image, being also specialized in
online methodology research for exploring consumption phenomenon focused on visual). One of his books Conquering Consumerspace: Marketing Strategies For A Branded World, New York: AMACOM, 2003 –
was appreciated as one of the best 30 business books of the year in 2003 by Soundview Executive
Summaries. He was conferencing on the following theme: “Please abandon old boundaries: welcome to the
consumerspace!” and in the review (proscenium) of this event, it was shown that:
 many people feel they have the permission to choose how, when and if they will interact with firms in
the same way as they build their own consumerspace (firms have to develop and to be capable to reach
the target of added value for their products and services);
 in this context some questions are asked (significant changes in consumers’ values and life styles that
influence their way of searching information about products and of evaluating alternative brands; how
can be better understood the consumer/product relation from the consumer’s advantage point of view;
how firms evolve in order to optimize their presence in the consumerspace - reality engineering
strategies as product distribution, virtual internet communities and guerilla marketing are some options
for penetration of consumer’s awareness; how can companies reach an everlasting consumers’
satisfaction by transforming of passive consumers in active ones - knowing that mass personalization,
media and shopping web pages personalization and integration of the participators to the design product
cycle, all of these put producers and consumers to work together and realize the courageous map of a
new world of consumerspace).
Professor Dirk Van den Poel is a Director of a Marketing Analysis master program, manages a
competence centre of analytical CRM and he is prior interested in quantitative analysis of consumption
behavior - extracting useful information about individuals, trends, data mining, text mining, optimal
marketing resource allocation – and operational research. Professor Van den Poel conferenced on the topic of
CRM and Data Mining: Changing Information about Client in Actionable Marketing Knowledge. As it is
mentioned in the review (proscenium) it is considered that in a world with an increasing competitiveness it is
becoming very difficult to compete on the base of the superior product performance. That’s why companies
are redirecting towards intensifying existing customers relations, and their actively management includes the
following objectives: buying (new clients’ identifying and attraction); cross selling (profitable use’s
stimulation); retention (identifying the clients who intend to become loyal and making them profitable).
These objectives are sustained by analytical instruments intensified by traditional statistical techniques or
data mining algorithms and that is why the analytical CRM domain developed impressively (discussions
were going to illustrate analytical CRM approach with real case studies about retailers and financial services’
suppliers).
Regardless the activities carried out by the service company in partnership with the client (either B2C,
or B2B), these activities should be performed in a consistent and frequent way, because multiple impressions
are needed for creating an impact, and even more are needed for creating confidence, therefore profit
maximization depends on the proper usage of professionals’ time.
The science of service systems
Driven by today’s new business environment that includes advanced telecommunications, accelerated
business globalization, increased automation, and rapid technology innovations, emphasis in the service
sector has evolved from a traditional labor-based business to sources of innovations, collaboration, and value
cocreation, driving the emergence of service-value networks at a pace never before seen in history. It is
obviously a trend that leading and competitive services are all remarkably delineated with informationdriven, customer-centric, e-oriented, and satisfaction-focused characteristics. A variety of services enabled
through service-value networks in the high value areas have been emerging recently, such as online
information and knowledge service, IT outsourcing to post-sales training, on demand innovations consulting
(e.g., work helping customers reengineer products, automate business processes, improve goods and services
delivery efficiency, and design and deploy supportive IT systems). In evidence, IBM Global Consulting,
Accentric, Google, eBay, Amazon, YouTube, Yahoo, and online distance education well represent these
emerging services. Note that traditional services providers (e.g., UPS, Wal-Mart, etc.) are also transforming
themselves into service-value networks. It is well understood that the quality of their provided services
largely depends on very large–scale public information infrastructures and complex services systems in order
to satisfy the diverse needs of worldwide customers.
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By all means the networks must be built carefully, by developing adequate infrastructure based on
workers and partners engagement. The partnerships – based on utility exchange – are developing in
connection with organization’s capabilities, with its valuable propositions, offered through appropriate
channels, as solutions in relation with its target market. The success implies action capacity based on
connections that allow these effective co-operation arrangements.
The competency of service providers to deliver superior outcome to the end user inevitably relies on
the capability of engineering, performing, and managing quality of services throughout the entire servicevalue network. Services specialists consider that the key to creating optimal service-value networks and
measuring service productivity, quality, compliance, operations, and innovations to gain competitive
advantages is Service Science.
Despite the recognition of the importance of service research, the shift to focus on disparate and
global-scale services in the information era has created a research gap due to the overwhelming complexity
of inter-disciplinary issues across service marketing, service-oriented business modeling, information
technologies, and workforce management. Filling the gap is essential. It is required to move the field forward
not only by understanding and serving the customer but by designing efficient systems of service delivery;
training and motivating service providers; using new service technologies; and understanding how service
affects the marketplace, the economy, and government policy.
A service system is a system that consists of people, technology, infrastructures, and processes of
performance which must be people-centric, IT-powered, and market-driven.
The success of establishing service systems capable of delivering competitive and satisfactory services
substantially relies on the following factors:
1. Service demand/marketing: varieties, market acceptance, penetration, and potentials,
competitiveness and economic benefits - not just revenue (cost, price, inventory, etc.), but also beneficial
opportunities in the long run.
2. Service environmental settings: service consumer’s environmental setting (customs, languages,
cultures, and regional regulations, etc.); service provider’s environmental setting (workforce management,
human behavior, skills/training, knowledge transfer); human interfaces and interactions (psychological and
physiological).
3. Adaptable and sustainable service engineering process: operations function and value, hybrid
designed (artificially) and evolved (naturally) to meet the diverse needs of service environmental settings.
Science of Service Systems can be defined as a general theory of services that consists of three bodies
of knowledge:
1. Service systems and their services: understand the origins of new service systems and new
services. Understand what is and is not a service system, and what services are produced and consumed. The
role of people, technology, shared information, as well as the role of customer input in production processes
and the application of competences to benefit others must be defined as well.
2. Service system improvements: Understand the ways a service system improves or can be improved
over time through investments, including improving efficiency, effectiveness, and sustainability.
3. Service system scaling: Understand the ways improvements (new competencies) in one service
system can be spread (scale out and scale up) to other service systems, both within and between types of
service systems. Because of the nature of customer input in the production process, scaling the distribution of
competences is a challenge in service systems. Unless the new competence can be reduced to a simple list of
instructions that the receiving service system can implement through self-service, a more complex
transformation service is required to spread the competence.
Adequate strategies to survive the service revolution
In the last years, in the huge changes of global environment, the problem of surviving the services
revolution (global competition, automatization and self serving are combining with outsourcing and
offshorring leading the transformation) has increased the attention given to service business - as part of
services economy; beside the traditional business (financial, health care, educational, logistics and
transportation, of hospitality, and so on) some other segments are consolidating as well, the so called KIBS
(“knowledge intensive business services”), such as consultancy. A common characteristic of KIBS
companies is the critical role played by the customers in the service solution co-production with the service
provider, which could have a deep effect about both the delivered service quality, and the client’s final
satisfaction related to the service solution based on knowledge.
To survive the service revolution, service firms of all types must start defending themselves which is
about proactive, far-reaching, often draconian changes, focusing on customer preferences, quality and

161

Revista Economică

technological interfaces. Specifically, companies have to rewire their strategies to find new value from
existing sources; deintegrate and radically assemble their operational processes; and restructure the
organization to accommodate new kinds of work and needed skills. The driving forces behind the service
transformation refer to the industrialized information chain, and the necessity of realigning the firm strategy,
redesigning processes and restructuring the service organization.
Companies that spend time and money in understanding customer preferences and developing specific
services for niche customers will do well. This becomes even more important as firms move all or some
portion of their business on Internet. For example, a company that has done a good job of understanding
consumer behaviour while maintaining a unique niche is Edmunds.com.
Customers will increasingly seek to purchase from firms that offer end-to-end service. As competition
increases, customers expect service firms to anticipate their needs and deliver on them more than ever. Some
hotels, for instance, do everything possible to keep repeat customers from having to ask for anything.
Everyone knows what wine and snacks the customer prefers in the minibar, and how many pillows he likes
in his bed. It is clear that service companies should focus their efforts on overcoming the feeling of
disembodiment and depersonalization that technology has created between companies and customers.
The service company that best understands and anticipates customer’s needs, and delivers consistently
high quality service wins. To meet these challenges, top managers should realign the firm’s strategies,
redesign processes and restructure organization.
Realigning strategy. In attempting to link with customers directly, firms must overhaul their offerings,
cost structures, and competitive platforms to align with the shortened information chain and with the
changing demands and behavior of their customers. An outstanding example in this context is the global
publishing giant Thomson whose legal publishing divisions redesigned their strategies. In the days before
electronic publishing, the company printed and distributed paper-based information about US court
decisions, new bills and amendments. As courts started to publish materials electronically, the role of the
publishing firm began to be called into question. As a result, Thomson redesigned itself into an information
packaging and shipping company. Today, Thomson is positioned as one of the world’s dominant electronic
publishers of legal, tax, and accounting information, as well as being a leader in scientific and technical data,
learning, and assessment. This example shows clearly how technology changes the relationship between
sources, services, channels, and customers. And as the service becomes commoditized, competition
intensifies, and differentiation becomes vital.
Redesign processes. As the service revolution proceeds, companies have to understand their
information work processes and examine each stage of the process. In other words, processes need to be
much more specific and carefully managed than ever before. They must be closely synchronized with those
of other firms as well as with customers who may collaborate and participate in the producing output.
Because technological and infrastructure changes, competition, and industry restructuring are ongoing,
service companies need to constantly experiment their systems if they are to negotiate these changes in a
sustainable manner.
Restructuring the organization. Reorganization of processes necessitates organizational change.
Companies’ leaders must constantly redesign their organizations to adapt to new conditions, while ensuring
that the customer does not get lost in the process (is completely satisfied).
Dealing with industrialization realistically and creating an adaptive learning organization require new
skills. In order to make sure they understand the impact of new technologies, strategies, and channels on
customer behaviour, companies have to include skilled managers in new areas – a chief experience design
officer, a director of experience engineering, a chief of global service delivery etc. Also, technology experts
must be distributed throughout the company, rather than concentrated in a separate IT group. Then, managers
of partner relationships play an important role in the new structure and they have to learn to deal with new
global allies and companies. Finally, management must adapt to a more diverse workforce as the employees
of the new service company may be spread across the world. Some of these necessary skills are not new to
multinational service companies. But they may be very new to traditional service firms.
As a conclusion, the survivors of the service revolution will be those who really understand that
opportunities lie in removing and supplanting links of the information chain and also in understanding how
the chain is being restructured. Once they completely understand their own information chains, companies
must begin reorganizing strategies, processes, and people for the challenge ahead. So, being competitive will
be more and more difficult but the alternative could be a disaster.
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QUALITY AND VALUE - THE KEYS TO ACHIEVE CUSTOMER RETENTION AND
LOYALTY IN THE SERVICE SECTOR
Abstract: In today’s economy, being successful requires developing strategies that attract and retain customers over the
long term. With the continued growth of new competitors and the increasingly knowledgeable and demanding
consumer, achieving customer retention represents an absolute imperative for companies.
The “right” marketing strategy considers customers’ needs, wants and expectations to ensure customer
satisfaction and achieve customer loyalty. Our paper focuses on the critical conditions that must be fulfilled in order to
achieve customer satisfaction and long-term customer relationships. Quality is not an automatic guarantee of success;
it’s a necessary but insufficient condition of customer retention and loyalty. Value is critical to maintaining long-term
relationships because it includes the concept of quality but is broader in scope.
It is obvious that marketers have to face interesting challenges to develop long-term customer relationships.
We are trying to find a solution for managing customer satisfaction and achieving customer retention and loyalty.
Keywords: Relationship capital, loyalty, customer experience, CRM, customer centricity
JEL classification: M31

In today’s economy emphasis has shifted from maximizing market share to developing strategies that
increase customer satisfaction and retain customers over the long term. Customer satisfaction is the key to
customer retention. Fully satisfied customers are more likely to become loyal customers, even advocates for
the firm and its products and services.
It is obvious that marketers have to face interesting challenges to develop long-term customer
relationships. Quality is not an automatic guarantee of success; it’s a necessary but insufficient condition of
customer retention and loyalty. Value is critical to maintaining long-term relationships because it includes
the concept of quality but is broader in scope.
In 2004, the American marketing Association unveiled a new definition of marketing: “marketing is an
organizational function and a set of processes for creating, communicating, and delivering value to
customers and for managing customer relationships in ways that benefit the organization and its
stakeholders”. Getting loyal customers requires for the service companies to apply adequate marketing
strategies like: improving service quality; improving service differentiation confronted to competition
services/offer, distribution, and image differentiation; increase service productivity; motivate the personnel
to better serve the clients etc.
Quality represents a relative term because it can only be judged in comparison with competing
products or when compared with an internal standard of excellence. It is known that the total product
offering of any firm consists of the core product, supplemental products (extra features or benefits that add
value to the core product), and experiential attributes (image, prestige and brand), all of these representing
interdependent components. As a whole, service companies are working hard to deliver superior quality with
regularity. It is obvious that it is very difficult to get everything right or even most of the time. Service
quality also depends on issues like responsiveness to customer requests, consistent and reliable service over
time, and the helpfulness of the company’s employees. Delivering quality products requires that companies
deeply understand customers’ expectations, translate expectations into quality standards, uphold quality
standards, and don’t make promises that cannot be kept.
As we mentioned before, quality is a necessary but insufficient condition of customer retention and
loyalty. As a guiding principle of marketing strategy value is useful because it includes the concept of quality
but is broader in scope. Value represents a customer’s subjective evaluation of benefits - respectively, core
product quality, supplemental product quality, experiential quality - relative to costs - monetary costs, and
nonmonetary costs (time and effort customer expend to find and purchase services) - to determine the worth

164

Supliment Nr. 2 - 2009

of a firm’s product/service offering relative to other product/service offerings1. Good value depends on a
holistic assessment of the quality of the core product, supplemental products, and experiential attributes.
Most customers look at the collective benefits provided by the firm in their assessments of value. The overall
perception of value is driven by customer needs, expectations, and the sacrifices required in obtaining the
benefits provided by each service company. Taking into consideration all these factors, service firms can
enhance value by increasing core, supplemental or experiential quality and/ or reducing monetary or
nonmonetary costs. Also, this effort has to be based on a through understanding of customers’ needs and
wants, as well as an appreciation for how the service firm’s customers define value.
Customer satisfaction and customer retention
Although firms put enormous amounts of money and effort into loyalty initiatives, they often are not
successful in building true customer loyalty. Customer satisfaction is the key to customer retention. Fully
satisfied customers are more likely to become loyal customers, even advocates for the service firm.
The main ways in which firms can manage customer satisfaction and reach customer loyalty refer to:
understand what can go wrong; focus on controllable issues; manage customer’s expectations; offer
satisfaction guarantees; make it easy for the customers to complain; create relationship programs; make
customer satisfaction measurement an ongoing priority.
Today, many companies acknowledge the importance pf customers’ retention. According to a recent
study, by decreasing the loss of customers with only 5%, companies can improve their profit with 25 – 85%.
Unfortunately, many companies do not appreciate at the real value customers’ fidelity.
Achieving customer retention and loyalty - respectively developing long-term customer relationships represents an arduous process. In this process, the firm’s goal is to move the customer from having a simple
awareness of the firm and its product offering, through levels of increasing relationship intensity, to the point
where the customer becomes a true advocate for the firm and its products. At the ultimate stage, the firm
possesses the highest level of relationship capital. For example, Harley Davidson or Coca-Cola, Apple are
among the firms that enjoy a high degree of customer advocacy.
Considering CRM as the ability to build and maintain relationships with customers, suppliers, and
partners based on trust, commitment, cooperation and interdependence, it involves the creation of
relationship capital. This effort refers to finding ways to integrate all these relationships toward the ultimate
scope of customer satisfaction. Customer relationship management is a customer-centric business strategy
with the goal of maximizing profitability, revenue, and customer satisfaction. CRM can be defined as a
business philosophy aimed at creating and increasing customer value in ways that motivate customers to
remain loyal to the firm. It is about retaining the right customers.
CRM requires that firm looks beyond current transactions to examine the long-term potential of a
customer, being based on creating mutually beneficial relationships where each party provides value to the
other party.
CRM is an information industry term for methodologies, software, and usually Internet capabilities
that help an enterprise manage customer relationships in an organized way. For example, an enterprise might
build a database about its customers that described relationships in sufficient detail so that management,
salespeople, people providing service, and perhaps the customer directly could access information, match
customer needs with product plans and offerings, remind customers of service requirements, know what
other products a customer had purchased, and so forth.
According to one industry view, CRM consists of:
Helping an enterprise to enable its marketing departments to identify and target their best customers,
manage marketing campaigns with clear goals and objectives, and generate quality leads for the sales team;
Assisting the organization to improve telesales, account, and sales management by optimizing
information shared by multiple employees, and streamlining existing processes (for example, taking orders
using mobile devices);
Allowing the formation of individualized relationships with customers, with the aim of improving
customer satisfaction and maximizing profits; identifying the most profitable customers and providing them
the highest level of service;
Providing employees with the information and processes necessary to know their customers,
understand their needs, and effectively build relationships between the company, its customer base, and
distribution partners.
1

Ferrel, O.C., Hartline, D. Michael – Marketing strategy, 4th Edition, Thomson South-Western Publishing House,
2008, p. 354
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Stages and goals of Customer Relationship Development
Relationship
Stage

Goals of Customer relationship development

Some examples

Awareness

- Promote customer knowledge and education
about the product or company;
- Prospect for new customers.

- Product advertising;
- Personal selling (cold calls);
- Word of mouth.

Initial
Purchase

- Get product or company into customers’ evoked
set of alternatives;
- Stimulate interest in the product;
- Stimulate product trial;

- Advertising;
- Product sampling;
- Personal selling.

Repeat
customer

- Fully satisfied customers’ needs and wants;
- Completely meet or exceed customers’
expectations or product specifications;
- Offer incentives to encourage repeat purchase.

- Good product quality and
value-based pricing;
- Good service before, - during
and after the sale;
- Frequent reminders and
incentives.

Client

- Create financial bonds that limit the customer’s
ability to switch products or suppliers;
- Acquire more of each individual customer’s
business;
- Personalize products to meet evolving
customers’ needs and wants.

- Frequent customer cards;
- Frequent-flier programs;
- Broad product offering;

Community

- Create social bonds that prevent product or
supplier switching;
- Create opportunities for the customers to
interact with each other in a sense of community.

- Membership programs;
- Affinity programs;
- Ongoing personal
communication.

Advocacy

- Create customization or structural bonds that
encourage the highest degree of loyalty;
- Become such a part of the customer’s life that
he or she is not willing to end the relationship;
- Think of customers as partners.

- Customer events and
reunions;
- Long-term contracts;

Source: Ferrel, O.C., Hartline, D. Michael – Marketing strategy, 4th Edition, Thomson South-Western Publishing
House, 2008, p. 345

CRM can be considered from a number of perspectives. In summary, the three perspectives are:
Information Technology (IT) perspective, The Customer Life Cycle (CLC) perspective, and Business
Strategy perspective. We now consider the Business Strategy Perspective on CRM. From this perspective,
the model of CRM contains three key phases - customer acquisition, customer retention and customer
extention - and three contextual factors - marketing orientation, value creation and innovative IT.
1. Customer Acquisition is the process of attracting customers for their first purchase. So, the firm
has acquired its customers. Through market orientation, innovative IT and value creation the firm aims to
increase the number of customers that purchase its products and service for the first time.
2. Customer Retention - The customers return and buy for a second time. This is most likely to be
the purchase of a similar product or service, or the next level of product or service. Through market
orientation, innovative IT and value creation the firm aims to increase the number of customers that purchase
from us regularly.
3. Customer Extension – The customers are regularly returning to purchase from the firm. The firm
introduces products and services to its loyal customers that may not wholly relate to their original purchase.
These are additional, supplementary purchases. Of course once the loyal customers have purchased them, the
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goal is to retain them as customers for the extended products or services. Through market orientation,
innovative IT and value creation the firm aims to increase the number of customers that purchase additional
or supplementary products and services.
4. Marketing Orientation means that the wholes organization is focused upon the needs of customers.
Customer needs are addressed by the Three Levels of a Product whereby the organizations not only supplies
the actual, tangible product, but also the core product and its benefit, and also the augmented product such as
a warranty and customer service. Marketing orientation will focus upon the needs of consumers for all three
levels of a product. (note that “market orientation” and “marketing orientation” are not the same).
5. Value Creation centers on the generation of shareholder value based upon the satisfaction of
customer needs (as with marketing orientation) and the delivery of a sustainable competitive advantage.
6. Innovative IT is exactly that Information Technology must be up-to-date. It should be efficient,
speedy and focus upon the needs of customers. Although IT and/or software are not the entire story for
CRM, it is vital to its success. CRM software collects data on consumers and their transactions. Huge
databases store data on individuals and groups of individuals. In some ways, CRM means that an
organization is dealing with a segment of one person, since every consumer displays different purchasing
habits and preferences. Organizations will track individuals, and try to market products and services to them
based upon similar buyer behaviour seen in other individuals.
Companies are now talking about customer centricity rather than CRM and are receptive to the idea of
creating alignment across the business to ensure consistency in the customer experience, which means
developing all the non-IT capabilities as well as the obvious CRM ones. What customer-centricity means is
how the whole organization behaves towards customers, not just the touch points, the decision points, but
how the whole business is organized and optimized around the needs of the customer.
The perfect customer experience
Measuring customer loyalty and developing a retention strategy are critical to an organization's
success. The organization that understands and manages customer loyalty has a leg up on its competition. It
is very important to find the best strategies to build strong customer loyalty in the organization. It is required
to find out how to use the Web to better connect with the customers.
A customer experience is not just one piece of theater or a momentary delight. While those are great,
and a step in the right direction, real positive customer experience comes from companies who show they
care about the customer. Companies that have a memory (so customers don't have to tell their story
repeatedly) and really provide ongoing value to a customer understand that customers are truly the most
valuable entity of any business. Those companies treat their customers as not only their only source of
revenue, but as a scarce, valuable resource. When companies work this way we are much more likely to see
really terrific customer experiences.
Increasingly, companies are turning to customer experience initiatives to boost the bottom line, but it's
an effort that requires cooperation across the organization and extends beyond just CRM.
We consider that the two most important things for delivering the best customer experience are: a great
product, that emotionally connects with the customers and fulfills a basic need or desire; and a deep
understanding of the customer, an understanding that allows the firm to anticipate what they need better and
sooner than they know themselves.
To improve the customer experience, specialists advises focusing on projects that are doable and
critical. There are two things to keep in mind before embarking on a project. In order to improve customer
experience, the following key initiatives are necessary:
 Act on feedback: Companies that fail to respond to customer feedback are throwing away the chance to
increase the number of satisfied and loyal customers. Changes need to be deployed throughout the
company and communicated to employees and customers.
 Design processes from the outside in: Organizations need to identify which processes matter most to
customers rather than designing them with the objective of improving operational efficiencies.
 Act as one organization to ensure consistency: Companies need to ensure that information received from
a customer at one interaction is not forgotten in the next channel.
 Be open: Opening channels or extending hours are one way, but it can mean more, like building
communities. Organizations should be transparent and clear, open-minded and inclusive.
 Personalize products and experiences: Personalization can be complex, and complexity can mean costs
for the company. Companies need to beware of just evaluating the costs of personalization against the
sales benefits and to factor in the longer-term value of improving the customer experience when building
a business case.
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Alter attitudes and company behaviour: Employee actions are often the most powerful actions in a
customer experience. There are three ways to alter employee behavior: recruit the right employees;
ensure standards with policies, procedures and governance structures; and create training programs that
incent and can modify employee behavior.
 Design the complete customer experience: Organizations need to plan and design the customer
experience, rather than letting it "just happen".
It becomes obvious that companies that wish to be successful – but also those which want to survive
– need a new way of thinking: final success belongs to those which will put the customer in the centre of
their activity, and will offer him a superior value. These companies will focus on creating their own
customers – not only on creating products and services – and will prove their capacity of demand creators,
not only of products and services creators.
It’s very important to understand the consumer behavior, how customers buy products, what products
are purchased together and what is the meaning of a satisfied consumer experience – which can be defined as
the cognitions and feelings the consumer experiences during the use of a product or service; managers’ goal
must be the converting of merely satisfied customers into completely satisfied customers: only the
completely satisfied customers should be considered loyal.
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VIRTUAL TOURISM AS A NEW MASS MEDIA
Abstract: During the sixties, tourism has turned into a mass movement. By comparison with the mass media, we can
identify all basic characteristics of the latter: a location where the message is elaborated to be then spread through
specific channels of distribution bearing in mind the same goals. Moreover, tourism as mass media allows the "target"
to check the information on location during the trip, a kind of feed back that makes the information the more
trustworthy. Virtual tourism has brought new challenges
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Introduction
The topic “Visions of Sustainability “of ATLAS annual conference entailed me to ask myself which is
my vision on that subject. After a moment of meditation I found out that I have none. So, I started to ponder
over. From all the questions I asked myself and I realized that I have chosen some:
-What is tourism?
-What is sustainability?
-How can tourism be connected with sustainability?
I stop myself here, as the answers were quite unusual. The first one is about the meaning of “tourism”.
I. WHAT IS “TOURISM”?
Is tourism just a nowadays activity or has “travel” enlarged so far its meanings that we have to
determinate the meaning of these terms?
Main notice: the gap between different countries allows me to state that tourism (in its classical
meaning) is only for rich countries and people: we can not talk about tourism in Ethiopia, or Bangladesh, or
Afghanistan; there we can find travels of some minorities.
More complexes are the situations in the former socialist countries where, for a couple of decades
people have enjoyed mass tourism.
The main document after Rio might be “The Earth Council – Agenda 21 for the Travel and Tourism
Industry: Toward Environmental Sustainable Development” “ of the WTO and WTTC.
I shall elicit that the results on protecting environment (natural or the one built by men) are much
numerous than those concerning the maintaining of social and individual health on the faster nowadays and
coming reality.
Was there and is tourism a tool to offer social peace in the developed countries for their working
classes? Or must tourism protect the population against the nowadays stress and get it ready for resuming
again working (also only in the developed countries)?
How can it be considered a “tool” of personal and mass “sustainability”?
Term definition: This compels me to look about the meaning of the term “tourism”.
People use to think of good times, leisure and lack of work when saying “tourism”. Is “tourism” just a
way of spending free time? There are a lot of official or officious definitions. The variety of the definitions
might thus lead us to consider that "tourism" can be any trip made by anyone with any goal in view
(including “etc.” of the WTA definition). Therefore might terms like emigrations, illegal emigration, sales of
goods, foreign students also fall into this category? Can this “way of defining” tourism make us consider all
travels of all people and all their movements on account of war, famine, illegal emigration, political refugees,
sales of goods etc. and last but not least travels for "tourism purposes"?
All this being said, it is hard to admit that a sector of the world economy with an important turnover,
which involves one of three inhabitants of the Earth self-defines itself, by the term "tourism". This is why we
considered it necessary to expand the notion of tourism as we are going to use it further on, the broad
meaning of the term, because the basic characteristics of tourism are movement, direct contact with a new
space, a different "reality".
Let’s add the statistics’ problems: someone coming to Vladivostok is regarded as coming to Europe,
many illegal emigrants are traveling with tourist passports etc.

169

Revista Economică

But still this is not the subject of our theme. Plunging into history I have found out:
II. A NEW OUTLOOK ABOUT TOURISM ACCORDING TO ITS “HISTORICAL ARCHIVES”:
Looking to Europe’s history we found out along the centuries anything that people coming to Europe,
going around or just moving from one place to another inside Europe. Each with his own business: to make
fortune, to robe some rich people or places, to settle some dispute with others... After 1500 the „ travels” ‚
began to have one origin mainly: Europe. And one declared purpose: to Christianize the savage people for
the salvation of their souls. What had determined this process? Maybe the over population of Europe but also
the large number of opinions and variety of believes.
Mainly after 1700, after the great geographical discoveries some of the Europeans felt too tight the Old
World and crossed the Atlantic to meet a new chance. They "cleaned up" a large territory and built a new
society for themselves based on "present" on competition and on the slogan "in God we trust"
And they did it! The „fretting” of the new colonists is genetically: they built a vast economy, a high life
standard; but once that has been done they looked outside to find new opportunities. And they started to „
export” their way of life. And this put them face to face with other peoples.
They had worked hard to arrive here. The industrialization obliged the owners to take steps to protect
the population in all the developed countries. The Americans were much more skillful. By the beginning of
last century Ford had looked for a solution to make his business profitable: car production. He needed to
produce a lot of them but the buying power was fable. So he decided to increase the wages of his own
workers. This will change the whole economic system not only in America but also in the whole world. The
directness (or may be the lack of profoundness) of the “American style”, which is based on the power of the
USD determined them to adopt a new God: the car. The highways are covering US in order to satisfy the
fretting and the restlessness of this people of immigrants. The wide space of US got to be traveled
democratically and easily included by the working class. As the quantity brings small profits but numerous
they start to build hotels, motels, restaurants, service stations etc. for the new kind of “workers”: the tourists.
People started to work hard a whole working week to spend a weekend: but during the weekends other
people (or the same) worked to serve the tourists and the tourists money multiplied and accelerated labor and
profits.
A new social phenomenon was born: the mass tourism. But only for the rich countries (and, for some
time, for the socialist ones, as a result of the competition between systems)!
- Was mass tourism a way to push the economy?
- Was mass tourism a way to reward the peoples of the Western countries?
- Was tourism a tool of maintaining the physical health in a world of growing stress?
The answer is YES.
After the 2nd WW there were a lot of young men who were dismissed of the army and had to go home;
but their women were working in their former factories. There was a need to find an issue for the labor
market. Some of the people got into the mass tourism industry: to serve the occupation armies, to serve the
working class… earning not enough for a fine living but satisfactory for a normal life. More, there were huge
investments made in the aviation industry. And the people working in that sector were top qualified. And the
cold war was getting near. A solution had to be found out: cheaper charter flights. And IATA took the charge
to open the skies over the border through the “liberties of the air” and to make new rules for airfares.
III. TOURISM AS MASS MEDIA:
Some major characteristics of tourism as mass media, some attributes in this respect: during the sixties,
tourism has turned into a mass movement. By comparison with the mass media, we can identify all basic
characteristics of the latter: a location where the message (information) is elaborated to be then spread
through specific channels of distribution bearing in mind the same goals. Moreover, tourism as mass media
allows the "target" to check the information on location during the trip, a kind of feed back that makes the
information the more trustworthy. The phenomenon is similar in all the three main fields of tourism activity:
incoming, outgoing and domestic. We may therefore consider tourism as a means of mass communication.
This allows me to state: "Since a very young age, the child has been getting accustomed to holidays.
Then, out of desire, alluring brochures to the holiday itself, we create the image, the illusion of happiness.
We sell to them their remembrances. We are endowed with most effective means of persuasion. This is the
result of our being continuously in the immediate contact with life and reality, but the reality as we present
it".
Tourism is a means of mass communication. Of all mass media it is the most powerful one due to its
range and especially its force: it is governed by the "principle of Apostle Thomas: touching is believing! This
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force is being ignored because it doesn't bring a quick return on investments; the future is sacrificed for the
sake of the present. The power to awaken the sense of history and values is lacking.
Tourism is a means of communication as it facilitates:
- transmission of information in view of a predetermined scope.
- contact of the "target" with a certain culture / society with a great potential to influence shaping the
targets view on the subject.
- proves and supports a certain standard of living as a result of a long-term social contract
Summing up, we may conclude that tourism, both in the "classical" and "broad" meaning of the world
is a very powerful means of information transfer about "communities, people, their history, present and
future by direct contact and therefore very effective. Involving a great number of people and having a mass
character, this channel of information distribution has come to be considered a very powerful and persuasive
means of communication.
And this is straggly connected with “sustainability” that part which we call “the life of groups (social
living) and individuals”. But once again only for the rich countries! For the poor ones just a dream or a
chimera!
VI. WHAT IS “SUSTAINABILITY”:
To be honest, I asked myself what I mean by sustainability. To my surprise I find out that:
When talking about sustainability we use to call into attention several topics that I shall group on two
categories:
- the nature and the man made environment
- the life of groups ( social living ) and individuals
both of them in interaction.
First observation: we have a wider literature about the first but fewer about the last.
Second observation: people were afraid of men’ action on the nature for a long period; in Antiquity,
Middle Age, and modern times: the closer we are, the more intense the anxiety is; maybe as the information
is larger. Now, we can call the solutions to this fear as “sustainability”.
Third observation: if we can observe improvements on nature and men made’ environment (like
cleaning areas of pollution, non-polluting industries, conservation of resources, etc), it is much harder to see
the changes of the matter on social life. I shall cote, for the last, the translation of the protests from “green
peace“ to “globalization”.
Key observation: when teaching economics we focus on economies during peace time. Very few
manuals about war economy, its rules and management etc. And also, of similar importance, about the time
of transition to the war economy or to the peace economy. I’m pointing out that this state of the economy
takes more than half of the time and energies of mankind. And mankind has just started the war against
terrorism, a war as long as it needs to be won. This is bad for tourism. Can issues be founded? The WTA
state that the tourism activities increased this year in spite of the cost for protection and the fear of tourists.
No more argument!
Forth observation: the development of the production and distribution system is such a speedy one that
the human being and the human societies can hardly keep the rhythm with. We generally agree that
“sustainability“ is at least of the same importance for the human being health and social long time
harmonious development, as preserving the nature.
V. POSSIBLE OPTIONS TO USE TURISM AS MASS MEDIA TO SUPPORT THE SUSTAINABILITY PROCESS
The “City of Babel “ is burdened with information. “ Touching” the reality might lead to a common
language. Tourism can avoid the classic mass media’s manipulation and sustain the safe mind of younger
generations.
At the horizon of 21st century a global world is outlining. It is based on information (which shall
become the very "skeleton" of human world), the system of wealth (capitals, financial in and out outflows
etc.), economic system (which will be more interconnected), politics (which is bound to salvage human
permanence, the only rescue being collective endeavors and open dialogue) and the parallel word of images
that will configure a new cultural environment. Communities (ethos), people have only two choices left:
either to devour themselves after the principle "homo homini lupis" (a principle with strong European roots)
or to lay the foundation of a new global "empire" of goodwill and love (the Christian principle, of European
origin as well). It will be very difficult for Europe, for its communities (ethos) and people to keep up its
status in the tough competition at the turn of the millennium. And precisely tourism as mass media (both in
its classic and informal version, the latter being the subject of present argument) shall be a conclusive
evidence, a tangible proof for the world and deeds that Europeans will suggest to people all over the world.
Through it, anyone, of whatever community, will be able to rediscover the European value of the New
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Testament (Will) and as Apostle Thomas, touch and believe reality within a new dimension, a parallel world,
by tourism.
Purposes that can be reached by using tourism as mass media for sustainability process:
in the tourism business
- to get more jobs from the incoming, the outgoing or the domestic activities
- to develop certain areas, activities or means of production
- to rise the standard of living and / or cut down social costs, for instance: by developing balnearyclimatic therapies in spas the consumption of chemical medicine will decrease
to turn weekends into earning days
in political or social areas:
- win sympathy or interest
- offer compensation as a reward or escape way
- the opposite of the first two assertions
to avoid using tourism a mass media for manipulation
VI CONCLUSIONS
I have started to study tourism from another point of view: as a means of mass communication. As we
have seen, the area is huge and there is no such thing as a scientific research in this field.
In a global world we have to live globally. But integration cannot be achieved without learning the
rules of the world tourism, without learning and respecting its rules of conduct. Especially since we cannot
ignore the fact that the outcome of tourism stretches out towards the future. The perceptions of the present
sublimate, remembrances are part of the past, a past that will influence future actions. Tourism is not only a
lecture about others but it also determines what attitude we will have towards the others, how we will live
together. Our world, the one created by the producers of tourism is a global empire, a single community: the
human race, presented with all its distinguishing elements, with its past, its present and its hopes.
The way we present the world we are simultaneously physicians and wizards and businessmen. And
now, as the world is shaking under the desire for power and greatness, under blood, famine or disease we
find ourselves among the few ones capable to heal the wounds. This is why I think we should ponder over
this new dimension of our craft, the outcome of our actions. In the struggle for the money, glory, power or
organizational perfection we shouldn't break that imaginary vow of Esculap we ought to have made before
we set off in this business.
And this means sustainability: the safe life of the human race (at least of rich countries).
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PARTICULARITIES OF HYDRO TOURISM ON ROMANIAN SEASIDE. A STATISTIC
ANALYSIS OF THE SEASONAL CHARACTERISTIC OF SEASIDE HYDRO TOURISM
AND WAYS TO DIMINISH THIS FEATURE

Abstract: Raising the bid of Romanian hydro tourism should be a major objective for everyone involved in the
organization and development of this form of tourism.
Situations of the strain to diminish the implications of the seasonal concentration of touristic activity during
certain periods of the year and season extension are as old and common as tourism itself. The fact of touristic activity
concentration and the necessity to attenuate the seasonal characteristic of tourism are much more striking nowadays.
These are the result of both the increase of tourists number that travel during full season and of service providers
efforts to extent season activity.
The major objective of this research is to raise the bid of hydro tourism on the Romanian seaside, and at the
same time, the elaboration of a complex statistic study regarding seaside hydro tourism particularities and mostly, the
obvious seasonal characteristic of this activity, the effects of seasonal hydro tourism on the seaside, on general seaside
tourism, as well as the means to reduce the seasonal feature.
In order to statistically analyze the seasonal feature of hydro tourism on the seaside we have used statistic
methods such as the chronological series, as well as the analysis of seasonal feature by means of analytic functions that
adjust the chronological series. A choice of the best adjustment function for the analyzed phenomenon has been the
graphic representation of data series.
Key words: Statistic analysis, chronological series, seasonal feature of hydro tourism.
JEL classification: L8 – Industry studies: Services; L83 - Tourism

Raising the bid of Romanian hydro tourism should be a major objective for those involved in the
organization and development of this form of tourism. A strategic capitalization of Romanian hydro tourism
shall lead to its re-establishment on both intern and international market. The success of this action depends
on determined commitment of the authorities at the macro and microeconomic level, and economic and
social effects shall be representative not only to Romania but also to the other countries member of EU,
whose member we are since 2007.
Defining adequate strategies for Romanian hydro tourism should start from a good knowledge of
hydro tourism potential, its present degree of capitalization, as well as the economic, social and political
background that influence the evolution of Romanian tourism in general and hydro tourism in particular.
Taking into consideration particularities of tourism on the Black Sea shore, it is necessary to pass
from an intensive short-term use of existing infrastructure, to extensive planned all through the year use of it.
This may improve both the degree of infrastructure exploitation and the efficient capitalization of
accommodation areas.
The ever increasing level of expectation of tourists for a superior quality of tourism sets us to
maximize the capitalization of the whole touristic potential of the seaside, to apply all known strategies in
order to meet every tourist’s preference, both Romanian and foreign.
If we are to take into consideration keen touristic competition in Europe or worldwide, then it is
necessary to make efforts to provide our tourists with up-to-date pleasant and attractive facilities, to appeal
especially to those with higher income and level of expectation, to inspire them to choose Romanian seaside.
Seasonal variations of touristic activity are those determined mainly by the conditions of the balance
between supply and demand and are defined by a great concentration of tourists during certain periods of the
year, while significant drop or even full stop of touristic activity takes place in the rest of the year.
In addition, the more or less constant frequency of seasonal variations determines in the economy of
tourism more pregnant alterations than it would in other economic fields, the emphasized seasonal
characteristic leads to an increase of the cost price of services and reduced profitability, by inducing, in many
cases, unequal development of different areas of touristic interest.
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According to natural environment, geographic position of the territory in the intern and international
touristic circuits, the degree of attractiveness and diversity of the service supply, there can be three basic
alternatives of the seasonal characteristic of touristic activity such as:
attractiveness to tourism focuses on a main season that is time limited; summer season in the seaside
area of the Black Sea is characteristic to this alternative and most wanted by tourists, with some fluctuations
during June and September and a climax in July and August;
touristic activity is focused on two main periods of the season that have different duration and also
different demand frequency. Mountain resorts are characteristic for both winter sports and summer tourism.
In these resorts a high presence of tourists is recorded during the snowy months (end of December –
beginning of March); a demand also exists during the warm season (since May up to September);
touristic activity does not show seasonal concentration, tourists’ presence is relatively linear along
the entire year. Balneary and climatic resorts are characteristic for this alternative, where spa medic-assisted
treatment is provided all through the year and urban centers where touristic activity is also permanent.
(Congresses, fairs, exhibitions, transit traveling etc).
In order to measure the influence of the seasonal wave, one should know the periodicity of variation
according to which the monthly or trimestral statistic data are going to be recorded. Seasonal feature analysis
includes the trend components, the seasonal and random components on whose basis the seasonal
coefficients are determined.
For a statistic analysis of the seasonal feature of seaside hydro tourism, we used analytic methods of
adjusting the series according to the method of small squares. The choice of the adjustment function that best
corresponds to the analyzed phenomenon has been made by graphic representation of the given series.

1.1 Statistic analysis of the seasonal feature of seaside hydro tourism in Saturn resort
In order to obtain seasonal coefficients, a synthesis of the seasonal components has been done at the
level of trimesters, along three years, according to data in table 1 as:
The evolution of tourists’ number in Saturn resort, according to trimesters 2004 -2006 Table 1
Trimester
2004
2005
2006
I
974
821
947
II
5032
4267
3790
III
8667
6985
6542
IV
845
837
985
Total
15518
12910
12264
Source: Data that have been personally gathered and processed from CP Saturn
The seasonal variation comes out of graphic representation of the data series, according to trimesters.
The lines that link trimestral values of the three years show that the development tendency obtained by
eliminating seasonal influence has a straight-line shape (see picture 1).
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Seasonal variation of tourists’ number during 2004-2006

So, the chronological series shall be adjusted by using the straight line equation yt=a+bt, with the
condition that time variation sum should be void ( t=0).
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Applying the method of the small squares in order to estimate the parameters of the adjustment
function and taking into consideration the reduction of t=0, the system of normal equations that is

 na  b t i   y i
 na   y i
becomes 
, and then a 

2
2
a  t i  b  t i   t i y i
b t i   t i y i

y
n

i

and b 

To make the calculus, we shall use the data in Table no. 2:
Calculus of the seasonal variation of hydro tourism on the basis of adjusted data
No.
No. of
Time
t yt
Yt=a+bt
t2
tourists
variation
yt
t
1
974
-11
2
5032
-9
3
8667
-7
4
845
-5
5
821
-3
6
4267
-1
7
6985
1
8
837
3
9
947
5
10
3790
7
11
6542
9
12
985
11
total
40692
0
Source: personally processed data

121
81
49
25
9
1
1
9
25
49
81
121
572

-10714
-45288
-60669
-4225
-2463
-4267
6985
2511
4735
26530
58878
10835
-17152

t y
t
i

2
i

i

.

Table 2
Seasonal feature
indexes

3720,78
3660,82
3600,82
3540,9
3480,94
3420,98
3361,02
3301,06
3241,1
3181,14
3121,18
3061,22
40692

yt
Yt
0,26
1,37
2,41
0,23
0,24
1,25
2,08
0,25
0,29
1,19
2,09
0,32
-

After solving the equation system, the two parameters a and b are the result and this leads to the
following trend equation: yt=3391-29,98t. The adjusted values are calculated in the 6th column of the table 2
and the seasonal indexes in the 7th column of the same table.
In order to measure the degree of the seasonal characteristic by taking into consideration the linear
trend, these reports shall also be recorded in a table to further calculate trimestral averages and seasonal
feature indexes. (See Table 3):
Calculus of seasonal feature indexes by linear adjusting in Saturn resort
Trimester
2004
2005
2006

Trimestral
average

yi

I
II
III
IV

0,26
1,37
2,41
0,23

0,24
1,25
2,08
0,25

0,29
1,19
2,09
0,32

0,26
1,27
2,19
0,27
0,99

Table 3
Seasonal
feature
indexes

yt
y0
0,26
1,28
2,21
0,26
4,00

Source: personally processed data
Out of the analysis of seasonal feature indexes of hydro tourism in Saturn resort, there is drawn the
conclusion that the third trimester appeals to most tourists, and the seasonal feature index has the highest
value, that is 2,21, followed by the second trimester with an index of 1,28; the other two trimesters mark the
weakest touristic season.
1.2 Statistic analysis of hydro tourism seasonal feature in Techirghiol Hydro Resort
In order to calculate the seasonal coefficients in Techirghiol Hydro Resort, the number of patients
has been recorded that came for hydro treatment along two years, which are 2005 and 2006 (see the table.4).
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Evolution of the number of patients in Techirghiol Hydro Resort Table 4
Trimester
2005
2006
I
1120
1090
II
4210
5040
III
7340
6387
IV
1172
985
Total
13842
13502
Source: data gathered from Techirghiol Hydro Resort
Out of the graphic representation of the trimestral series of data, the seasonal feature variation is
obtained. The lines that link the trimestral values along the three years show that the development tendency
obtained by elimination of seasonal influence has a straight-line shape (see Picture 2):
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Seasonal feature variation of the number of patients in 2005-2006 Picture 2
Chronological series shall be adjusted by using the straight-line equation yt=a+bt, with the condition
that the sum of time variation shall be void ( t=0).
In order to make the calculus we shall use the data in Table 5:
Calculus of seasonal feature variation of hydro tourism on the basis of adjusted data
Table 5
2
No.
No. of
Time
t
y
Y
=a+bt
Seasonal
feature
t
t
t
patients
variation
indexes
yt
t
yt

Yt
1
1120
-7
2
4210
-5
3
7340
-3
4
1172
-1
5
1090
1
6
5040
3
7
6387
5
8
985
7
total
27344
0
Source: personally processed data

49
25
9
1
1
9
25
49
168

-7840
-21050
-22020
-1172
1090
15120
31935
6895
2958

3294,73
3329,95
3365,17
3400,39
3435,61
3470,83
3506,05
3541,27
27344

0,34
1,26
2,18
0,34
0,32
1,45
1,82
0,28

After solving the equation system, the two parameters a and b are the result and this leads to the
following trend equation: yt=3418+17,61t. The adjusted values are calculated in the 6th column of the table 5,
and the seasonal indexes in the 7th column of the same table.
In order to measure the degree of the seasonal characteristic by taking into consideration the linear
trend, these reports shall also be recorded into a table to further calculate trimestral averages and seasonal
feature indexes (See table 6):
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Calculus of seasonal feature indexes by linear adjusting in Techirghiol resort
Trimester
2005
2006
Trimestral average

I
II
III
IV

0,34
1,26
2,18
0,34

0,32
1,45
1,82
0,28

Table 6
Seasonal feature indexes

yi

yt
y0

0,33
1,36
2,00
0,31
1

0,33
1,36
2,00
0,31
4

Source: personally processed data
Again in the case of Techirghiol Hydro Resort, the highest index of seasonal feature is recorded in
the 3rd trimester, that is of 2,00 that marks the climax of the season that is specific the touristic activity of the
Romanian seaside, followed by the 2nd trimester with 1,36.
1.3 Seasonal feature effects on seaside hydro tourism and the possibilities of attenuation of the seasonal
climax and consequently the reduction of its effect on economy
Seasonal feature of the tourism presents a series of particularities in comparison to other sectors of
economy, owing to a high influence of the natural conditions, non-stowage character of touristic services and
their rigid supply.
Thus, the abnormal proportions of seasonal concentration of tourism, both nationally and
internationally.
Seasonal feature of touristic activity on the seaside has large implications from the point of view of
its organization, and especially from the economic point of view.
In this way, the time an investment paid off was much longer than the rest of investments in the
country.
This economic effect was obvious, taking into consideration that the infrastructure exploitation was
short of about four months a year. Moreover, the level of yearly expenses is high enough because of
advanced wear as an effect of intensive exploitation on short term and the natural factors (salt and moisture
environment).
Thus, the lack of tourists out of season (lack of income) and on the other hand, the increase of
expenses for maintenance and repairs had negative influence.
The conclusion is that in order to achieve the yearly benefit to pay off the investment, it is necessary
to compensate all these expenses all through the summer season that sometimes can be very short.
After mentioning the above, it becomes clear that summer season extension has a great economic
importance to the hospitality facilities and to restaurants on the Black Sea shore.
As regards the social importance of season extension we can refer to a majority of the hotels and in
general to an entire infrastructure that is less used and yet available to people for treatment and even for rest
and relaxation.
Extending the existing treatment facilities, taking advantage of the natural resources presence, that is
the mud, salts, sea aerosols and the construction of new heated accommodation places, of modern
entertainment facilities, then, a large amount of possible tourists would choose the Black Sea side.
Moreover, the construction of heated buildings, such as sport halls, closed swimming pools, medical
sport and fitness rooms would appeal to visitors from nearby cities on the seaside in order to spend the
weekend.
With increased efficiency, even cultural or scientific manifestations with both intern and
international purpose may be organized.
An important way to increase economic efficiency of touristic activity on the seaside is the extension
of season so that it can overcome the limit of 120 days as well as the appropriate exploitation of heated
spaces out of season.
By extending the season we refer to April, May, September (the second half) and October, that are
months with a low degree of exploitation of accommodation.
In this period, it is necessary to strongly advertise tourism so that it may appeal to those who cannot
stand sunshine during July and August and who need marine aerosols. May, September and October is ideal
to this touristic category.
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In addition, the extension of touristic season by cost price differentiation would be a very important
way to make seaside tourism more efficient.
Consequently, during full season we confront with a request for touristic product that goes much
higher than touristic supply, accommodation facilities are overwhelmed, 100% booked off, public restaurants
are making efforts to satisfy the needs of the tourists and the entertainment means are overbusy.
Unlike this period, during out of season the touristic demand is low and touristic supply is
quantitatively higher. Thus, a series of measures should be taken by tourism providers, on the account of
touristic intake facilitation, by means of cost price reduction for accommodation and restaurant out of season.
Appealing to a higher number of tourists out of season, by advancing low prices shall bring
additional income, not to mention other advantages such as permanent personnel, continuous exploitation of
infrastructure and so on.
Another way to reduce the seasonal feature of seaside hydro tourism would be an increase of the
interest for touristic objectives of the seaside especially out of season.
Two main aspects can obtain this interest increase for Romanian seaside out of season: modern and
diverse form of hydro tourism by a wide capitalization of the natural factors that are specific to the sea area
and enhancement of the range of entertainment actions that are capable to satisfy the expectation and
preferences of tourists.
To these natural qualities of the seaside, some specific factors for the development of hydro tourism
are added such as: the present worldwide trend to replace medical treatment of health conditions with natural
cures, the trend to combine plain tourism with hydro tourism, the development of social balneology, a
continuous increase demand for geriatric treatment.
Taking into consideration the above-mentioned, we may say that seaside hydro tourism infrastructure
is still insufficient and there is also a difference between the number of beds in the heated area and the
number of treatment procedures per day that a facility can provide.
There is a need to enlarge the range of treatments so that the hydro touristic service lifts to the level
of worldwide requirements: organization of beauty centers using combined treatment of natural mud and
cosmetic products like Gerovital, obesity treatment tours; Mangalia resort provides conditions for these
treatments thanks to the quality of meso-thermal waters, installation of portable solaria to be used in the
rooms that can imitate summer sunshine all through the year, building of wellness cabinets that comply to
international standards and trends.
A very attractive entertainment alternative during the season and out of season would be the
development of private clubs, less crowded with entertainment and recreation possibilities, not so noisy.
Development of such clubs may provide the tourist with the chance to feel good by playing games, chess or
by organization of dance soiree, tombola, or other kind of surprises. Such club is necessary mainly out of
season when tourists are not likely to walk around the resort because of bad weather while a stay in the hotel
room is much too dull.
Taking into consideration the pleasant recreation while having treatment, then, the choice for
vacation out of season would be much likely for the years to come.
Another way of reducing the seasonal feature of hydro tourism would be the organization of fairs,
exhibitions, congresses in the hydro resorts out of season thus developing business tourism along with hydro
tourism.
Organization of congresses and seminaries in the resorts on the Black Sea shore out of season may
bring the visit of important clients with a high standard of living and high expectations. This requires
investments and modern facilities with conference rooms with electronic equipment inside the hotels, as well
as room improvement so that the visiting participants are completely satisfied.
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BUSINESS INTELLIGENCE INSTRUMENTS TO ANALYZE PROFITABILITY ON
CUSTOMER, PRODUCT AND LOCATION
Abstract: The main purpose of any business is the profit and therefore all general coordinates of its management
should be known and understood. To optimize the economic performances of a business it is necessary to implement a
financial management system, represented by a series of internal reports, adapted to the managerial team’s
requirements. The premises of such a successful system are managerial (specifying the report types), technical
(information systems) and relational (interdepartmental communication). Using the economic analysis reports, the
processes may be investigated from the economic, results and consumed resources (in a predetermined previous period)
points of view. The strengths and weakness of a company may be identified using such permanent analysis. These
reports may be completed in a very short time using the business intelligence instruments (BI).
This papers deals with the application QlikView as a BI solution that provides all relevant information to make
proper decisions. QlikView is a dynamic and flexible solution, compared to the usually static business intelligence
solutions. It allows access all information any time and provides complex analysis. This paper shows a few
exemplification reports of profit analysis within a distribution company.
Keywords: Profitability, business intelligence, analyze, customer, product
JEL Classification: M21

Valuable information has been registered in operational databases, as those of the accounting
information system. But usually this information is difficult and almost impossible to use. To perform the
managerial duties of an organization (forecasting, organizing, coordinating, training and controllingevaluating) on terms of competition and uncontrolled change of market parameters, means to use some
information products able to meet the requirements of time in making decisions, as well as to identify some
possible decisions from which to choose the optimal one. Because the existing reporting systems did not
cover all fields of interest within an in-depth analysis of a business process, some business intelligence
solutions (BI) were developed. Business Intelligence (BI) is a concept that brings fundamental changes to
any company: a new organizational model, new internal processes, a new architecture for the specialized
information solutions. The use of a Business Intelligence solution should not be limited to a single
department or group within a company. Each department may use specific capacities of such solution.
- The IT department provides the necessary operational systems for the other departments. Report
generation has been the IT departments’ traditional responsibility, but they should be released from this
burden and provide, in exchange - with minimum time, information resources or outfit – an analysis and
reporting solution for all the other departments, so that they get quickly the necessary information.
- The financial department uses the Business Intelligence capacities to analyze data, generate reports
and financial statistics, and make financial decisions with them.
- The logistics department may anticipate demands and estimate inventories.
- The marketing and sale departments may estimate sales, profitability and analyze the market
behaviour on brands (groups of products) and distribution channels (groups of customers).
The application QlikView, an extremely efficient instrument, performs a wide variety of analyses. I
used it to develop a BI solution through which any piece of information that exists in the company’s database
may be used and interpreted in an integrated context.
Any user/ manager may settle his/ her own set of analyses and value consequently that vital
information to fulfill his/ her responsibilities. Thus the decisions of each department are based on accurate
analyses that use efficiently all available information of a company.
The graphic interface provides a high interactivity for the users. A few mouse clicks access
immediately general or detailed information.
A distribution company was chosen to show this by example. This company has many diversely
located deposits and supplies many customers all over the country. A few calculus sheets were generated by
the application QlikView to make a complex analysis of the company’s profit. The profit of a company
represents the difference between the total r
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evenues and expenses. To evaluate the profit objectively, the premises should be analyzed periodically as
well as the ways to earn profit. To simplify the analysis model, the fixed expenses were not considered, and
the sale prices showed only the net value, with discount. The data were changed for these tests, but they keep
a real proportion.
The structure of the commercial profit on product groups, distribution channels, sale areas, clients,
etc. is analyzed hereupon. The results of these analyses will generate specific objectives, strategies and
commercial policies to maximize sales and commercial margins.
The above mentioned commercial and financial information must be found again as periodic
managerial reports that lead to a dash board for the general management of this business.
The database contains information regarding the products, customers, invoices, groups of products,
groups of customers, deposits, customers’ locations provided by the primary documents of the company. The
reports are various and may be achieved by changing the graphic type or by using multiple selection criteria:
the reporting period, data product (product, group), certain customer or sale place. The data are presented as
groups, according to the reporting period (day, week, month, year, period). The reports take the form of a
table or a graphic and may be visualized and printed directly from the application, or they may be exported
to Excel for later processing. Using the information from the processed database, the following calculus
sheets were projected:
1. The margin on regions shows graphically the margin of each deposit in the selected period. The
simple or multiple selections from the tables attached to the graphic (figure 1) provides a precise image of
the margin:
- for a certain period of time (daily, weekly, monthly, yearly, over more months);
- for a certain group of products or for a certain product;
- for a certain group of customers;
- for a certain type of customers (partners or non-partners);
- for a certain sale place.

Figure 1 – The margin map
2. The margin analysis on product and customer. The in-depth analysis of the company’s total
margin means to study the main product margins and to establish the influence of direct and indirect factors
on them. Figure 2 may provide the margin analysis on customers for a certain period of time (year, month,
day) and also the product margin by selecting the attached menu.
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Figure 2 – The margin on customers for a single month
Comparisons between the margin and value for both products and customers may be
achieved, too (figure 3).

Figure 3 – Margin-Value comparisons
3. „What-If” evaluation. This report shows how the margin value changes if the product price and/
or quantity change (increase or decrease).
The managerial decisions on sale prices should consider the two components of the sale price:
o the purchase price of the goods;
o the commercial margin.
The commercial margin, also known as the commercial addition, should be settled as to allow cost
recover with good circulation, including the taxes regarding the good circulation (the value of product
shipment, depositing and valuation, the market taxes, etc.) and gaining a certain profit.
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The manager of a company has to make simulations to change the prices, the quantity to sell or the
purchase costs.
For example:
 if the purchase cost increases with a number or percents higher than the increase percent of the
product price, the margin will increase; otherwise, the margin will decrease;
 if the quantity and price increase, the margin will also increase;
 if the purchase cost increases more than the price value, the product quantity has to increase
considerably so that the margin increases.

Figure 4 –„What If” evaluations
4. Estimates. This report provides estimates on the quantity to sell, the value and the margin as
follows: let’s consider a number of days in a month (for example 6 days from August 2007) and the values of
the three dimensions (quantity, value, margin) and determine the values of these dimension at the end of the
month.
Figure 5 shows the estimates for August, as well as the quantity, value and margin data for June and
July.

Figure 5 - Estimates
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5. Comparative evolution. The comparative evolution between the margin and the number of
sold products for a certain period (day, week, month, semester, year) is made on two axes. Notice that the
margin value depends strictly on the number of sold products (figure 6). At the same time, other comparative
evolutions may be analyzed: between the margin and the sold quantity, between the margin and the average
price, between the margin and the number of customers, etc.

Figure 6 – Comparative evolutions on two axes
Conclusions
Profit maximization is the premise to attain the strategic objectives for any economic agent, and
therefore an in-depth analysis is necessary to identify the ways to increase this indicator.
A careful examination of these reports generates a series of questions as the following:
 Which are the relations to establish the minimum sale price of a product and the minimum value
that lead to profitability increase, and which is the product portfolio that generates a high enough margin?
 How can a company reduce the area that shows loss?
 Which are the factors that influence the balance point between revenues and costs and what loss
free actions should be taken?
When such solution is to be implemented, one of the questions that might occur refers to the
possibility to customize the application according to the company’s needs and objectives. The answer is
positive and represents also one of the main advantages such application provides.
Further possibilities to take control over the business practices and processes, to improve the analysis
functions in due time for metrics and performance indicators are benefits provided by a Business Intelligence
solution the managers are aware of. Given the present competition economy, such solution implementation
goes beyond the competitive advantage and represents a necessary condition to survive on the market.
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ADAPTING THE CLIMATIC METHODS OF RAINFALL ANALYSIS TO THE
DEMANDS OF TOURISM IN SIBIU AND PĂLTINIŞ

Abstract: It is generally accepted that climate is an important part of a region’s tourism resource base, but its role in determining
the suitability of a region for tourism is often assumed to be self evident and therefore to require no elaboration. Relatively little is
known about the effects of climate on tourism. And even less is known about the economic impact or significance of climate on
commercial prospects for tourism. The whole area involving climate related-criteria which people use to make decisions about
tourism is largely unresearched, but highly relevant to a variety of applications. Thus far, much of the research on climate has
been superficial in that relationships between climate and tourism are assumed rather than observed and seldom objectively
tested. Moreover, the research is largely devoid of any clearly structured conceptual frameworks that embrace important theory,
paradigms, processes and interactions. These frameworks are important because they provide a basis for data generation,
hypothesis testing and further theory generation. Without this, it is difficult to develop coherent research methods, and to develop
models that constitute a bridge between the observational and theoretical levels that can assist in building a coherent knowledge
base for understanding, explanation and prediction.
In this period of major climate changes, the economical and managerial problems concerning tourism are deeply
connected to environmental conditions. Climate is a resource for tourism and as such it can be measured and evaluated. The
precipitations are one of the most important factors, with great impact in the tourism domain. The physico-geographical reality
presented in the analysis of rainfall excess and deficit in Sibiu showed that the system operated according to certain mechanisms
and processes, and in between certain coordinates, under the influence of different causal factors that vary in time and space.
The analysis of the periods with pluviometrical surplus can be done using the Hellmann’s method. This approach allows the
identification of a possible ciclicity of the episodes with flooding and of those with drought, for a good prognosis in the tourism
activities. .
Key words: Precipitations index, tourism, pluviometrical surplus, pluviometrical deficit, rainfall influence
JEL classification Q54

Introduction
In this period of major climate changes, the economical and managerial problems concerning
tourism are deeply connected to environmental conditions. Climate is a resource for tourism and as such it
can be measured and evaluated. An index approach is required for this task because of the multifaceted
nature of weather and the complex ways in which weather variables come together to give meaning to
climate for tourism. The precipitations are one of the most important factors, with great impact in the tourism
domain. The tour operator is very aware of the fact that extreme values of the climatic elements (the long
exposure to solar radiation, to cold or hot weather, to great humidity or drought, to strong wind and low
atmospheric pressure) can represent a major stress factor for tourists. At the same time, some of the
meteorological variations can also be considered as being stressful for the human body.
The climate of a region represents the pluriannual regime of weather conditions, characterizing a
certain region, being determined by the solar radiation, the character of the active surface and the general
atmospheric circulation. Therefore, the climate is characterized by a certain stability and it is one of the
components defining a geographical area.
The analysis of the excess rainfall periods can be done using the Hellmann’s method. The perception
in case of periods with pluviometrical surplus is that of a major hydrological risk, due to the violent or
progressive way of manifestation, while the droughts are perceived as being less harmful phenomena. The
Hellmann’s index is also used to study the drought “in situ” or on a regional scale, because it gives the
possibility to analyze the frequency, length and intensity of the phenomena.

I. General considerations
Tourism is one of the world’s biggest industries. It is also the fastest growing. For many regions
tourism is the most important source of income, for others the potential economic returns from tourism
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development are enormous. In these places it is generally accepted that climate is an important part of the
region’s tourism resource base, but the role of climate in determining the suitability of a region for tourism or
outdoor recreation is often assumed to be self evident and therefore to require no elaboration. Relatively little
is known, other than in very general terms, about the effects of climate on tourism and outdoor recreation or
the role it plays.
The study area labelled tourism climatology deals with the concepts of “climate” and “tourism” in
the broadest sense. Climate invokes the concept of “weather” in that it is defined as the accumulation of daily
and seasonal weather events over a long period of time, where weather is the condition of the atmosphere at
any particular time and place. “Tourism” embraces the concept of “recreation” in that it is the practice of
travelling for recreation, where recreation is defined as an activity in which individuals voluntarily engage
for personal satisfaction or pleasure. Thus, in broad terms, there are elements of equivalence in the dual
terms weather and climate on the one hand, and tourism and recreation on the other. They are often used
interchangeably in tourism climate research, which may be broadly defined as the study of interrelationships
of tourism and recreation with climate and weather.
The climate of a region represents, according to “The Dictionary of Meteorology and Climatology”,
the pluriannual regime of weather conditions, characterizing a place or a certain region, being determined by
the solar radiation, the character of the active surface and the general atmospheric circulation. Therefore, the
climate is characterized by a certain stability and it is one of the components defining a certain geographical
area.
Together with geographical location, topography, landscape, flora and fauna, weather and climate
constitute the natural resource-base of a place for recreation and tourism. The concept of tourism climate
recognises a climatically controlled resource, which along with weather, can be viewed as a recreational
resource which at various times and locations may be classified along a favourable-to-unfavourable
spectrum. Thus climate is a resource exploited by tourism, and the resource can be measured. In this way
climate can be treated as an economic asset for tourism. The asset can be measured and the resource is
capable of being assessed. But there are numerous problems. One major problem is selection of
meteorological or climatological criteria. For example, what exactly are the criteria for ideal, suitable,
acceptable, or unacceptable conditions? Only after appropriate climatological criteria have been clearly
identified can key questions be answered. When is the best time to visit? What clothing equipment is
needed? What are the weather hazards or climate extremes likely to be?
The Sibiu and Păltiniş area have a moderate-continental climate, with influences and particularities
generated by the position of the main relief forms in the way of the air masses circulation, the relief altitude
and exposition of the slopes, the type of vegetation that covers the soil surface and, not least, by its latitude
extension.
The Carpathians, due to their orientation, play a barrage role in the way of the air masses. By
altitude, extension and orientation towards the main advection directions of air masses, the relief is a
factor influencing the rainfall quantity and type. The way the rainfall quantity varies from the West to the
East of the Carpathian space, according to the map referring to the annual rainfall quantities, highlights
the barrage role of the mountain range. The solid rainfall regime expresses the combination of the altitude
effects with the exposure of the slopes towards the atmospheric circulation.
In the temporal and spatial analysis of the periods with pluviometrical surplus, certain difficulties
that have to do with determining the control variables and the threshold values used might occur, difficulties
generated by the complexity of the phenomena of interest. The periods with excess rainfall represent a risk
that often has a local spread, unlike the periods with scarce rainfall, when the area spread is great, and the
trigger action and evolution are slow. The perception in case of periods with pluviometrical surplus is that of
a major hydrological risk, due to the violent or progressive way of manifestation, while the droughts are
perceived as being less harmful phenomena
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Fig. 1 The multiyear variation and the trend of the precipitations quantity in Sibiu between 1851 and 2005
In the 45 years that have been analyzed in this study from a pluviometrical point of view, there were
numerous cases of excess or scarce rainfall, that have often had effects on the environment and the socioeconomical life of Sibiu an Păltiniş. The analysis of the long range of data provides an overview regarding
the succession of the periods with pluviometrical surplus. This approach allows the identification of a
possible ciclicity of the episodes with flooding and of those with droughts. For Sibiu we have data
concerning the monthly rain quantity since 1851.
In this study we have used only the data that refer to the period 1961-2005, for Sibiu and Păltiniş.
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Fig. 2 The multiyear variation and the trend of the precipitations quantity in Sibiu and Păltiniş between 1961
and 2005
II. Methodological aspects
The analysis of the excess and deficit rainfall periods can be done using the Hellmann’s method. In
order to determine the type of pluviometrical regime, it has been analyzed the rainfall quantity registered in
Sibiu and Păltiniş., between the years 1961 and 2005. According to the Hellmann’s criterium, there are:
- extremely droughty periods (rainfall quantity variation >-50%) noted with D4
- very droughty periods (rainfall quantity variation from -31 to -50%) noted with D3
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- droughty periods (rainfall quantity variation from -21 to -30%) noted with D2
- moderately droughty periods (rainfall quantity variation from -10 to -20%) noted with D1
In order to determine the intensity of the periods with pluviometrical surplus, the identification criteria are:
- almost normal periods (rainfall quantity variation from 10 to -10%) noted with N
- moderately wet periods (rainfall quantity variation from 10 to 20%) noted with R1
- wet periods (rainfall quantity variation from 21 to 30%) noted with R2
- very wet periods (rainfall quantity variation from 31to 50%) noted with R3
- extremely wet periods (rainfall quantity variation >50%) noted with R4
Chart 1. The pluviometrical domains for Sibiu (1961-2005)
Year
1961
1962
1963
1964
1965
1966
1967
1968
1969
1970
1971
1972
1973
1974
1975
1976
1977
1978
1979
1980
1981
1982
1983
1984
1985
1986
1987
1988
1989
1990
1991
1992
1993
1994
1995
1996
1997
1998
1999
2000
2001
2002
2003
2004
2005

I
D3
R1
R4
D4
R4
R4
D3
R4
D1
N
N
D4
D4
D3
D3
R4
D3
D4
R4
R4
N
N
N
R4
D3
D4
D1
R3
D4
D2
D3
D3
D4
N
R4
D1
D4
R4
N
R1
D4
D4
D2
R4
R4

II
D4
R1
D4
R4
R4
N
N
R4
R4
R4
R4
D3
R3
D4
D4
D4
R4
R4
D2
D4
D3
N
D3
R4
R3
D1
D4
R3
D2
D2
N
D1
R2
D4
D2
R4
N
D4
R3
D2
D2
D4
D3
R1
R4

III
D4
R4
N
D4
R1
R4
R2
D4
D3
R4
D4
D4
D2
D4
D2
D4
R2
R4
D3
R3
R1
D1
R4
R2
D4
D4
D3
R4
D2
D4
D4
D4
R4
R1
N
D2
R4
R3
D4
R4
D2
D3
R1
D3
N

Year
1961
1962
1963
1964

I
D4
R1
R3
D4

II
D3
R4
D4
N

III
D4
R4
N
D4

IV
D1
R1
D3
R3
D3
R1
R4
D4
N
R4
D4
D3
R1
D2
R2
D2
R4
D2
R4
R1
N
R4
D4
D3
R1
D3
N
R3
R2
D3
D4
R1
N
D2
D4
D3
R4
D1
R4
D4
R4
D1
D1
R2
N

V
R4
D3
N
R2
N
D1
R2
D3
D1
R4
D4
N
R4
R3
R4
D3
D2
R3
D2
R4
D1
D3
D3
R4
D2
D4
N
D1
N
D3
R4
D1
D3
D2
R2
D3
N
R4
D2
D4
D3
D4
D3
D1
N

VI
D3
N
D4
D4
N
R3
N
D4
R4
R3
D2
N
R3
R1
R4
N
D1
D2
R3
N
D2
R3
N
D2
R4
N
D4
N
D2
R1
R2
N
D3
N
R4
D4
D3
R4
N
D4
R4
D3
D4
D4
D1

VII
D1
R4
D2
D3
D3
N
D3
R2
R4
R2
D3
R2
D3
R3
R3
D4
D1
N
N
R4
R4
D1
N
D3
D4
D1
D4
D3
D4
D2
R4
D1
N
D2
D4
D2
R2
R2
R3
D2
R2
R4
R1
R3
R1

VIII
N
D4
D4
R4
D2
R1
D3
R3
R3
R1
D2
R4
D4
D3
D2
R4
R3
D4
R4
N
D3
R4
D3
D2
R4
D4
D4
D4
R4
D2
D3
D3
R4
D3
R2
D2
R3
R2
D3
D4
D2
N
D4
N
R4

IX
D4
R3
D4
N
D4
D3
D2
R3
D4
D3
R4
R4
D4
D1
N
D3
D1
R4
D4
D3
R4
D4
N
R4
D4
D4
D4
R3
D1
D2
D2
D3
R4
D3
R3
N
R3
R3
R1
R3
R4
R3
R1
D1
D3

X
R3
D4
D3
R4
D4
N
D2
N
D4
R4
D3
R4
R4
R3
R1
D3
D3
D4
D3
R4
R1
D3
D3
D3
D4
D1
N
N
D3
R1
D1
R3
D4
R4
D4
D4
N
R4
R4
D4
D4
D2
R4
D1
D4

XI
R3
R4
D4
R4
D1
D3
N
R4
D1
D3
N
R4
D3
R1
N
R4
N
D4
D2
R3
N
D2
D4
D3
N
D4
R4
D4
N
D4
R4
D3
N
D3
R4
D4
N
N
D4
D4
R4
R2
D3
R4
R2

XII
D1
D3
D1
D3
R4
R2
R4
R2
R2
D4
D2
D4
D4
R3
D4
D1
D4
D4
D4
R4
R4
D2
D3
D3
D1
D4
R4
N
D3
R4
D3
D3
R1
D2
R3
R4
R2
R4
R4
D4
D4
D2
D4
D3
R2

Anual
D1
N
D3
N
D1
R1
N
N
R1
R2
D1
R1
N
R1
R2
N
N
N
N
R3
R1
N
D2
N
N
D3
D3
N
D1
D1
R2
D1
N
D1
R1
D2
R1
R3
N
D3
R1
N
N
N
R2

Chart 2. The pluviometrical domains for Păltiniş (1961-2005)
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1990
1991
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1993
1994
1995
1996
1997
1998
1999
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2002
2003
2004
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R4
R4
D2
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N
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R3
D4
D4
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D3
R4
D3
D3
R4
R4
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D1
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D3
D3
N
N
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R1
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R4
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D1
N
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R4
N
R4
R1
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D4
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N
N
D1
R3
R1
D4
D2
N
D2
R4
R4
R4
R4
R4
D3
D3
R4

D1
R4
R2
D1
R2
R3
D2
D4
R1
D4
D3
D3
N
R4
D4
D3
D2
D2
R1
N
D4
D4
N
R4
D2
D4
D4
D3
R4
N
R4
D2
R4
R4
R4
R4
R4
R4
R1
D3
N

D2
D3
R2
D4
D3
R3
D4
D3
R1
D2
R4
D1
R4
D2
R4
R3
D1
R4
D1
R2
D2
D4
N
R1
R4
D3
D1
N
D3
N
D1
D3
R4
R4
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N
N
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R4
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D3
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N
N
R1
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R1
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N
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N
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D3
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N
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N
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N
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N
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Fig. 3 The multimonth variation of the rainfall quantity in Sibiu and Păltiniş between 1961 and 2005
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III. The percentual deviation of rainfall
The rainfall quantity registered in Sibiu and Păltiniş has been organized into deviation classes (a
normal class and five classes for each of the quantities that are above and below the normal) and into
pluviometrical domains (where the values of all classes with positive and negative deviations have been
cumulated and have been compared with the normal). There have also been established groups of
pluvimetrical risk due to surplus or deficit, to which was then added the group that presents no
pluviometrical risk.
The normal class and domain have been considered as varying between -10% and +10%. For the
pluviometrical risks there have been selected deviation thresholds that vary by 10% and are between 11%20%, 21%-30%, 31-50% and over 50% for the risks that are due to pluvimetrical surplus. For the groups
with pluviometrical deficit there have been selected thresholds from -11% to -20%, -21% to -30%, -31% to 50% and lower than -50%. These value thresholds have been analyzed for the annual values and for the most
rainy month (June) and the most droughty one (February). These months have been chosen because of their
extreme pluviometrical characteristics.
It has been chosen to analyze the month with the highest precipitation quantities (June) and the one
with the lowest precipitation quantities (February) in order to emphasize the risk that is due to pluviometrical
excess and deficit. Out of the 45 years with meteorlogical observations, the frequency according to the
classes of percentual deviations shows that most years can be placed in the class that presents a risk due to
excedent as well as deficit, the next one being the class that is pluviometrically normal.
February is characterized by a great variety in the distribution of frequence in all of the nine classes
of percentual deviations. The situations with a rainy or droughty regime have a high frequency and represent
89,9% for Sibiu and 86,7% for Păltiniş.
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Fig. 4 The multimonth variation of the solid precipitations quantity in Sibiu and Păltiniş between 1961 and
2005
Chart 3. Frequency according to classes of percentual deviations in February, for Sibiu and Păltiniş (19612005)
Weather
Class
station
D4
D3
D2
D1
N
R1
R2
R3
R4
Sibiu
22,2
8,9
13,4
4,4
11,1
4,4
2,2
8,9
24,5
Păltiniş
17,8
17,8
4,4
6,7
13,3
6,7
4,4
8,9
20,0
Chart 4. Frequency according to pluviometrical domains in February, for Sibiu and Păltiniş (1961-2005)
Weather
Domain
station
droughty
N
rainy
Sibiu
48,9
11,1
40,0
Păltiniş
46,7
13,3
40,0
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Chart 5. Frequency according to groups with and without pluviometrical risk in February, for Sibiu and
Păltiniş (1961-2005)
Weather
Group of pluviometrical risk
station
risk by deficit
no pluviometrical risk
risk by surplus
Sibiu
31,1
35,6
33,3
Păltiniş
35,6
35,6
28,8
As for the risk due to surplus or deficit, it can be noticed that there is an almost equal repartition
between groups of risk and groups that are pluviometrically normal. For Păltiniş, In February, the group of
risk due to deficit is greater than the one that presents risk because of the surplus, while for Sibiu, the one
with a risk caused by surplus is greater. The group with no pluviometrical risk has the highest occurance, but
the difference between this one and the groups that present risk is rather small. It is worth mentioning that
the reference was made according to the average rainfall registered in February during 1961 and 2005, so to
a relatively small quantity. Thus the intensity of the risk by surplus or deficit is not as great as it may seem
when simply comparing the values.
June is characterized by a varied distribution of the frequency in all the nine classes of percentual
deviations.
Chart 6. Frequency according to classes of percentual deviations in June, for Sibiu and Păltiniş (1961-2005)
Weather
Class
station
D4
D3
D2
D1
N
R1
R2
R3
R4
Sibiu
17,8
8,9
11,1
4,4
26,7
4,4
2,2
11,1
13,4
Păltiniş
6,7
17,8
4,4
8,9
26,7
6,7
8,9
13,2
6,7
Chart 7. Frequency according to the pluviometrical domains in June, for Sibiu and Păltiniş (1961-2005)
Weather
Domain
station
droughty
N
rainy
Sibiu
42,2
26,7
31,1
Păltiniş
37,7
26,7
35,6
Chart 8. Frequency according to groups with and without pluviometrical risk in June, for Sibiu and Păltiniş
(1961-2005)
Weather
Group of pluviometrical risk
station
risk by deficit
no pluviometrical risk
risk by surplus
Sibiu
26,7
48,9
24,4
Păltiniş
24,4
55,6
20,0
In June it can also be noticed the great frequency of the higher classes (D4 and R4) for Sibiu, while
for Păltiniş the classes D3 and R3 have a greater frequency. The pluviometrically normal class has the
greatest frequency, of up to 26,7% for Sibiu and Păltiniş.
The analysis of frequency according to the pluviometrical domains shows in all of the geographical
units of Cibin hydrographical basin the supremacy of the droughty domain, with values of up to 42,2% for
Sibiu; in the mountain areas these values drop to. The rainy domain has higher values in the mountains, of up
to 35,6%, in comparison with the lower regions where the values are around 31,1%.
The group with no pluviometrical risk represents 42,3% - 48,9% in the depression and plateau area,
while for Păltiniş it represents over half (55,6%) of the total number of months of June that have been
analyzed. In all the three geographical areas the risk by deficit has higher values than the risk by surplus. If
in the case of February the average precipitation quantity to which the monthly values were being compared
was a rather low one, this time the deficit is so much more severe since the reference is being made to the
rainiest month of the year.
Most research on tourism climate appears to be motivated by the potential usefulness of
climatological information within planning processes for tourism and recreation. The research addresses the
theme of tourism climate as an adjunct to a variety of decision making processes ranging from those related
to such things as the development and location appropriate recreational facilities, or determining the length
of the recreation season during which a facility will operate, to those as specific as planning future activities
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involving personal decisions of when and where to go for a holiday. There has also been interest in the
indirect effects of climate.
So far, most work in tourism climatology has been based on subjective criteria and unverified
perceptions of tourists. More field studies are required along with work that assembles observational data to
determine the actual responses, perceptions, needs, reactions and expectations of vacationers. Research is
needed to assess the relative importance and role of the climate attribute as a component of the tourist
destination image.
Publicity about climate to be expected in an area can also modify a tourist's expectations and thus
their degree of satisfaction with the outcome of the experience. There is the often-quoted example of the
Irish Tourist Board, which shrewdly promoted the delights of a cool and rainy Irish summer. It was thought
to have influenced the expectations of tourists, thus reducing their disappointment.
Conclusions
The characteristics of weather and climate are not necessarily determinants of tourism but constitute
an important factor in both financial terms for tourism operators and the personal experiences of tourists.
Various places in the world have a “tourism potential” and weather and climate set limits. For example,
tourism administrators do not promote places with a little potential or appeal, as this would not be profitable.
On the other hand, the tourist who chooses to visit such places would suffer inconvenience or discomfort
(heat or cold stress). Rainy summers or less snowy winters can have significant impacts on tourism.
The physico-geographical reality presented in the analysis of excess and deficit rainfall in Sibiu and
Păltiniş showed that the system operated according to certain mechanisms and processes, and in between
certain coordinates, under the influence of different causal factors that vary in time and space. The analysis
of the periods with pluviometrical surplus can be done using the method of the standardized and ponderate
rainfall anomaly. This approach allows the identification of a possible ciclicity of the episodes with floodings
and of those with droughts, for a good prognosis in the tourism activities. The Hellmann method gives the
possibility to make an analysis of the rainfall quantity, for the time interval for which we have data. It has the
advantage of offering information regarding the relation between the excess or scarce rainfall quantity and
the normal one.
There is also the question of forecasting tourist travel overseas based on climate. There are costs to
both tourists and tourism operators resulting from the occurrence of unexpected less than satisfactory
climate. These need to be fully documented and methods and approaches to studying these require attention.
Even now tourists and tourist operators can take out insurance on likelihood of “bad” weather conditions
occurring while on vacation. The question arises as to how insurance companies define “bad weather” and
the extent to which this is accurate or appropriate, and how this compares to perceptions of the “quality” of
conditions experienced by tourists themselves on the one hand, and how it varies with different recreational
activities on the other.
Climate has a strong influence on the tourism and recreation sector and in some regions represents
the natural resource on which the tourism industry is predicated. There has been little consideration of how
climate change might affect the tourism climate resource or how such changes could alter the competitive
relationships between tourism destinations.
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AN OUTLINE OF THE ECOLOGICAL CONSUMER
Abstract : Over the last few years, a small but increasing number of people have been looking for a more simple life,
aiming at lowering stress levels, improving spiritual life, protecting the environment, achieving financial safety by
avoiding to buy unnecessary products, puchasing long-lasting products, using multiple-function products, reducing
consumption. Consumers are more and more interested in the world behind the products they buy. Besides price and
quality, they want to know how, where and who made the product.
Key words: Consumer segments, individual’s lifestyle, behavior, organic products .
JEL classification : M31

In many countries of the European Union studies have been performed over the last years to point out the
tendencies in the food consumption. Major changes are forecast in the structure of food consumption as a
result of the emergence of new consumer segments having new eating needs, preferences and habits, which
can be characterized by:
 the search for ease when buying, storing and preparing food products;
 the search for a compromise between the pleasure of food consumption and health, purchased products
being nutritionally balanced, high-quality, with high emphasis on the taste;
 from the offer of food products the safe values are chosen; the stress of everyday life and the lack of time
of urban population determines the individuals to look for safety and safe values in certain aspects of
life: home, food, etc.
 the search for nutritional products, which contribute a lot to ensuring good health condition;
 in the free time and especially the weekend the pleasure of eating is emphasized;
 an increase in interest in purchasing products in smaller, more practical wrapping, products in small
packages being preferred, especially due to the decrease of the average family size and the increase of
the interest in diversity and variety in the food domain;
 a disruption in the traditional rhythm of daily meals, meal time being no longer stable; dinner tends to
become the main meal of the day for an important segment of consumers.
The main elements which determine substance changes of the food consumption behavior in U.E.
countries refer to:
 family structure which has obviously changed, in the sense of a decrease in the number of family
members. It has been identified an increase in the number of single-parent families, of the families with
no children or of those made up of one person.
 the phenomenon of population ageing, caused by the increase in the percentage of the individuals who
are over 60 years old. This consumer segment is very interesting because of the quantity aspect, but
especially because of the particularities of food products demand which must be nutritionally balanced,
not harmful to health, and have curative properties for various affections;
 the role of the woman in the family and the society; over the last years, the increased number of working
women, who run their own business has supported the development of a market for quality, nutritionally
balanced, easy-to-prepare food products;
 differentiation of food consumption as a result of an increase in the living standard, the need to eat
turning into the pleasure of eating;
 The increase of population in urban areas, the profile of the city consumer being characterized by: the
choice of safe values, the increase of concern towards a healthy condition, the change of daily meals
structure.
The main reason why consumers consider looking after the environment is their own health
protection; in 2002, 78% thought there were high chances of becoming ill due to the polluted environment
they lived in. While half state they have not made the changes they considered they should have made, many
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try to develop ecological habits; 65% aim at saving electric power at home, 51% return bottles to be re-used,
48% recycle paper, 26% buy products made of or wrapped in recyclable materials.
All these changes in the individuals’ lifestyle and conscience are not so easy to achieve. That is
because the “environment” subject is a relatively new and complex issue.
There have been identified several types of so-called “green” consumers:
 “real greens” (true-blue greens) – they have strong ecological beliefs and live accordingly, they are the
most devoted to the ecological causes and the most active in solving environment problems;
 “the greens who are willing to pay more for ecological products” (greenback greens) – the extra
percentage to the price that they are willing to pay goes up to 22%, they worry about the environment,
they support environmentalism, but they consider themselves too busy to change their lifestyle;
 “the greens that are about to sprout” (sprouts) – they are willing to get involved in environment
protection activities from time to time, but only if this doesn’t require much effort;
 “those who consider that the individual cannot play a significant role in protecting the environment”
(grousers) – they think that the responsibility for solving these problems belongs to the big corporations
and governments;
 “the browns” (basic browns) – inactive, they do not think environment problems are important, they are
not concerned with the environment, they do not care and do not try to find excuses for this kind of
attitude.
The first category represents approximately 12%, the second 6%, the third 37%, the fourth 13% and
the fifth 29% of all American consumers – dates from a research made in 1997. Those in the first two
categories are active regarding environment issues, the third category is undecided, and those in the last two
categories represent the passive.
In that which concerns accepting a higher price for “green” products, it can be noticed, as well, a
consumer typology which also includes five categories:
 “top greens” – they have high revenues, they regularly recycle materials, they are willing to pay more;
 “reds, whites and greens” – less willing to pay extra, high revenues;
 “no-cost ecologists” – have lower revenues, they believe in recycling but they do not practice it;
 “convenient greens” – have low revenues, but in certain circumstances they could be willing to pay
higher prices;
 “unpreoccupied” – have low revenues, not informed about the environment.
A similar classification has been made for the British society, four categories being distinguished:
 "green activists" - members or supporters of environmental organizations (up to 15%);
 "green thinkers" - they are looking for new ways of helping the environment and ecological products
(30%);
 "green base consumers" - the people who have changed their behavior in response to environment
concerns (45-60%);
 "those generally preoccupied with environmental problems" - people who think they are informed about
environmental subjects (almost 90% of the population).
"Green" consumers are difficult to define from a sociodemographic point of view. However, recent
studies on the purchase of ecological products have pointed out that they are primarily linked to educated
women, especially those:
1 between 30 and 44 years old, with high revenues;
2 motivated by the desire of protecting the dear ones and to ensure the children's future;
3 who exercise an influence in the community and support the local environment organizations and social
causes.
The fact that women are in leading position when it comes to ecological, biodegradable, environment
safe products could be explained by their motherly preoccupation for the health and well-being of the future
generations.
Opinion polls show that women give greater importance than men to ecological and social factors when
they purchase. This fact reflects the differences related to feelings of vulnerability and control between the
two sexes, which make men feel less threatened by the pollution of the environment.
"Green" consumers need information, they will read labels, they need to control, in order to take
preventive measures, they need differences, in order to change regular brands with ecological ones, they
need to maintain their living standards, to have alternatives for it.
Consumers are more and more interested in the world behind the products they buy. Besides price and
quality, they want to know how, where and who made the product. This increasing preoccupation for
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environmental and social issues is a sign of hope, the governments and the business world having to
consolidate this aspect.
The decisional problem has been put forward in the present circumstances due to the desire of
knowing the particularities of ecological products consumption in Romania, especially organic food
products, taking into account the positive tendency that the consumption of such products has on external
markets and the more and more marked preoccupations for environment protection issues. The activities
performed in order to solve the decisional problem were highly complex considering the insufficient
information Romanian consumers have on the market of organic food products in Romania.
Defined according to the decisional problem previously stated, the aim of the research consisted in
the study of the behavior particularities of organic food product consumers, thus showing in a concise format
the information which has to be collected through the research.
Starting from the previously defined aim of the research, the objectives have been generated,
objectives through which the collected information has been actually identified. Thus both the main
objectives and a series of secondary objectives were set forward.
The main objectives which were generated from the aim of the research require knowledge of the
following aspects:
1) the source for ensuring the basic food needs in the household;
2) the criteria used when making the decision to buy organic food products in general;
3) the consumers' perception about the presence of organic products on the Romanian market and therefore
of the benefits obtained when consuming these products;
4) the criteria used in the decision-making process and purchase of organic food products and the products'
quality assessment;
5) the attitude towards various forms of selling organic food products;
6) the intention of buying organic food products in the near future;
7) the frequency of organic food products consumption.
The secondary objectives are concerned with the range within which some of the aspects dealt with by
the main objectives may vary according to a series of socio-economic and demographic factors:
1 sex;
2 age
3 locality type;
4 area;
5 revenue per person;
6 education;
7 social status.
Starting from the objectives as well as from the theoretical and practical knowledge about the researcher
problem, the research hypotheses were formulated:
1) over 50% of the consumers buy organic food products household use;
2) among the consumers that use both purchased organic food products and home-produced ones, less than
10% obtain them exclusively in their own household;
3) the main characteristics taken into account when making the decision to buy organic food products in
general are: price/quality relation, freshness, the content of minerals and vitamins, ecological
ingredients;
4) less than 50% of the consumers use in the household organic products having an altered chemical
structure;
5) most consumers read the information on the organic products' package;
6) the consumers' perception of the existence on the Romanian market of organic food products is largely
influenced by the following factors: revenue per person, education, area, type of residence locality;
7) less than 30% of the consumers consider they are well-informed regarding the presence on the market of
organic food products;
8) the consumers would consider as main benefits resulting from the consumption of organic food products:
maintaining their health, environment protection and the input of nutrient substances;
9) the most important characteristics when choosing an organic food product are: superior quality, absence
of genetically altered ingredients, of the Es, etc. as well as the information on the package;
10) over 50% of the consumers think that the price, aspect, taste and color are the essential features in
appreciating organic food products' quality.
11) the recommended ways of marketing organic food products are: specialized shops and the food store
round the corner;
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12) the purchasing choice of the consumers regarding organic food products is oriented rather towards the
fruit and vegetables, milk and dairy products category;
13) less than 10% of the consumers are willing to pay more than 3 RON/kg for organic food products
compared to conventional ones;
14) over 40% of the consumers use organic food products on a daily basis.
The most representative results obtained after processing the data are briefly presented below:
When you make the decision to buy food products, how important are for you - ecological ingredients
(the lack of synthetical chemical products, of genetically altered organisms)?
Abs.
607
412
140
43
45
1246

Basis: 1246 (total sample)
Very important
Important
Of little importance
Of very little importance
NS/NR
Total

11%

3%

%
48.7
33.0
11.2
3.4
3.6
100

4%
Very important
49%

Important
Of little importance
Of very little importance
NS/NR

33%

To what degree do you consider that the presence on the Romainan market of organic food products
(ecologically obtained organic products, without using synthetical chemical products like Es, stabilizers etc.,
as well as genetically altered organisms) is a positive thing?
Abs.
84
196
563
340
62
1246

Basis: 1246 (total sample)
In a very small degree
In a small degree
In a high degree
In a very high degree
NS/NR
Total

5%

%
6.8
15.7
45.2
27.3
5.0
100

7%
16%

27%

In a very small degree
In a small degree
In a high degree
In a very high degree
NS/NR

45%

To what degree do you consider you are informed regarding the organic food products?
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Abs.
342
604
237
40
22
1246

Basis: 1246 (total sample)
In a very small degree
In a small degree
In a high degree
In a very high degree
NS/NR
Total

3%

%
27.5
48.5
19.0
3.2
1.8
100

2%
27%

19%

In a very small degree
In a small degree
In a high degree
In a very high degree
NS/NR

49%

To what degree do agree with the statement:
- Consumption of organic food products contributes to mantaining my health.
Abs.
579
497
93
15
9
52
1246

Basis: 1246 (total sample)
Total agreement
Agreement
Indifference
Disagreement
Total disagreement
NS/NR
Total

7%

1%1%

%
46.5
39.9
7.5
1.2
0.7
4.2
100

4%
Total agreement
47%

Agreement
Indifference
Disagreement
Total disagreement

40%

NS/NR

In case you bought/you buy organic food products, how important would be/is for you - superior
quality indicated by a higher price compared to conventional/common products?

196

Supliment Nr. 2 - 2009

Abs.
323
589
219
32
83
1246

Basis: 1246 (total sample)
Very important
Important
Of little importance
Of very little importance
NS/NR
Total

3%

7%

%
26.0
47.3
17.6
2.6
6.6
100

26%
Very important

18%

Important
Of little importance
Of very little importance
NS/NR
46%
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RELIGIOUS ORGANIZATIONS MARKETING – EPISTEMOLOGICAL ASPECTS
Abstract: Society secularization makes more and more difficult the achievement of religious organization objectives. To
solve this problem, in other countries marketing is often used in the religious field, and now the Romanian cults are
expressing their interest in knowing this instrument. In order to understand religious organizations marketing it is
necessary an analysis of its nature, purpose, and sources of knowledge and beliefs. This way, we can shape religious
organizations marketing epistemology.
This paper is an introduction into religious organizations marketing, outlining the background of its
appearance and giving an overview of its main epistemological aspects.
Key words: Marketing, religious organizations, religion-marketing interactions
JEL classification: M31

Marketing is used in most of human activities, being adapted to the needs and characteristics of each
of them, and the results prove that the decision of introducing marketing has been favorable. In the religious
field for many years have been proceedings on introducing marketing, but the results are still modest.
Nevertheless, Romanian clergies are more conscious of the need of doing something in order to reach people
of our days with their religious message.
Society secularization makes more and more difficult the achievement of religious organization
objectives. Professor Constantin Cuciuc studied in 2001 the religiosity of Romanian population at the
beginning of the third millennium. He presented the frequency of Romanian people religious preoccupations.
None of the residence categories presented had the frequency over 20%, in Bucharest the percent being
extremely low: 2.2% (Table no. 1). Data proving that religiosity is decreasing is numerous, reflected in many
research projects. Marketing represents a possible solution to this problem, giving to the religious
organizations the necessary methods and instruments to attract the attention over the need of faith, of
religious appurtenance, of active participation at the life of the cult etc. This methods and instruments are
waiting to be adopted or adapted to the needs of Romanian religious field.

Frequency
Residence
Bucharest
Big cities
Other cities
Villages

Table no. 1 - The frequency of Romanian people religious preoccupations
Very often Often Sometimes Seldom
Very seldom
5
4
3
2
1
9,25
13,83
14,98
18,40

9,21
17,07
17,87
18,17

22,38
26,36
24,88
27,99

18,49
13,27
12,80
10,78

32,85
19,94
16,67
16,08

Media

2,20
17,75
16,70
17,03

Adaptation after Constantin Cuciuc - Religiozitatea populaţiei din România la începutul mileniului 3,Editura Gnosis,
2005, p. 18

This paper is an introduction into religious organizations marketing, outlining the background of its
appearance and giving an overview of its main epistemological aspects – its appurtenance at social
marketing, definition of religious organizations marketing and a few action directions.
1. Religion and marketing interactions
Over the time, the relationship between religion and economy has been disputed and also supported
by specialists from both areas. Marketing as a branch of economics inherits this controversies, adding some
other ones. In spite of this, most of the economists and clergymen accepted the existence of some religioneconomy interactions. To some of these we will report, in a succinct manner, in order to discover at the
interference of the development of the two areas, the necessity for applying marketing in religious
organizations (Figure no. 1).

198

Supliment Nr. 2 - 2009

Figure no. 1 – Religion and marketing interactions
- Religion shapes the consumer.
- Religion gives the ethical values for
marketing activities.
- Religion initiates or supports some of the
trends in economic environment.
- Religion contributes to the building of a
more or less favorable social environment for
developing a strong economy.

RELIGION

- Religion and business world promote each
other from ancient times.

MARKETING

- The way marketing is being used in business
field is influencing negatively people
religiosity.
- Religious marketing exists and is growing.
The religion’s influences over marketing are obvious because it shapes the consumer; it offer the
ethical value code for marketing activities, it initiates or supports some of the trends in economic
environment and it contributes to the building of a more or less favorable social environment for developing
a strong economy.
But can we talk about marketing influences over religion? First of all, we can say, without any
doubt, that religion and business world promoted each other even from the oldest times. Here are two
examples1 to support this idea. During the nineteenth century, the image of Pope Leo XIII appeared on the
advertisements for Mariani wine, a wine containing cocaine, which has been the forerunner of Coca-Cola.
The Pope even awarded this wine with a gold medal for its effervescence. In England, during the industrial
revolution, Josiah Wedgwood developed his business in ceramics,
selling statues of well-known preachers from that period of time,
including here John Wesley, the leader of Methodist Church. And
these examples could go on until present days, when angels, monks
etc. are used in commercials and some religious organizations are
using commercial techniques in a more aggressive way than in the
commercial climate, going even beyond the boundaries imposed by
the ethics of marketing.
Second of all, we can talk about the possible negative
influence of marketing over religion, expressed by some clericals.
They argue that marketing, or better said the way marketing has
been used over the times, sometimes influences in a negative manner individuals’ religiosity - it creates an
erroneous image of life, teaches wrong principles for generations, leads the humankind to a secularized era
etc. These critics are partly true, yet they are due not to the marketing, but to the people who used it in a
wrong way. Marketing is just an instrument which has been used for more or less noble purposes.
Third of all, marketing can be used by the religious organizations in their activity. The first book on
marketing applied to the religious field was published in 1879 and starting from then on the literature in this
area became extensive and, in the same time, contradictory.
Religious organizations marketing appeared as a result of the need for development of both
marketing and religious organizations. Marketing has known a spectacular development, being implemented
in most of the areas of human activity in less than a century. In the same time, the religious field has known
several changes determining the clergymen to use more often modern instruments, like management,
accountability, leadership etc., to organize their activity. Nowadays, they are very much aware of the need to

1

Cave, Damien - How Breweth Java With Jesus, New York Times, Published: October 23, 2005
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be close to their parishioners’ needs and desires. This way, at the interference of these two areas’
development was born the interest to apply marketing in religious organizations.
The period of religious organizations marketing development in USA coincides with the formative
period of marketing, indicating “the fervor with which some religious leaders adopt any techniques capable
of increasing the effectiveness of spreading religious beliefs through-out population”1 This way, it has
appeared a conflict between those who are labeled as “traditionalists” and those who are “modernists”. Until
recently, in Romania, there was no discussion regarding the use of marketing in religious organizations’
activities, but even here the effervescence of this topic is rising.
In order to eliminate the conflict provoked by the emergence of religious marketing, there is a need
for sustained efforts from the both areas involved. The marketers must remember that religious organizations
marketing have many particularities; they have to respect religious denominations’ principles and values. On
the other hand, the religious leaders have to try to get acquainted with the religious marketing and to direct
its development according to their expectations and values. From such an effort would result an important
instrument for the religious organizations, used in order to accomplish their objectives and adapted to their
needs.
2. Epistemological aspects of religious organizations marketing
The accomplishment of religious organizations’ objectives becomes more and more difficult due to
the society’s evolution. In order to solve this problem, at an international level, marketing is often used in the
religious field and even here, in Romania, religious organizations are beginning to express an interest in this
area. The knowledge of what is or what should be the religious marketing is a challenge both for the
clergymen and for the marketers.
For marketers, the biggest challenge is its framing within the general marketing. Because we are
tempted to think things from a commercial perspective, we talk about market, competition and price,
including the religious field somehow in a consumerist universe. But this attitude determines negative
reactions from the clergymen. On the other hand, if we think from social marketing’s perspective, things are
totally different. Within the social marketing, there is space for uncompetitive thinking, for a different vision
on price etc. Moreover, the purpose of religious organizations, being oriented to the well-being of individuals
and society, not to their own profit, elucidate the inclusion of religious organizations marketing within social
marketing.
For clergymen, the challenges are multiple. The first one comes from the initial usage of marketing
in the commercial area, as if it is predestined for this field. The second one comes from the lack of
knowledge about marketing, as a whole. A third one comes from the difficulty to reorganize the activity of
some big organizations according to the new orientations.
Most of the clergymen reduce marketing only to the communication of marketing. But marketing is
much more than just that. It can bring much more benefits to the religious organizations. Marketing implies
research, building and implementing strategies, organizing the activities needed to implement the proposed
strategies etc., all of these in order to realize a set of objectives, framed within the general direction of the
organization.
Nowadays, when we are saying marketing we are saying “customer-oriented.” The customer is the
main focus of any organization which has adopted marketing vision. Here comes one of the most important
critics raised by the Romanian clergymen2: customer-orientation must not surpass the divinity-orientation. It
is naturally to be this way, because the orientation toward the Divinity is the most important part of the
religious organizations’ mission, being in the same time the core of the religious product. In the same time,
the parishioners does not have to be neglected, because if they are dissatisfied with the quality of the services
offered by the organization, they could confound this with a dissatisfaction toward faith and eventually, can
break their connection with the Church or even God.
Therefore, it is extremely important for a religious organization to understand its parishioners, their
desires and expectations in order to improve its relationship with them. Quality is a specific objective of
religious organization also, not only of those oriented toward marketing. Consequently, we believe that this
care for the “customer”, peculiar to marketing, does not run counter the values expressed by the religious
organizations.
1

Stevens, R.; Loudon D.; Wrenn B.; Cole H. - Concise Encyclopedia of Church and Religious Organization Marketing,
The Haworth Reference Press, New York, 2006, p. 145
2
The debate with the theme “The applicability of marketing in religious organizations”, organized on February, 25 and
27 2008, by the Economic Studies Academy, for the doctoral dissertation “Religious Marketing Gnoseology in
Romania” of drd. Andreea Strâmbu-Dima, to which have participated clergymen and marketing professionals.
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The religious marketing requires organizing the whole spectrum of organization’s activities in
order to support the fulfillment of its objectives, while being preoccupied to satisfy the needs of their
parishioners.
In order to build a definition, as complete as possible, for religious organizations marketing, we have
to take into account the following elements:
 Religious organizations marketing is a formal, systematic and scientifically-based activity.
Marketing is not informal, is nor periodical or without continuity. Any organization who defies one of
these principles does not work within the context of marketing.
 Religious organizations marketing uses different methods and techniques in order to analyze, plan,
implement and control the programs of religious organizations. Exactly these methods and
techniques, as well as the process of following the analysis-planning-implementation-control steps while
organizing their programs, proves a scientific approach of their activities, a marketing approach.
 Religious organizations marketing aims to the accomplishment of their own objectives, regardless
their nature.
 Religious organizations marketing aims to satisfy the profound needs of the target public at a
superior level. Marketing is customer-oriented and religious organizations which are applying
marketing are segmenting their public, identifying each segment’s needs and satisfying them. Religion
has the means to satisfy almost all the human needs; in spite of that, for some needs, religion can’t do
anything, because it can not adapt its religious message to the extent of denying its own identity or
mission. Therefore, the parishioner’s orientation, although important, is exceeded by the mission
orientation of the religious organizations.
Nowadays, marketing concept meets a new development. Understanding the importance of a holistic
view over the environment and their activities, marketing organizations tend toward the concept of holistic
marketing. „Holistic marketing recognizes that ‘everything matters’ with marketing - and that a broad,
integrated perspective is often necessary. Four components of holistic marketing are relationship marketing,
integrated marketing, internal marketing and social responsibility marketing.”1
Senior
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Channels
Integrated
Marketing
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Community
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Figure no. 2 – Holistic marketing

Source: Kotler, Philip and Keller, Kevin Lane – Marketing management – Twelfth Edition, Pearson & Prentice Hall,
Upper Saddle River, New Jersey, 2006, p. 18

1

Kotler, Philip and Keller, Kevin Lane – Marketing management – Twelfth Edition, Pearson & Prentice Hall, Upper
Saddle River, New Jersey, 2006, p. 17
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A. Relationship marketing requires the identification of all constituents and building strong, longterm relationships with them, favorable for both sides. Actually, holistic marketing is the union of forces of
some organizations, developing a marketing network protecting everyone’s interests. Therefore, besides the
relationship with their parishioners, religious organizations must develop other relationship, which is often
happening. Religious organizations have under their subordination or develop strong relationships with,
publishing houses, TV and radio stations, non-profit organizations etc.; all of these are in fact channels
through which they transmit their religious message. Also, religious organizations develop partnerships in
order to accomplish some common objectives – with state institutions for building the social welfare, with
other religious organizations to present common opinions in front of the population, the state institutions or
other categories of public etc.
B. Integrated marketing requires „devising marketing activities and assemble fully integrated
marketing programs to create, communicate and deliver value for consumers”1. We can accomplish that with
the help of marketing-mix, with its four components (4P) – product, price, promotional communication and
placement. Religious organizations need to find the mix of the four components that bring them closest to
achieving their purpose. In order to do that, the religious leaders must figure out to whom they will address
and then to create the perfect offer for that segment of public. It means that the organizations will try to
communicate through the most efficient channels for the selected segment of public, about some products
and services adapted to their needs as well as possible, at a certain price acceptable for them (the price isn’t
always a monetary one) and at the proper place that ensures the parishioners access. To clarify these aspects,
we will present shortly the four components of marketing-mix2.
Construction of the product starts from the organizations’ fundamental religious teachings3 (set of
dogma and fundamental values) and is build up from three components:
a. Offered-product refers to ideas, symbols, religious practices, social programs, appurtenance to a
community of faith etc.;
b. Assimilated-product implies religion in a practical manner, such as it is assimilated by the parishioner
(knowing God, personal principles and beliefs, world view etc.);
c. The two elements mentioned above are in fact instruments or steps to help the believer to obtain the
transcendental product, which can differ from a religious organization to another – finality-product.
Figure no. 3 – Religious product
Fundamental religious teachings
Partial adaptation of the offer
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Symbols
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Sursa: Andreea Strambu-Dima - Mixul de marketing in organizaţiile religioase, capitol în volumul „Cercetări ştiintifice
privind noile tendinţe de dezvoltare a societăţii romăneşti” – Scoala Doctorală 2008, Editura Excalibur
1

Kotler, Philip and Keller, Kevin Lane – op. cit., p. 19
The information about marketing-mix in religious organizations are taken from Andreea Strâmbu-Dima - Mixul de
marketing in organizaţiile religioase, a chapter in the book „Cercetări ştiintifice privind noile tendinţe de dezvoltare a
societăţii romăneşti” – Scoala Doctorală 2008, Editura Excalibur
3
The debate with the theme “The applicability of marketing in religious organizations”, organized on February, 25 and
27 2008, by the Economic Studies Academy, for the doctoral dissertation “Religious Marketing Gnoseology in
Romania” of drd. Andreea Strâmbu-Dima, to which have participated clergymen and marketing professionals.
2
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Price is usually non-monetary and indirect, representing a certain level of attachment toward the
faith and values promoted by religious organization or some sacrifices made by the parishioner (time,
volunteer work, many etc.). There are also some products and services (books, icons, funeral service etc.)
that have a monetary price, but it doesn’t have the purpose of making profit. It merely covers the costs or
eventually obtains a small profit in order to support the organization’s survival or development.
Promotional communication is the one that offer an image about the organization and its offer,
image that has to be similar with the real one. There are a multitude of methods and channels to
communicate it and religious organizations have already used some of them quite well.
The placement of religious product depends on its nature - through organizational structures or
directly through an immediate connection between the divinity and the parishioner.
C. Internal marketing implies that the organization is concerned of the welfare of its employees
and that it is interested to introduce marketing vision at all organizational levels and departments. That is
because „marketing is not a department so much as a company orientation”1. If the organization has
contented employees, aware of the general direction of the organization and of the importance of customer
satisfaction, it can be sure of success. Frequently, the organizations begin to adopt the marketing view in
relationship with their customers, forgetting that this relationship can not be improved without improving
first its intern climate. For religious organizations the clergy personnel is particularly important, because they
are influencing at great extent the religious organization’s image.
D. Social responsibility marketing. This is a recent preoccupation of business organizations, which
has been always of interest for religious organizations. Social responsibility marketing proposes to the
modern organization to extend its activity from satisfying the consumer to satisfying the needs of society in
general. Churches have always tried to satisfy physical needs (churches have hospitals, offer social
assistance), intellectual needs (churches have schools), social needs (churches offer an appurtenance feeling,
assure a social life etc.) and spiritual needs of their parishioners, pursuing in the same time, the welfare of
society in general.
3. Conclusions
This paper represents an introduction into religious organizations marketing, its complexity being
only slightly perceived. In the same time, the paper also offers an overview of what religious organizations
should do in order to facilitate the fulfillment of their objectives, which are more and more difficult to reach
because of the society secularization.
The emergence of religious organizations marketing is a natural result of the development of both
fields – marketing has been introduced in almost all human activities in less than a century, and religious
organizations has began to approach frequently modern instruments in order to organize their activity
(management, accountability, leadership, marketing etc.) in order to remain relevant for our modern society.
Religious organizations marketing still raise problems both for marketing specialists and clergymen.
The marketers’ problems derive from the difficulty to perceive religious marketing as a social marketing
area, not a commercial one; the clergymen problems derive from other sources, some of them being
presented as follows: preconceptions caused by the fact that marketing have been used initially in the
commercial area, ignorance in the complex marketing field and difficulties met by religious organizations
when trying to restructure their activities in concordance with the new orientation.
Defining religious organizations marketing is a complex action. But what we know for sure is that
religious organizations marketing requires to reorganize their activity in order (1) to permit accomplishing
their objectives, (2) to prove their preoccupation for satisfying parishioners needs, (3) to include formal,
systematic and scientifically-based activities and (4) to use different methods and techniques to analyze,
plan, implement and control their programs.
Nowadays, the concept of marketing knows a new development, the holistic marketing, integrating
four elements - relationship marketing, integrated marketing, internal marketing and social responsibility
marketing. Applying this concept means developing long-term relationships with the main constituents,
building integrated strategies beginning with the marketing-mix, introducing marketing for internal
environment too, and expressing their preoccupation for social responsibility. Such vision provides new
perspectives in the religious organizations’ development and new approaches to their mission.
Religious organizations marketing must be the result of the mutual efforts of specialists from both
fields - marketers and clergymen. Such efforts will provide an important instrument for religious
organizations, adapted to their needs and useful in accomplishing their mission.
1

Kotler, Philip and Keller, Kevin Lane – op. cit., p. 20
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PRODUCT POSITIONING
Abstract: More than one vendor usually struggles to meet the consumer needs. This means that there are

competitive forces which do not stay passive regarding the market development, but are active by trying
to have such an impact on the market development that they achieve long-term advantages.
Key words: Product positioning, perceptual positioning, physical positioning, ideal positioning model
JEL classification: M31

Because competition has intensified and has become global, one enterprise should focus on its
competitors, on their strategies with the purpose of finding out and exploiting their weaknesses. A first
step in the competitive analysis is finding out our relevant market along with answering questions like
“Who are our competitors?” and “What is their market behavior?”. The professors Nieschlag, Dichtl and
Hörschgen consider three different starting points in determining the relevant market:
A)
one base is the cross-price elasticity – all those goods whose value of the elasticity
coefficient lies between 0 and∞ can be added to the same market. The cross -price elasticity of the
demand can be defined as the relative change of demand for the product A (the price for A is unchanged)
related to the relative price change of product B.
B)
O positive value of this indicator can be achieved when the relative change of the price
for product B has as a result a change in the same direction of the demand for product B – it is the case of
substitution products. Consequently, a price-raise for brown beer (B) determines an increase in the
demand for pale beer (A). The value of the cross-price indicator for product A related to B lies between 0
and ∞ so that the two products can be attributed to the same market.
If the two products A and B are complementary products, the price-change of B produces a
change in the opposite direction of the demand for B. In this case, the value of the cross-price elasticity
indicator is a negative one and consequently the two products cannot be added to the same market.
Although this criterion for identification of the relevant market is very logical, it cannot be used
without problems. First of all, the competitive relation between some products cannot be reduced to pricepolitical measures of the vendors without taking into consideration other marketing aspects of the
product. A second thought is that in this thought there are no definite quantitative threshold values from
which on we can talk about a competitive relation between the products.
A second possibility to define the relevant market is to study the behavior of the competitors.
Hence, the relevant market of one enterprise contains all the companies which try to anticipate and react
to the actions of that enterprise. Problems occur in the data accumulation so that this second thought is
less practicable.
C)
The third starting points in defining the relevant market of a product are the similarities
between the various products. Physical and perceptual similarities between the products can be
distinguished. A persons’ subjective percept on a product is more important than the actions or reactions
of the competitors over the whole offers. In this case competition is considered to include all those
companies which attempt to meet the demands for which one enterprise directs all its marketingmeasures.
Due to the similarities between the products the relevant market of an enterprises’ product can be
easily determinated. The most important phase of a competitive analysis is the positioning of the
company inside the relevant market. This positioning can be realized by using several methods that
generally compare some market indicators of the firm with the indicators of the competitors. Through
comparison the company can identify its weaknesses and strengths. Also, all the marketing-elements
(product, price, place – distribution and promotion) can be positioned into the relevant market. But how
can a company position its offering so that the customers perceive it as satisfying their personal needs,
thereby giving it an advantage over current and potential competitors?
Physical and perceptual positioning
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One way to assess the current position of a product offer relative to competitors is to compare the
various offering on some set of physical characteristics. A physical product positioning analysis can
provide useful information, particularly in the early stages of identifying and designing new product
offerings. Such an analysis is very useful when the analyzed products are industrial goods and services
(the buyers evaluate them on the basis of their physical characteristics) – in this case the physical
characteristics are more important than the market data. The comparison of the characteristics of the
various products is done by technical department of the company and objectiveness is a must. In addition,
it increases the communication between the marketing and the R&D department, helping to define keycharacteristics and maybe to indicate the presentce of some characteristic gaps (lack of products having
some certain characteristics) which could turn in some new opportunities for new products.
Only a comparison of some product’s physical characteristics is not enough to determine the real
position (but a relative one) of one product on the market, because the ultimately positioning takes place
in the customers’ mind. The customers’ can attribute less importance to physical characteristics (package,
ancillary services etc.) than the company does; their attitude in the purchasing process is more based on
other factors than the products’ physical characteristics, such as social and psychological attributes.
Many consumers do not want to be bothered by information about a product’s physical
characteristics since they are not buying these physical properties but rather the product’s satisfaction
power of their needs. Often, the customers know little information about the product’s physical attributes
and even if they knew this would be no criterion in choosing between a numbers of competitive products.
Although the product’s physical properties satisfy the needs of the customers, the customers evaluate the
product more on the basis of what it does than what it is.
Within the following table, the authors Boyd, Walker and Larreche present the main differences
between the two products positioning – physical and perceptual:
Table 1 - Main differences between physical and perceptual positioning
Physical positioning
Perceptual analysis

Technical orientation

Consumer orientation

Physical characteristics

Perceptual attributes

Objectives measures

Perceptual measures

Data readily available

Need marketing research

Physical brand properties

Perceptual brand positions

Large number of dimensions

Limited number of dimensions

Represents impact of product specs and

Represents impact of product specs, price
price
and communication

Direct R&D implications

R&D implications need to be interpreted
The main difference between the product’s physical and perceptual attributes is that the
perceptual attributes have always a subjective side whose importance varies across consumers and
product classes. It can be stated that consumer familiar with one product class will choose one product on
the basis of its physical characteristics while other customers who are less familiar with that product class
will buy according to their own subjective perception of the product. It can also be argued that the
perceptual produce positioning is essential for nondurable consumer goods and less important for
consumer durables and many industrial goods. Perceptual attributes must be taken into consideration in
formulating the product strategy since the product’s physical characteristics of the respective product
class are more and more similar.
The positioning process
The process of determining the perceived positions of a set of products offerings and evaluating
strategies for positioning a new entry or responding to an existing one involves the steps described in the
following chart (Boyd, Walker, Larrache).
In the following forth phase – intensity of a product’s current position in customers’ mind- will
be analyzed in detail. It can be stated that one product’s current location in the market is the result of the
intensity of the product’s current position in the customers’ minds. There are several methods that allow
us to create models of how intense customers percept the attributes of products and where these are
positioned in the customers’ minds.
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Figure 1 – Steps in the positioning process
1. Identify relevant set of competitive
products

2. Identify the set of determinant attributes that
define the “product space”

3. Collect information from a sample of customers
and potential customers about perceptions of each
product on the determinant attribute
4. Analyze intensity of a product’s current position
in customers’ minds.

5. Determine product’s current location in the
product space (product positioning).

6. Determine customers’ most preferred combination
of determinant attributes.

7. Examine the match between preferences of market
segments and current position of product.

8. Select positioning and repositioning strategy

(1)
Creating models of product’s positioning in the customers’ mind by using given
attributes
Within this method, customers are requested to tell their opinion regarding some products on the
basis of some given product attributes. The chosen attributes must preferably be different one from
another and they should be relevant for the product. Another important point of view concerning the
chosen attributes is their flexibility, the possibility marketers have to change and influence in their own
advantage these attributes.
The customers are asked to classify existing and future products using the given attributes. A
scale is used so that the obtained information can be measured and interpreted. One of the most frequent
used techniques is the Osgood semantic differential scale – it is a bipolar, 7 or 5 -pointed scale (each
point corresponds to an adjective as seen in the following example).
Table 2 -Classification of the two attributes by their importance
Caries protection
Very favorable (5) Favorable (4) Normal (3) Unfavorable (2)
A
3
2
1
3
B
0
2
3
1
C
1
2
4
1

Very unfavorable (1)
2
4
2

Caries protection
Very favorable (5)
A
4
B
3
C
1

Very unfavorable (1)
1
1
3

Favorable (4)
3
3
1

Normal (3)
1
2
2

Unfavorable (2)
1
1
3

In our example, our company is a toothpaste producer. For determining the assumed market
position of a toothpaste the company wants to determine how the product is perceived by its customers
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and what position has the own product in their mind. The attributes chosen for classification are a) caries
protection and b) breathe freshness. 10 customers were asked to classify by their importance these two
attributes for our product (A) and other two products (B and C).
By calculating the weighted average of the three products of the companies we get the following
points: A (3,4;3,8) B(2,3;3,6) C(2,9;2,4). By including these points into the diagram we get the model of
how the customers perceive our product and the two competitive products and what the current position
of the products is in their mind.
Figure 2 – Diagram representing the product’s positioning in the customers’ minds by using given attributes

Our product A has a leading position in the customers’ mind regarding both
Caries protection

5
4
A

1

2

3

C

2

4

5
Breathe freshness

B

1

attri
butes, caries protection and
breathe freshness. On the basis of these information’s the company should improve its leading position
for the product A and should not worry about a negative perception of the customers. The market leading
position of product A (assumed by the company) is confirmed by the model of the product’s position in
the customers’ mind.
(2)
Creating models of product’s positioning in the customers’ mind without using given
attributes
The first method of product positioning cannot always avoid the fact that the given attributes are
less important for the customers, while other product characteristics remain unconsidered although they
definitely influence the product positioning in the customers’ mind.
Figure 3 – Diagram representing a model of product’s positioning in the customers’ mind
without using given attributes
Sportiness (high)

Corvette

Firebird
Camaro

Jaguar
High prestige
High price

Cost effectiveness

Capri
Chevy
Continental
Cadillac
VW Golf
Mercedes

Within this method the customers do not evaluate the products by some given attributes, but by
their perceived global similarity. The dimensions of the perceiving space of the customers’ are not
predetermined by specification of the attributes, but are made out of judgment similarities. In this way,
the customers evaluate the similarities of the product by their own perceptions so that a relational system
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can be identified for each individual customer. An example for using this method is given by the
professors Nieschlag, Dichtl, Hörschgen. The following figure contains a market-model made out of n=10
cars, which was created by comparing n (n-1)/2 = 45 car-pairs. The distance between two points
represents the perceived similarities; the result is plausible: sport cars like Firebird and Camaro or
limousines like Mercedes-Benz and Lincoln Continental are more similar than Jaguar and VW Golf.
Beside the relative positions between two cars, it is important to know the dimensions which
contributed to such a product positioning in the customers’ minds. This can be achieved by using the
interpretation or intuitive expert’s opinion. In our case the products or ordered in such a way along the
axle that the dimensions can easily be follows: the abscissa could represent the prestige/cost effectiveness
while the ordinate can be attributed to dimensions like sportiness / unsportiness.
If we do not want to rely on the expert’s opinion, we could introduce within the diagram other
external attributes, so that the interpretation is more precise and not intuitive. In this way, the customers
are asked to evaluate the cars on the basis on one other attribute (roominess, operating costs etc.) and
perhaps establish a hierarchy of the products. Each external attribute is represented as a vector, which is
projected within the perceived space of the product’s position. In our example the two vectors are rotated
along the axle cross till the distance between the products and the attributes corresponds to the hierarchy
established by the customers. This procedure is known for PROFIT (“property fitting”).
Our example contains two such characteristics-axles – roominess and operating costs. The
distances between the cars and the first vector (operating costs) indicate that the VW Golf is the most
economically car in the customers’ minds. On the other hand, Mercedes-Benz, Jaguar and LincolnContinental are leading regarding the roominess.
Figure 4 – Diagram representing a model of product’s positioning in the customers’ mind with
external attributes
Operating costs

Sportiness (high)

Corvette

Roominess
Firebird
Camaro

Jaguar
High prestige
High price

Cost effectiveness

Capri
Chevy
Continental
Cadillac

VW Golf
Mercedes

Positioning strategies - ideal positioning model
The final decision about where to position a new brand or repositioning an existing one should be
based on the models of product’s positioning in the customers’ minds. The position chosen should match
the preferences of a particular market segment and take into account the current position of competitive
products. Within the perceived space of the products positioning there are two such ideal positions of the
product – which divide the customers in two segments. The first segment (I1) prefers sport cars like
Camaro, Capri or Firebird which are not so exclusive brands, while the second segment (I2) prefers
prestige luxurious-limousines like Continental, Mercedes or Cadillac. The distance between one car and
one ideal position is direct proportional with the preference of the customers for these cars. According to
the example, the overall car-market is dominated by three brands: Mercedes, Cadillac and Firebird.
Mercedes and Cadillac are strongly positioned in the second segment, while Firebird dominates the first
segment. Mercedes could consider the introduction of a new brand within the market-position I2 to
reinforce its position in the second segment. Also, a penetration of the first segment could be realized by
positioning a new product (car) within the first ideal position.
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Figure 5 – Ideal positioning model
Sportiness (high)

Corvette

I1

Firebird
Camaro

Jaguar
High prestige
High price

Cost effectiveness

Capri
Chevy
Continental
Cadillac
I2

VW Golf

Mercedes

As a conclusion it can be stated that the market positioning process of a product depends on how
the customers perceive the product performances compared to those of the competitive products. An
important role in the product positioning process has the development of market models of product
positioning in the customers’ minds. This can be accomplished by using two methods: one method creates
o market model of the products positioning in the customers’ minds by using given product attributes and
the second one creates similar models by not indicating the products characteristics. The advantage of
using the second method relies in the fact that the customers are not influenced by given attributes (as
within the first method), but position the product on the basis of the similarities among the products.
Therefore this market model is more plausible and the information’s are more pertinent in the final
decision of a company about where to position a product.
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Abstract: At the beginning of the 21st century, information and knowledge are regarded as the major resources of every
organization, resources that must be administered and used in an efficient way/manner so that the information
management, and even more the knowledge-based management are considered to be major functions of leadership.
At the end of the 20th century, taking into consideration the circumstances in which the changes of paradigm in
organization theory have been established, has become obvious that the old organizational structures, pyramidal and
rigid already existing within the majority of the organizations cannot be compatible with the knowledge-based
organization, a fact that has determined the emergence of numerous other forms of non-hierarchic organizational
structures.
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At the beginning of the 21st century, information and knowledge are regarded as the major resources
of every organization, resources that must be administered and used in an efficient way/manner so that the
information management, and even more the knowledge-based management are considered to be major
functions of leadership.
At the end of the 20th century, taking into consideration the circumstances in which the changes of
paradigm in organization theory have been established, has become obvious that the old organizational
structures, pyramidal and rigid already existing within the majority of the organizations cannot be compatible
with the knowledge-based organization, a fact that has determined the emergence of numerous other forms
of non-hierarchic organizational structures.
While defining the concept of knowledge-based management – globally seen, there are already
numerous approaches regarding this concept – we must notice the fact that no matter the way of
approaching, each process of defining concentrates itself on the following ideas: economic performance,
creating added economic value, improving operational efficiency, efficiency and profitability.
The knowledge-based management is essentially the type of management of changes with catalytic
role/function which centers itself on the rational supervision/steerage of the entity towards success and
adjustment.
The Romanian School of Management being aware of the importance of the concept in discussion,
approaches at large this concept in the book entitled “ Modern approaches in organization management and
economy”1, through the effort of O. Nicolescu, I, Plumb and their co-workers, notable representatives of
modern management, defining this concept extremely suggestive as being: “the strategic-orientated
intervention of motivating and facilitating the implication of the organization’s members in developing and
using their cognitive abilities.”2
Therefore they consider the following3:
- seen as science, the knowledge-based management deals with the study of knowledge-based managerial
processes and relations, as well as with the identification of the laws that govern them and the conceiving
of new systems, methods, techniques for increasing the performances of the organization;
- seen as practice, the knowledge-based management resides in the approaches, methods, techniques
within the organizations focused on the production and utilization of knowledge.
If we consider that we find ourselves in a germinal phase as far as the theory is concerned, when
talking about knowledge-based managerial practice we take it one step further, especially within the
organizations in the field of informatics, telecommunication, biotechnics etc.1Knowledge-based
organizations underline a totally different perspective as far as the manner of conceiving and applying the
management is concerned, the manager becoming “carrier of conceptual responsibilities” – architectures,
systems and processes building, emphasizing more the validation of solutions and less the administrative
1
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power. Within this context one can notice that the accent is placed upon the manager’s roles as mentor,
moderator or promoter. It is normal that the professing of such different roles implies that the managers of
knowledge-based organizations must have adequate types of managerial abilities such as: the capacity of
carrying on changes, strategic perspective/vision, interpersonal communication.
We emphasize the fact that within the medium of knowledge-based organizations emerge destined
managerial roles within which we can distinguish those of chief knowledge officer or chief information
officer, these persons being responsible for the projects aiming at competence development, organizational
teaching etc.
Peter Druker points out that: “the knowledge-based organizations of the 21st century will be
dependent on the specialists hired at the same level as the specialists will need this type of organizations”.4
Therefore, it is underlined the drift towards the reduction of bureaucracy and the development according to
community configurations of the knowledge-based organizations, as viable alternatives to the traditional
hierarchies which are frequently exposed to blockages and self-sufficiency.
At a global level, one can identify within the managerial practice the trend of developing competitive
managerial practices on the one hand, and the trend of transforming into theory these practices by
formulating laws, principles etc. However, the question of principles is seldom approached among
specialized literature. Thomas Davenport, a well-known specialist who approached this subject has
formulated nine principles5 of the knowledge-based management, within which we mention the principle
regulating the fact that: “the management is expensive, but so is ignoring it” , or the principles of the
knowledge-based management which “shows political accents”, “which never ends” and “needs a contract
of knowledge”.
O. Nicolescu, I. Plumb and the collective have also established a set of fourteen principles6
regarding the conceiving and implementing of the knowledge-based management from which we bring
forward:
- the protection of individual and organizational knowledge within the organization, due to its
positioning in the close-up of the organization’s management;
- approaching the knowledge as being one of the main sources of power for the organizations and
their top management;
- knowledge-based management never ends as it is a ceaseless process; knowledge must always
represent the object of the decisions and actions within the management of the organization;
- knowledge-based management is expensive, but even more expensive is neglecting it;1
- the accomplishment of a diverse scale of knowledge (technical, managerial, financial, commercial
knowledge etc.) and a complex approach inside the organization;
- transforming the organization into a Learning Organization where key-resources are knowledge
assets and are made up of knowledge workers.
The new managerial practices specific to knowledge-based management within the organization of
the 21st century include non-directive leadership, interior sub-contracting, intellectual patronage
(„coaching”, „mentoring”), interactive regimes for innovation and learning, self-leadership of specialists
teams.
As far as the transaction of the acquired knowledge and that to be acquired is taken into
consideration, it is thought that the knowledge-based management offers viable solutions by means of five
new functions of the knowledge-based management: 7
- evaluating the knowledge that is available and accessible to the organization, both internal and
individual, as well as the knowledge of external stakeholders and that of potential parteners;
- anticipating the needed knowledge and its sources, starting from what already exists, and from the
mission and strategic goals of the organization;
- obtaining the knowledge necessary to the organization, both internal and external;
- the management, usage and development of knowledge, perceived as an extremely demanding
process, with multiple technical, human and economic aspects;
- the capitalization of knowledge which confers finality to the previous stages, and, in fact, reflects
the performances that the organization achieves.

4
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We consider that protecting the organization’s knowledge is one of the most important functions of
every organization but whose fulfillment is extremely difficult taking into consideration that the greatest part
of that knowledge is held by employees, or another stakeholders. However, we insist upon an extremely
important aspect, that is the production, renewal, usage, dissemination and commercialization of knowledge
are processes which influence always in a critical manner the performance of an organization, and which
must be treated with maximum attention.
The world is changing fast and the technical, economic and social developments have changed
radically our way of life and acting. With every decade the face of society will alter fundamentally. The
globalisation of markets and the technical and technological revolutions are altering the economy in which
new patterns of organizations and work rule over the business world, compelling to competence
development and generalizing developed technologies, reliable knowledge and an even greater
responsibility.
Within this new context, education, research and innovation form the fundament of the development
of economy and society in general, while “the role of the universities becomes even more important”,
especially through its educative component during the successful process of adapting and integrating the
human being in the economic and social life, in the transition to a modern society. 1
Education becomes an integrating part of globalisation process and a basic economic resource which can
sustain a long-term competitive advantage. However, we are aware of the fact that in order to fulfil
successfully this role “the universities have to reach a high level of integration with the economic and social
environment, to be more and more opened to society and its needs, and finally to respond promptly and
efficiently to the rapid transformations from the exogenous environment.”8
Partnership, experience exchange, mobility are trends that lead to knowledge-based economy,
organization and management. Nowadays, it is obvious the fact that only by means of broaden view towards
other actors of the society the university can adapt itself to the rapid transformations which define more and
more the society we live in.
The transition to knowledge-based society, economy, organization and management and their
development within the actual context inside our country depend on:9 creating new knowledge by means of
scientific research; transmitting this knowledge through education and formation; disseminating it through
ICT (Information and Communication Technologies); using the knowledge in industrial processes and
service;, all in all, transforming knowledge into innovation for development.”
When undergoing all these processes the role of the universities becomes a major one, as they are
involved exactly through their mission which aims at research, education/formation and local and national
development.
To sum up, we can declare that the role of the university10 according to the knowledge-based
economy is:
- to produce new knowledge through research;
- to transmit knowledge by means of education;
- to disseminate by means of information and communication technologies;
- to put good use of this knowledge by means of new industrial products and services.
Taking all these into account, the universities are compelled to:
- redefining their relations with the economic environment;
- increasing the offer of educative programmes in ICT fields of activity;
- increasing the visibility at a national level by developing distance educative programmes;
- involving proved talents within the development of innovative programmes in multidisciplinary teams;
- contributing to knowledge development
- technological transfer.
As far as the Romanian and European higher education system is concerned, the recent changes
emerge from the option of these countries established by the Bologna Declaration of creating an European
economic space at the beginning of 2010. The Bologna Process has generated o series of structural reforms,
which aim at organizing the existent diversity within the European institutions from the higher education
system in a “coherent and compatible context”11, this fact being considered as a necessary condition as far as
competitiveness is concerned.
7
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Taking into account the rapid and sustained development of new information and communication
technologies it is also being accelerated the internationalizing of education and research, all these leading to
an increasing competition between universities and countries and other private institutions which are
specialized in this field and which function in order to obtain profit. In this context the keyword is
“knowledge-based” – knowledge-based society (Knowledge Society), knowledge-based economy
(Knowledge Economy), knowledge-based organization, therefore it is inevitable that the key resources
“knowledge assets” – resources that also include the knowledge workers – human resources with high
qualification to be the only that can contribute to the process of generating knowledge.
The universities are those providing the society with the results of the scientific research and
knowledge created and developed inside them by means of: scientific publications, patents-licences, as well
as by creating new companies (spin-off). The capacity of universities to create and to develop knowledge,
and also that of getting involved in disseminating it and that of contributing to its transformation into
innovation is extremely important and has become essential in the context of the new knowledge-based
society.”
The major role that the universities have when initiating their mission generates a series of
engagements towards the students they are educating, the public authorities who are financing the
universities, the labour force market which uses the qualifications and abilities acquired during the teaching
and research process, and finally towards the society in general. The maximization of the social outcome of
the investment consisting in public financing is indeed the general goal of the universities.
In the actual circumstances, according to the specialists, the universities have essential specific
functions for providing adequate programmes of education, professional training and research, programmes
which form the support needed in implementing the strategies of knowledge-based economic increase: the
realization of the labour force training system – adaptable and qualified; creating and developing new
knowledge; providing access to the existent knowledge sources, globally speaking, and adjusting this
knowledge to local/temporal needs.
With the Lisbon Declaration (2000), and then the Bologna Declaration (2002), the EU aims at
building up within e period of ten years the most competitive knowledge-based economy. The documents
mentioned above include the actions indicating the main directions of activity – vectors of the knowledgebased economy: the informational society, education and research (concerning three main domains: labour
force, the increase of the connectivity level in Europe and knowledge).1
We must bring into discussion the fact that the Lisbon Agenda concentrates not only upon the
achievements of the member states, but also the achievements of the candidate countries to EU, an
established strategy submitting several critical dimensions to be applied while evaluating competitiveness:12
creating an informational society, developing an European space for innovation, research and technological
development, liberalization, building industrial networks, creating efficient services financially integrated,
improving the business environment, high social inclusion, sustainable development.
A considerable number of countries have begun the transformation of higher education system,
transformation which is seen as an answer to the convergent trends that are noticeable in the actual external
environment. However, the initiated changes and the registered progresses have an irregular character
because: “developing countries or undergoing the process of social and economic transition (as in the case
of Romania) are still searching for individual dimensions and directions of change, most often inspired from
the pattern of the member states.”13
They are still tributary to the difficulties generated by the establishing of their own processes of
economic restructuring and deficiencies in the social dynamics. If we refer strictly to the higher education
system, the national politics in the field of formal and youth teaching, the rigid managerial practices are
agents which block universities from regulating according to the requirements of labour market ( more
competitive within the global environment) and to the actual trends.
For EU countries – and also for Romania, education and continual professional training are
fundamental concepts not only actual, but also prominent. Romania as an European country is opened to
implementing required measures in order to harmonise with the specific legislation, and to build up the
European space of higher education.
Specialists consider that the university “is situated somewhere on the itinerary of generating new
sources of richness and power, but its place is not that precisely established anymore. It interferes in a
11
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multiple and diffusive manner. It may be a developing instrument; it may be the medium for providing
legitimacy; it may generate profit as well as any other activity based on services; it may be connected to the
formation of the elite or to the unity of the human resources.”14
At the moment, one difficult moment for both specialists and developing countries is represented by
the obstacles that these countries encounter during the transition to knowledge-based society, economy,
organization and management. As we have underlined in this chapter, the huge technological gaps between
the developing countries and those developed, although not representing an impossible to defeat obstacle,
getting beyond it is a process conditioned by the access to a modern educative system correlated closely with
the requirements of the labour force market.
All in all, universities have to become opened systems capable of reaching to a high level of
integration within the economic, administrative and political environment.1
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THE IMPACT AND THE RELEVANCE OF THE PROFESSIONAL MANAGEMENT
UPON THE ORGANIZATIONS FROM THE PUBLIC SYSTEM. NEW PUBLIC
MANAGEMENT APPLICABLE TO THE INSTITUTIONS FROM THE ACADEMIC
ENVIRONMENT
Abstract: This work has as main theme the impact that professional management produces upon the
organisations from the public system, but also from the private system. This work emphasizes the scientific
management that starts with a presentation of types/styles of leadership in organizations and the necessity of
studing them, going on with the presentation and the analysis of four types of leaders, a study realised by
Traian Herseni, on the basis of the ground research, that it has as a starting point (correlation) or lack of it,
between the orientation and the style of leadership. Inside the literature of speciality, because of many
authors that have researched the style of leadership, there are an impressive number of this kind of
typologies, but the most illustrative unidimensional typology – the first – and the historical point of view –
is the one suggested by Kurt Lewin and his contributers R. Lippitt and R. K. White that, these called them:
authoritative, democrat, free (laissez-faire). Carrying on, it points out the concept of leadership, and
especially the influence that some individuals have upon the achievement of other’s goals, in an
organizational context, thus we have created an instrument of research for testing the leadership style, that
we have applied succesfully, inside our organization, respective the Faculty of Law and Administrative, from
‘Ovidius’ University, an instrument that can be applied with succes also in other universities from the
country.
Key words: Behaviour concept, leadership styles, organization, evaluation.
JEL clasification: M12, M54, J24
1.1. Types and styles of management. Public system vs. private system
Scientific management starts with an approach of types/styles of leadership in organizations.
Defining the styles of leadership is a difficult process for the theoreticians, and for the practitioners, the
application of the theory of Lewin, referring to the styles of management raises even more difficulties. Along
the time, there have been given more definitions concerning the types and the styles of leadership, for
example the American psychosocilogist Keith Davis (1968) finds four types of leadership: authoritative,
custodiarial, supportive, collegial.
The Australian Leonard Kazimer (1969) used to talk about the styles of positive and negative
leadership or about the centralized and decentralized styles. Along the time it outlines the idea referring to
which the types of leadership can be something basical, and the style, the way of expression and
manifestation of the type of leadership in what it has the most important and essential. The French Olivier
Gelinier (1968) compares the type and the style of leadership with an iceberg, in which the visible part (a
third part from the iceberg) represents the style of leadership, the invisible part (two third from the iceberg),
the type of leadership. A second way of realizing the leadership style is situated somehow at the opposite
pole, making a clear distinction between the behaviour concept and the one of the style of leadership. Thus, I
think that the most proper definition can be made from a psychosocial view. Thus the leadership style can be
defined as being the concrete way of playing a role, so the one of effective transposing in the plan of
behaviour of exigencies that derives from the leader rules.
The need of the style of leadership investigation derives, firstly, from the extremely relevant effects
that its practice can have upon the psychological climate, socio-affective, relational from the social
organizations, also from the productivity of work.
Secondly, the need of studying the leadership style derives from the fact that he has a great ability of
spreading inside the members of the group, it is catching for the entire organization. In the concrete process
of work, the leader, willful or not, builds up, frequently train up his team, according to his own style of
leadership. We don’t have to forget that, beside the normal, natural, adaptive styles, no matter of their type or
way, there are some not adaptive styles of leadership, as inefficient ways of reference to the leaders to their
subordinators, to their problematic situations or solicitant that they cross. De Vries si Miller (1992) describe
five such styles (paranoid, obsessive, hysterical, depressive, schizoid).
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The practice of adaptive leadership styles will give rise to some healthy, mature, capable of
organizing and developing organizations, when the practice of not adaptive styles will generate ill,
vulnerable, unstable, liable to fail anytime organizations.
Thirdly, the need of studying the styles of leadership derives from the fact that this never acts
isolated, for itself, correlated with some other variables, that makes that its effects upon the diverse
departments of the organizations and especially, upon their activities to be more striking and more full of
significance. The style of leadership interacts more frequently with the orientation of the leadership and the
leader’s mentality, between the style of leadership and the other two components (the directions and the
mentalities of the leadership) there is a deep interdependence.
Traian Herseni used to present and analyse four types of leaders, coming up from the ground
researches and having as a starting point the correlation (or the lack of it) between the orientation and the
style of leading. Thus, there are:
1) precious leaders with great orientation in comparison with their tasks, able, cultivated, well intentioned
and with a style of positive leadership (communicative, calms, generous, sympathetic, charming in their
relationship with the others);
2) precious leaders, but with no style, case in which it sometimes reaches some dramatic situations because
they are rejected by their subordinates, between them and their subordinates it always appears conflicts;
3) mediocre or unable leaders, but with style (well-disposed, polite, tolerant), which are accepted and
defended by their subordinates;
4) mediocre leaders and with no style – the most unhappy situation-, totally rejected by their subordinates
Finally, in the fourth place, the need of studying the style of leadership derives from the fact that this is
not just a simple personal variable (with implications only at the individual psycho), but also an
organizational variable, affecting the persons, the relationship between them, and even the organization on its
whole.
In the literature of speciality, the number of typologies of the styles of leadership is really impressive.
There are some typologies that, although start from many more activities of the leadership, it takes advantage
to one of them, which in this way it becomes essential, fundamental – these are the typologies we call them
one-dimensional. Other typologies start from two or three dimensions considered as being decisive in the
leadership activities –these are the bi and tri dimensional typologies. The most illustrative one-dimensional
typology – the first from the historical point of view – is the one suggested by Kurt Lewin and his
collaborators R.Lippitt and R.K. White, since 1939.
Although the activities developed by a leadership
inside a group are sufficient numerous
(the settlement of the tasks and the work techniques, the allocation of the tasks, the forming of the groups,
the participation at the activity), what it matters is some other thing, and especially: who takes the decision
with all these activities?, how the decision is taken? The decision can be taken by a single leader, by a leader
together with the members of the group or by the group, at random, with no assistance from the leader side.
The three situations keep the practice of three styles of leadership that Lewin, Lippitt and White called them
authoritative, democrat, free (laissez-faire).
The three styles of leadership can be find again, in a shape or other, in the most cases of the
typologies of other authors. Typology of Lewin and their collaborators, although with a great relevance and a
force of penetration, it has been associated with a limit, and special, it suggests that there are some styles of
pure leadership (‘pure’ authoritative, ‘pure’ democratic). Some authors grasp the fact that in reality, in
practice there are no ‘pure styles’, but rather combinations of these. N-R. F. Maier (1957) has imagined an
equilateral triangle and has placed in every peak the three classic styles (authoritative, democratic, laissezfaire) and in the middle of every side of the triangle has been set out other three intermediate styles of
leadership (paternal between authoritative and laissez-faire, in a majority between authoritative and
democratic; free with discussions between democratic and laissez-faire.) .
The first style is characterized by the fact that the authority takes the decision, but it takes into
account in a way the individual’s wishes; the second one is based on the participation of the members of the
group and the domination of the minority by the majority; the third style supposes a discussion with not
taking into consideration any organized action. Maier goes further and he thinks that the only situation really
free is the one of laissez-faire, in which every individual acts as he/she likes, the fact that excludes any effort
of cooperation. The autocratic system and the democratic one restrict, both of them, the freedom: autocracy
by the chief pressure, the democracy by the group pressure. The autocracy and the democracy don’t
distinguish themselves by the fact that one of them gives more freedom than the other one, but by the fact
that one of them restricts the freedom by the free accepting of the individuals, and the other one by the fear
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generated. J.A.C. Brown (1954) describes the three types of authoritative leaders (exact,well-wishing,
incompetent) and two types of democratic leaders (authentic democrat and false democrat).
The exact authoritative is severe, but correct, he never delegates his authority, he uses types of
formula such as ‘business is business’, ‘time is money’, he has conservative tendencies, he is generous, with
the people around him, the ones who fulfill their duties, he cares about the distinction between leader and
worker.
The well-wishing authoritative is preoccupied by the conscience of the fact that his task is not only
the one of creating objects, but also he has to take care by his subordinators, he has made sure of them; so, he
is interested on their extraprofessional life, on their believes, on their morality, on the fact that he is always
appreciated.
The incompetent authoritative is an ‘infantile’, unscrupulous; he tells lies, he ill-treats, he corrupts,
he takes all the decisions that he thinks he will help at reaching his goals.
The authentic democrat –is the one who delegates his authority till the lowest echelons of the
hierarchy, he leads the work free elected by people, when he is absent, it never happens something wrong in
the group.
The false democrat- he is not so different from the incompetent authoritative: he adopts the verbal
formulas apparently democratic, but, in essence, he doesn’t take care of the people problems, but he follows
his own interests.
The leadership represents the influence that some individuals have upon the touching other’s goals,
in an organizational context.
The leadership takes place when some individuals exercise the influence on touching the goals by
the others in an organizational context.
In theory, any member of the organization can exercise the influence upon the others, so becoming
employed in leadership.
But in practice, some people are in better positions than others to be leaders. Of course, the presence
of a formal role of leader, it doesn’t mean that it is any guaranty of the fact that there is a leadership. Some
managers and supervisors don’t succeed to perform any influence on the others. These will be appreciated as
inefficient leaders, the leadership means to go beyond the formal requests of the role in order to influence the
others.
It can appear people that can occupy the roles of informal leaders. Since these don’t have any formal
authority, they have to rely on the sympathy and on the professional appreciation that they have in order to
wield their influence.
The approach by the features it is concerned especially by what the leaders come into a group.
We can notice that this study of spontaneous leadership supplies some guide points about what they
have to do in order to be efficient leaders the ones designated in a formal way.
We imagine an organization realized ‘from the blade of grass’, in which we have such as goals some
tasks of fulfilling, from the experience we know that it will appear a leader of the group. Who will be?
without seeing the group interacting, we can guess with sufficient accuracy who will be the leader. It is
simple enough, it will be the person who speaks the most, in measure in which there is perceived as having
relevant experience. To be kept in mind is the fact that a leadership is a form of influencing and an important
way is to talk about a lot, perhaps to talk about the strategy of planning, of organizing, of sharing the work,
etc, things that have to go to fulfilling the current mission. This kind of leader we call leader of mission,
because his main concern is to fulfill the mission that it has been entrusted.
Leader of mission is the leader who is interested in fulfilling the mission by organizing the others,
planning the strategy and the division of labour. Supposing that we ask the members of the group whom they
liked most, usually there will be an almost unanimous agreement and the person who talks in this way
designated it will be called socio emotional leader.
Socio emotional leader is the leader interested in
the decrease of the pressures, settling the conflicts, the solution to discords and keeping up in high spirits. In
many cases the two roles of the leader are interpreted by the same member of the group. In some cases, but,
it appears two leaders in the two roles. When this happens, the two ones usually understand well and they
respect each other the complementary abilities.
So, in general, the leaders have to be preoccupied both by the functioning of mission but also by the socioemotional one. More, the organizations never designate two formal leaders for a labour group. The leader
designated in a formal way has to be preoccupied by the balance of the exigency of the two distinct roles.
It is interested to analyze the behaviour of the designated or named leaders, in contradiction with
those who appear spontaneously. Which are the major behaviours in which those imply and how those
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influence the performance and the satisfaction of the subordinators? Speaking in another way, is there any
special kind of management style more efficient than others?
he most applied or more systematic leadership study has been started in Ohio State University. The
researchers over there have started by requesting to some people to describe their hierarchical superiors, in
terms of some behaviour dimensions. The statistical analysis of the descriptions has demonstrated that they
reduce practice in two types of behaviour- called consideration and structuring... The consideration is the
measure in which a leader is easy of access and it exhibits the concern for subordinators.
The leader who shows consideration for subordinators is seen as friendly, impartial and protecting
for the good of the group.
Consideration is the measure in which a leader is easy of access and shows personal preoccupation
for subordinators. The structuring is the measure in which a leader concentrates upon reaching the group’s
goals. The leader who structures emphasises on standard procedures, the labour planning and the distribution
of the people on activities. It is clear that the structuring is related to the function of mission emphasized by
the studies upon spontaneous leadership.
Structuring represents the degree in which a leader is concentrated upon reaching the activities’
goals of the group. Theoretically, consideration and structuring are not incompatible. It is possible that a
leader to have a big, medium or little score in the two dimensions. The association between the consideration
shown by the leader, the structuring and the responses to their subordinators represented the subject of
hundred of studies. At first sight, the results seem to be confused and frequently contradictory . Sometimes,
the consideration seems to be the one that brings satisfactions and good performances sometimes-not.
However, when we discuss a specific situation in which it is find again, it results a more clear image.
1.2. Practical application in the management of ‘Ovidius’ University of Constanta. Methodological
guide concerning the evaluation of the leadership styles in academic system
The autocratic system and the democratic one restrict, both of them, the freedom: autocracy by the
chief’s pressure, democracy by the group pressure. Autocracy and democracy do not distinguish themselves
by the fact that one obtains more freedom than the other one, but for the fact that one reduces the freedom
through the free acceptance of individuals, and the other for the fear produced.
Inside the leadership of the represented organization, ‘Ovidius’ University of Constanta, the
autocratic style represents the first way of leadership, in an other way of speaking it has the most significant
weight between the other styles of leadership.
This style is emphasized by the fact that norms and regulations are enforced by the senate decisions
and by the teachers’ councils, as example the rules of the organization of the contest in superior education
and other example is the one of the evaluation criteria of teachers. For the first time, starting with this year
the norms of evaluation are respected by the presence of the four types of evaluators in the case of the
contest of obtaining a lector position .
1.
self evaluation of the didactic activity made by the candidate
2.
evaluation from the side of the colleagues
3.
evaluation from the side of the students
4.
the list of manual and other didactic activities realized by the candidate. The conclusion
will be expressed in qualifying: Very well, Well, Satisfactory, Unsatisfactory. The minimum standard being
on obtaining the qualifying of ‘Good’.
These four types of evaluation will assure more objectivity.
As leadership insufficiency is the fact that we haven’t been consulted regarding the norms,
regulations, criteria of evaluation, they had to be sent at least at the level of the teacher’s desk, for each
faculty apart, and for the final statistic implementing the most whole accepted form.
Another proof of autocratic style inside the university is the lack of transparency of regulations,
norms, not publication on the university site, the inexistence of other form of publicity as example: note
board, intranet, the fact that not even the students have easy access to information, all these go to a lack of
transparency in communication, that the specialists call the organizational culture of chaos. The culture
which is determined by the fact that we haven’t been consulted concerning at least one part of the
regulations, norms, etc. and the chances of respecting are more decreased when you are not consulted in
comparison with the situation in which you have been consulted.
As a conclusion also at the level of the university but at the faculty it should be a better transparency
regarding the information of teacher’s staff and students, and the participation should be the most important
decision’s condition. We suggest the next methodological instrument of evaluating the leadership styles in
the academic average:
The leadership style
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The inventory of the style of leadership makes the distinction between the leaders oriented to the task
and the ones orientated to the people. The answers of the 35 items of the inventory is conferred on a scale of
1 to 5, where 1 means ‘always’, and 5 –‘never’. The whole score can, therefore, oscilates between minimum
35 grades and highest 175 points. The gross score has been structured, that the little results are representative
for the leader oriented to tasks, meanwhile the big results are defining to the leader oriented to person. The
theoretical mean of this scale is of 70 points.
Distribution of the scores of the subjects at the variable ‘Style of leadership’
Statistical Inventory
Leadership Style
N
Absent
Mean
Mediana
Mood
Standard digression
Skewness
Error Skewness
Kurtosis
Error Kurtosis
Amplitude
Minimum
Maximum

Valid

40
195
56,38
55,00
51
9,001
,024
,374
-,729
733
32
40
72

The distribution of the obtained scores of the 40 leaders of syndicate at the variable ‘style of
leadership’ has the mean of 56,38 points, the median 55 points and the standard deviation 9. The most
leaders of syndicate have been evaluated at a score of 51 per this dimension. The amplitude of the
distribution is of 32 points, between a minimum 40 and maximum 72 points.

The distribution of the subjects’ score at the variable ‘ Style of leadership’
From the point of view of symmetry, the distribution is symmetric (Skewness= 0,24; Error standard
Skewness = 0,37) and mezocurtic (Kurtosis = 0,72, Error standard Kurtosis=0,73), so that we can consider
that the subject’s scores are distributed normally at this variable.
As in the case of previous variable, we notice the tendency of the evaluation between the low scores
(little). In order to prove this fact, we used the same test ‘t Student’, of comparison of the people’s mean with
a pattern’s mean.
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Really, there is a significant difference between the theoretical mean of a dial and the mean of the
scores obtained by the 40 teacher’s staff of the university (t(39)= 9,57; p<0,01), in the mean that the teachers
consider themselves, significantly more oriented to the tasks than to the people.
The significance of the important difference between the theoretcal mean of a dial and the leader’s opinion
One -Sample Test
Value of the test = 70
t

df

Sig.
(bidirectional)

The difference bet.
means

39

,000

-13, 625

95% Interval of trust of
differences
L. inf

Leadership style

-9,574

-16,50

L. sup
-10,75

In this way, the second hypothesis doesn’t not confirm but it is postulated especially the orientation
of the leaders/managers from superior education to the tasks that have to be resolved. This would be a
possible explanation of the fact that these are not accepted and approved in the joint they are part of.
The questionnaire had been realized by W. Warner Burke and follows the identity of the leadership
style oriented to the people or oriented to the task. The instrument contains a number of 35 items at which
the subject can answer through five variants of answer: ‘always’, ‘frequently’, ‘circumstantial’, ‘rare’,
‘never’. The items aim the descriptions of the leader’s activities and the subjects appreciate the measure in
which the respective action fits them.
The dial is constructed in such a way that the scores raised to a kind of orientation they correspond to
low scores at the other orientation.
Before going to effectively using of the instrument we have studied its fidelity by the means of the
coefficient of internal consistency Alfa Cronbach, for every scale apart.
Statistics of fidelity
Cronbach’s Alpha
, 841

No. of items
15

For the 15 items of the dial ‘the orientation to people’, we notice an internal consistency Alfa
Cronbach, of 0,84, fact that shows a good fidelity of the dial. The analysis of the item-dial correlations don’t
show a significant raise of internal consistency at the elimination of any item.
Similar, for the ‘orientation to the task’ dial, the 20 items have an internal consistency of 0,82,
proving, also, a good fidelity of the dial. The correlations item-dial do not indicate, not even in this case, the
elimination of any item because of the intern consistency does not improve significantly.
The analysis has been realized for a number of 50 subjects, the instrument can be considered good in
the goal of the next development.
Statistics of fidelity
Cronbach’s Alpha
No. of items
, 820

1.
2.
3.
4.
5.
6.
7.
8.
9.
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The Items of the questionnaire
I would act as a spokesman of the team.
I would encourage the overtime hours.
I would allow to the members full freedom for realizing the task.
I would encourage the use of uniform procedures.
I would allow to the members the use of the own judgments in solving the problems.
I would point out to the winning of the competition with other teams.
I would speak to a representative of a team.
I would give an impetus to the members of the group to make bigger efforts.
I would experience my ideas inside the team.
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10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.
28.
29.
30.
31.
32.
33.
34.
35.

I would let the members of the group to work how they think it is better.
I would strive to be promoted.
I would tolerate the uncertainty and the postponing.
I would speak in the name of the team in front of the guests.
I would maintain a fast rhythm of production.
I would give freedom to the members to choose their task and to land it.
I would resolve conflicts when they appear inside the team.
I would loose in details.
I would represent the team at the external meetings.
I would not allow to the members to have authority .
I would decide what it has to make and how.
I would make pressures for raising the production.
I would allow the members to have authoritative.
The effects would be the ones I predicted.
I would allow to the team a high degree of initiative.
I would give to the members precise tasks.
I would like to make some changes.
I would request to work much more.
I would have trust in the people’s judge.
I would plan the activities.
I would refuse to explain my actions.
I would persuade to the others that my ideas are in their advantage.
I would allow to the team to establish the rhythm .
I would give an impulse to the team to beat its own record.
I would act without consulting the group.
I would ask for the members to subdue to the rules and regulations.

Items 3, 5, 8, 10, 15, 18, 19, 22, 24, 26, 28, 30, 32, 34, 35 represent the significant items for the
orientation to the people. The maximum score can vary from 0 to 15 points, where 0 indicates a low
orientation to the people and 16 the predominant orientation to the people.
Items 1, 2, 4, 6, 7, 9, 11, 12, 13, 14, 16, 17, 20, 21, 23, 25, 27, 29, 31, 33 represent the significant
items for the orientation to the task. The maximum score can vary from 0 to 20 points, where 0 indicates a
low orientation to the task and 20 the predominant orientation to the task.
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DECISION, BETWEEN COMMON AND UNUSUAL

Abstract: Nowadays the essential of good management is making decisions that provide the right direction and a
winning position in today’s business world. Business executives must make high quality, nearly instantaneous decisions
all the time. The ability to make the right decisions concerning vision, growth, resources, strengths and weaknesses
leads to a successful business. It is management’s responsibility to manage for today and tomorrow the optimum
efficiency of activities on the market.
Key words: Decision-making process, intuition, decision tree.
JEL Classification: M10, M51

Decisions shape our life. Made consciously or unconsciously, with good or bad consequences, they
represent the fundamental tool we use in facing the opportunities, the challenges and the uncertainties of life.
Making good decisions is thus one of the most important determinants of how well we meet our
responsibilities and achieve our personal and professional goals. So, the ability to make smart choices is a
fundamental life skill.
The connection among the decisions we make lies not in what we decide, but in how we decide. The
only way to really raise our odds of making a good decision is to learn to use a good decision-making
process, which leads to the best solution with a minimal loss of time, energy and money.
The normal decision-making process generally involves:
1. Defining the problem,
2. Collecting necessary information,
3. Developing options,
4. Devising a plan,
5. Executing and
6. Following-up.
As John S. Hammond describes in his book, an effective decision-making process will fulfill these
six criteria1:
 It focuses on what is important
 It is logical and consistent
 It acknowledges both subjective and objective factors and blends analytical with intuitive thinking
 It requires only as much information and analysis as is necessary to resolve a particular dilemma
 It encourages and guides the gathering of relevant information and informed opinion
 It is straightforward, reliable, easy to use and flexible.
A decision-making approach can be practiced on decisions major and minor. And the more you use
such an approach, the more efficient and effective it will become.
The Institute for Strategic Clarity provides The Decision Making Process Map which describes each
phase of the decision-making process and the difficulties that decision maker have in the phase 2.

1

“Smart Choices: A Practical Guide to Making Better Decisions”, John S. Hammond, Ralph L. Keeney, Howard
Raiffa,www.amazon.com
2
http://www.instituteforstrategicclarity.org/dmp.htm
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Decision makers, who are used to depend on their past experiences, must make decisions and take
actions in the rapidly changing world we all face today. In this turbulent environment, the ability to
successfully view the current situation through the traditional “good judgment” viewpoint is weakened
through increasing external noise, explained by a multitude of information sources on multiple topics, and
changing paradigms of how we think about social, cultural, organizational and economic issues, creating
internal noise within our mental models. These noises skew our perception of what is really happening in the
world. In addition to facing this constant flux, leaders are being asked to choose the path to the future as well
as to explain exactly how they plan to get there. Before putting a stake in the sand, leaders begin by
developing and testing hypotheses about possible scenarios, and then eliminate numerous courses of action
until a small set of viable choices remain. Once the decision to act is made, the communication of the new
initiatives begins. The results of these initiatives usually produce some expected behavior, but almost always,
much to our surprise, our actions produce unexpected behavior as well, that once again changes our situation.
And so it goes…
Many people never question how they make decisions, but as they stop to analyze, rarely there is a
method. They usually find a big mess inherited from early years. Sometimes, people make random choices,
or decisions are made by outside circumstances, and they just comply. And sometimes, people decide
because they just fell like that.
As Luda Kopeikina1 points out, “the key to reaching mastery in decision-making is the ability to
focus your physical, mental and emotional resources on an issue like a laser beam. Such focus enables you to
reach decision clarity faster and easier. Focusing on an issue this way is necessary to have an insight or
clarity moment, as the problem that you were thinking about becomes clear in an instant.”
Conventionally, “being clear” is defined as reaching a conclusion that is “evident” to the mind,
unclouded and free from anything that dims, obscures or darkens.
Also when we know for certain that this is the path we need to take, there are no “ifs” or “buts”, we
do not doubt, we do not question, we simply know, for certain and sure.
In the book of Rudolph Grunig and Richard Kuhn, to take the right decisions is typically not a simple
matter, as most decision problems are highly complex in nature. This complexity is due to a number of
factors2:
 The problem may have numerous dimensions, many of which can only be described in qualitative terms.
 Relationships between the different dimensions may be unclear so that the structure of the problem is
obscured.
 The problem may involve more than one division or department of the company or organization.
 The problem may have a large number of possible alternative solutions.
 Future developments in the relevant environment may be uncertain.
1

“The Right Decision Every Time: How to Reach Perfect Clarity on Tough Decisions”, Luda Kopeikina.,
www.amazon.com
2
“ Successful Decision-Making: A Systematic Approach to Complex Problems”, Rudolph Grunig, Richard Kuhn,
www.amazon.com.
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Decision-making skills1 help to solve problems by selecting one course of action from several possible
alternatives and are also a key component of time management skills. Decision-making can be hard. Almost
any decision involves some conflicts or dissatisfaction. The difficult part is to pick one solution where the
positive outcome can outweigh possible losses. Avoiding decisions often seems easier. So, making decisions
and accepting the consequences, is the only way to stay in control of time, success, and life. Decisionmaking tips help to learn more on how to make a decision.
A significant part of decision-making skills is in knowing and practicing good decision making
techniques. One of the most practical decision making techniques can be summarized in these simple
decision making steps2:
1.
Identify the purpose of your decision. What is exactly the problem to be solved? Why it should be
solved?
2.
Gather information. What factors does the problem involve?
3.
Identify the principles to judge the alternatives. What standards and judgment criteria should the
solution meet?
4.
Brainstorm and list different possible choices. Generate ideas for possible solutions.
5.
Evaluate each choice in terms of its consequences. Use standards and judgment criteria to
determine the consequences of each alternative.
6.
Determine the best alternative. This is much easier after a good evaluation of choices.
7.
Put the decision into action. Transform decision into specific plan of action steps.
8.
Evaluate the outcome of decision and action steps. What lessons can be learnt? This is an
important step for further development of your decision making skills and judgment.
In everyday life we often have to make decisions fast, without enough time to systematically go through
the above action and thinking steps. In such situations the most effective decision making strategy is to keep
an eye on the goals and then let intuition suggest the right choice.
As our life becomes more dynamic and less structured, intuition gains more and more recognition as an
essential decision making tool. Many experienced decision makers are able to directly recognize the best
option or course of action in many tricky situations. The solution just comes to them from somewhere in
their subconscious mind, instead of being a result a lengthy chain of logical derivations or a computer output
from a complicated simulation.
Intuition can make people a much more effective decision maker, especially when we deal with
non-standard situations or in expedient decision making.
Decision making situations where intuitive3 approach can help most include the following:
 Expedient decision making and rapid response are required. The circumstances leave no time to go
through complete rational analysis.
 Fast paced change. The factors on which analysis are based change rapidly.
 The problem is poorly structured.
 The factors and rules that are needed to take into account are hard to articulate in an unambiguous way.
 Dealing with ambiguous, incomplete or conflicting information.
 There is no precedent.
The intuitive mode of thinking4 is characterized by:
1.
The process is dominated by subconscious mind, even if conscious mind is used to formulate or
rationalize the final results.
2.
The information is processed in parallel rather than sequentially. Instead of going through a logical
sequence of thoughts one by one, the situation seems to be more as a whole, with different fragments
emerging in parallel.
3.
Decision maker is more connected with emotions.
4.
Intuition versus rational analysis.
The main alternative to the intuition-based approach is rational thinking. The rational decision making
process relies mostly on logic and quantitative analysis, of all options. First formulating the main criteria for
judging the expected outcomes of all options and assign certain weights to those criteria to reflect their
relative importance. Then, based on the expected outcomes and their weights, rate all options by their
perceived utility. Finally, choose the option that has the highest rating. If, for some options, the expected
1

http://www.time-management-guide.com/decision-making-skills.html
http://www.time-management-guide.com/decision-making-skills.htm
3
“The Institute of Strategic Clarity”, http://www.time-management-guide.com/intuition-decision-making.html
4
http://www.time-management-guide.com/intuition-decision-making.html
2
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outcomes involve uncertainty, also incorporate in ratings the perceived probabilities of different possibilities,
or even perform a simulation.
Rational analysis still plays crucial role in many situations, especially when there is clear criteria and
have to deal with extensive quantitative data, like quantitative finance in business situations where the
rational decision making becomes impractical.
Finally, greatly increase of quality intuitive decisions are if there includes certain elements of the
analytical approach. In particular, following the procedure of the rational analysis first and as much as it can
be, capture on paper the ideas on the main options and the criteria for evaluating choices. Write down the key
facts and factors needed to keep in mind.
Also there are other tips in decision-making, helping to consider the smartest choice like Decision Tree
Analysis1.
A Decision Tree Analysis2 is one of the most systematic tools of decision-making theory and practice.
Decision Trees are excellent tools for helping you to choose between several courses of action. They provide
a highly effective structure within which you can lay out options and investigate the possible outcomes of
choosing those options. They also help you to form a balanced picture of the risks and rewards associated
with each possible course of action.
Usually a Decision Tree is started with a decision needed to make, essentially is a diagram that
represents, in a specially organized way, the decisions, the main external or other events that introduce
uncertainty, as well as possible outcomes of all those decisions and events.
An example of a Decision Tree is shown in Figure 13:

Squares represent decisions you can make. The lines that come out of each square on its right show
all the available distinct options that can be selected at that decision analysis point. Circles show various
circumstances that have uncertain outcomes. The lines that come out of each circle denote possible outcomes
of that uncontrollable circumstance.
Each path that can be followed along the decision tree, from left to right, leads to some specific
outcome. Those end results must be described in terms of main criteria for judging the results of decisions.

1

http://www.mindtools.com/dectree.html, Choosing Between Options by Projecting Likely Outcomes
http://www.time-management-guide.com/decision-tree.html
3
http://www.mindtools.com/dectree.html
2
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Ideally, each end outcome will assign a quantitative measure of the overall total benefit that will receive
from that outcome.
Now there is a complete decision making tree with specific numbers for both the probabilities of the
uncertain events and the benefit measures (desirability) of each end result. At this stage the tree can give
more specific recommendation on what would be best choices to make.
In particular, for each choice controllable, can be calculated the overall desirability of that choice.
Just sum the benefit measures of all the end outcomes that can be traced back to that choice (via one path or
another), weighted by the probabilities of the corresponding paths. This will show the preferred choice, the
one with the highest overall desirability.
Conclusion
At work, engineers, scientists and other specialists of any culture base their decisions as much as
possible on process logic, the systematic evaluation of quantifiable facts. When they are not practicing their
professions, they most likely use facts the way we all do, to confirm choices we have already made. In our
day-to-day life, facts are validation, coming at the end of the decision-making process, not at the beginning.
In practice, humans make very few major decisions by drawing up a checklist of positive and
negative attributes. We don’t do it for the cars we drive, the friends we choose, the house we buy, or the
person we marry, we don’t even do it when we decide which profession we should pursue, even those like
engineering and science, rely heavily on the dispassionate evaluation of quantifiable facts.
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CROSS-CULTURAL, INTERNATIONAL COMMUNICATION
Abstract: Business is not run in an identical fashion from culture to culture. Consequently, business relationships are
enhanced when managerial, sales, and technical personnel are trained to be aware of areas that are likely to create
communication difficulties and conflict across cultures. In the same way, international communication is being
strengthened when business people are able to anticipate areas of commonality. As such, business in general is
enhanced when people from different cultures find new approaches to older problems, coming with solutions by
combining cultural outlooks and learning to grasp issues from the viewpoint of others.
Key words: Culture, language, environment, businesspeople, relationships.

Problems in business communication run across cultures often arise when participants from one culture
cannot understand culturally determined differences in communication practices, traditions, and thought
processing. At the most fundamental level, problems may occur when one or more of the people involved
clings to an ethnocentric view of how to run business. What is ethnocentrism? It is the belief that one's own
cultural group is somehow innately superior to others. It is easy to say that ethnocentrism only affects the
bigoted or those ignorant of other cultures, and so is unlikely to be a major factor in one's own business
communication. Yet difficulties due to a misunderstanding of elements in cross-cultural communication may
affect even enlightened people. Ethnocentrism is deceptive precisely because members of any culture perceive
their own behavior as logical, since that behavior works for them. People tend to accept the values of the
culture around them as absolute values. Since each culture has its own set of values, often quite divergent from
those values held in other cultures, the concept of proper and improper, foolish and wise, and even right and
wrong become blurred. In international business, questions arise regarding what is proper by which culture's
values, what is wise by which culture's view of the world, and what is right by whose standards.
Since no individual is likely to recognize the subtle forms of ethnocentrism that shape who he or she is,
international business practitioners must be especially careful in conducting business communication across
cultures. It is necessary to try to rise above culturally imbued ways of viewing the world. To do this, one needs
to understand how the perception of a given message changes depending on the culturally determined
viewpoint of those communicating.
There are many factors that affect cross cultural business communication and it’s important to take
them into account.
The communication process in international business settings are filtered through a range of variables,
each of which can color perceptions on the part of both parties. These include language, environment,
technology, social organization, social history and mores, conceptions of authority, and nonverbal
communication behavior.
By assessing in advance the roles these variables play in business communication, one can improve
one's ability to convey messages and conduct business with individuals in a wide range of cultures.
Among the most often cited barriers to conflict-free cross-cultural business communication is the use
of different languages. It is difficult to underestimate the importance that an understanding of linguistic
differences plays in international business communication. Given this reality, business consultants counsel
clients to take the necessary steps to enlist the services of a good translator. Language failures between cultures
typically fall into three categories: 1) gross translation problems; 2) subtle distinctions from language to
language; and 3) culturally-based variations among speakers of the same language.
Gross translation errors, though frequent, may be less likely to cause conflict between parties than
other language difficulties for two reasons. Indeed, the nonsensical nature of many gross translation errors often
raise warning flags that are hard to miss. The parties can then backtrack and revisit the communication area that
prompted the error. Even if they are easily detected in most cases, however, gross translation errors waste time
and wear on the patience of the parties involved. Additionally, for some, such errors imply a form of disrespect
for the party into whose language the message is translated.
The subtle shadings that are often crucial to business negotiations are also weakened when the parties
do not share a similar control of the same language. Indeed, misunderstandings may arise because of dialectical
differences within the same language. When other parties with full control over the language with whom the
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nonnative speaker communicates assume that knowledge of this distinction exists, conflict deriving from
misunderstanding is likely.
Attitudes toward accents and dialects also create barriers in international business communication. The
view that a particular accent suggests loyalty or familiarity to a nation or region is widespread in many
languages. The use of Parisian French in Quebec, of Mexican Spanish in Spain, or subcontinental Indian
English in the United States are all noticeable, and may suggest a lack of familiarity, even if the user is fluent.
More importantly, regional ties or tensions in such nations as Italy, France, or Germany among others can be
suggested by the dialect a native speaker uses.
Finally, national prejudices and class distinctions are often reinforced thorough sociolinguistics—the
social patterning of language. For example, due to regional prejudice and racism certain accents in the United
States associated with urban areas, rural regions, or minorities may reinforce negative stereo-types in areas like
business ability, education level, or intelligence. Similarly, some cultures use sociolinguistics to differentiate
one economic class from another. Thus, in England, distinct accents are associated with the aristocracy and the
middle and lower classes. These distinctions are often unknown by foreigners.
The ways in which people use the resources available to them may vary considerably from culture to culture.
Culturally-ingrained biases regarding the natural and technological environment can create communication
barriers.
Many environmental factors can have a heavy influence on the development and character of cultures.
Indeed, climate, topography, population size and density, and the relative availability of natural resources all
contribute to the history and current conditions of individual nations or regions. After all, notions of
transportation and logistics, settlement, and territorial organization are affected by topography and climate. For
example, a mountainous country with an abundance of natural waterways will almost certainly develop
different dominant modes of transportation than a dry, land-locked region marked by relatively flat terrain.
Whereas the first nation would undoubtedly develop shipping-oriented transportation methods, the latter would
concentrate on roadways, railroads, and other surface-oriented options.
Population size and density and the availability of natural resources influence each nation's view
toward export or domestic markets as well. Nations with large domestic markets and plentiful natural resources,
for example, are likely to view some industries quite differently than regions with that have only one (or none)
of those characteristics.
Some businesspeople fail to modify their cross-cultural communications to accommodate
environmental differences because of inflexibility toward culturally learned views of technology. Indeed,
cultures have widely divergent views of technology and its role in the world. In control cultures, such as those
in much of Europe and North America, technology is customarily viewed as an innately positive means for
controlling the environment. In subjugation cultures, such as those of central Africa and southwestern Asia, the
existing environment is viewed as innately positive, and technology is viewed with some skepticism. In
harmonization cultures, such as those common in many Native American cultures and some East Asian
nations, a balance is attempted between the use of technology and the existing environment. In these cultures,
neither technology nor the environment are innately good and members of such cultures see themselves as part
of the environment in which they live, being neither subject to it nor master of it. Of course, it is dangerous to
over-generalize about the guiding philosophies of societies as well. For example, while the United States may
historically be viewed as a control culture that holds that technology is a positive that improves society, there
are certainly a sizable number of voices within that culture that do not subscribe to that point of view.
Social organization, as it affects the workplace, is often culturally determined. One must take care not
to assume that the view held in one's own culture is universal on such issues as kinship ties, educational values,
class structure and social mobility, job status and economic stratification, religious ties, political affiliation,
gender differences, racism and other prejudices, attitudes toward work, and recreational or work institutions.
All of these areas have far-reaching implications for business practice. Choosing employees based on
C.V, for example, is considered a primary means of selection in the United States, Canada, and much of
northern Europe—all nations with comparatively weak concepts of familial relationships and kinship ties. In
these cultures, personal ties are seen as subjective and likely to protect less qualified workers through familial
intervention. By contrast, it would seem anywhere from mildly to highly inappropriate to suggest to members
of many Arabic, central African, Latin American, or southern European cultures to skip over hiring relatives to
hire a stranger. For people in these cultures, kinship ties both fulfill personal obligations and ensure a
predictable level of trust and accountability. The fact that a stranger appears to be better qualified based on a
superior resume and a relatively brief interview would not necessarily affect that belief. Similarly, the nature of
praise and employee motivation can be socially determined, for different cultures have settled upon a wide
array of employee reward systems, each of which reflect the social histories and values of those cultures.
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Finally, it is often difficult to rid business communication of a judgmental bias when social
organization varies markedly. For example, those from the United States may find it difficult to remain neutral
on cultural class structures that do not reflect American values of equality. For instance, the socially determined
inferior role of women in much of the Islamic world, or of lower castes in India—to name just two—may
puzzle or anger Western citizens. Nevertheless, if the Western businessperson cannot eliminate the attendant
condemnation from his or her business communication, then he or she cannot expect to function effectively in
that society. An individual may personally believe that a country's social system is inefficient or incorrect.
Nevertheless, in the way that individual conducts business on a daily basis, it is necessary to work within the
restraints of that culture to succeed. One may choose not to do business with people from such a culture, but
one cannot easily impose one's own values on them and expect to succeed in the business arena.
Different cultures often view the distribution of authority in their society differently. Geert Hofstede, the Dutch
international business researcher, has called this dimension of cultural variation "power distance," defining this
as "the extent to which a society accepts the fact that power in institutions and organizations is distributed
unequally."
Views of authority in a given society affects communication in the business environment significantly,
since it shapes the view of how a message will be received based on the relative status or rank of the message's
sender to its receiver. In other words, conceptions of authority influence the forms that managerial and other
business communications take. In working with cultures such as Israel and Sweden, which have a relatively
decentralized authority conception or small "power distance," one might anticipate greater acceptance of a
participative communication management model than in cultures such as France and Belgium, which generally
make less use of participative management models, relying instead on authority-based decision making.
Among the most markedly varying dimensions of intercultural communication is nonverbal behavior.
Knowledge of a culture conveyed through what a person says represents only a portion of what that person has
communicated. Indeed, body language, clothing choices, eye contact, touching behavior, and conceptions of
personal space all communicate information, no matter what the culture. A prudent business person will take
the time to learn what the prevailing attitudes are in such areas before conducting businesses in an unfamiliar
culture (or with a representative of that culture).
Small business and international communication are being viewed as increasingly developing in recent
times.
As business has turned more and more to an integrated world market to meet its needs, the difficulties
of communicating at a global level have become increasingly widespread. Lack of understanding deriving from
ethnocentrism or ignorance of culturally based assumptions erroneously believed to be universal can readily
escalate to unproductive conflict among people of differing cultural orientation. Still, in an increasingly
competitive world economy, it is harder for the successful business venture to conduct business exclusively
within the safe confines of a single domestic business environment. Consequently, the need for dealing with
intercultural differences and cross-cultural communication barriers has grown as well.
Small business owners and representatives face a sometimes dizzying array of communication
considerations when they decide to move into the international arena, but most issues can be satisfactorily
addressed by 1) respectfulness toward all people you meet; 2) thinking before speaking; and 3) research on
current business etiquette, cultural and customer sensitivities, current events, and relevant history.
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WORKING PROCESSES MANAGEMENT
Abstract: The more complex a business is, the more pressure exists in order to implement an IT process management
application. The main international players in the market cover also the main market share, but there are market niches
for all participants.
The target of a working process management is to offer the flexibility and adaptability toward companies that
should be able to respond in short time to any challenge coming from the market.
Key words: Business, integration, flexibility, participants, customer needs, solutions.

The actual IT systems and integrated application packages existing in the companies, could be
characterized by heterogeneity. Most of them are built on out-dated or old conceptual technologies that allow
a scale saving for several companies’ departments, but are not suitable to integrate other third party
solutions. There is a general problem of data communication between applications existing in mainframe
computers.
A central condition in the management efficiency means the capacity of intern relationships among
different software applications. An answer in this direction is expected to come from working processes
management applications.
Package solutions just like the Business Process Management (BPM) category, allow an integration
for all these complex systems, offering additionally advanced functions for modeling the business flows of
company. BPM solutions are able to cover the need for visualization of all integrated and different activities
meaning an access to variety sources and interoperability for a significant number of applications. A
goodwill also is due to the possibility given toward the economists and financial analysts to model directly
the economic flows without the support from IT departments.
The applications inside of BPM category ensure a total integration among business and IT, the
business needs being better adapted to the actual economic challenges. So, these kind of programs comes to
bring a plus value and enhanced possibilities to be ready to the modern restructuring moments.
Working applications management means the background of process-oriented approach, being a
key factor in the direction of efficiency of internal resources consume. It is also an important factor for
obtaining a good knowledge management and a positive capacity to act according to the law rules, no meter
of the size of subject company.
BPM represents that system element having as objective the definition, modeling, automatic
processes, and monitoring internal environment. So, BPM offers:
- solution of integration for many divers systems
- advanced function in area of modeling and projecting a company’s business flows
- data sources access and interoperability of applications
- freedom to built up business process by the economists and financial analysists without the support of IT
personals
Those applications being included in BPM category ensure a high integration among IT and business
areas, so the business requirements are better fit to the environment challenges. Additionally, under the
modern time’s fluctuations the use of BPM solution comes with consistence and rapid adaptability. And all
are due to an infrastructure built on web services and XML technologies.
Web services are a standard modality distributing application using Internet and other network
technologies. Although these services offers the possibility of a high rage of applications to get connected in
different world locations. So, it is ensured a communication between different technologies, while the
artificial intelligence is getting a more important role in the search and decision making activities via Internet
support.
XML or eXtended Markup Lannguage are the bases for all elements representing the core of Web
Service technology. Having in mind the overall platform independence feature, XML acts as the engine for
data transfer by Internet being also the fundament of Web services. XML keeps the information stored in
data bases and distributes them by Internet having the guarantee that all these information are to be available
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to any platforms and machines. XML has on his side the advantage of simplicity, efficiency in structure, and
the portability toward any platform.
Business Process Execution Language (BPEL) is a XML and Web services-based standard, that
allows modeling and automatic actions of business flows. By using this software:
- flows are intuited-described
- high level of transparency is ensured regarding business operations.
BPEL technology simplifies the way how different applications are integrated in analysis process. So,
due to its construction fundaments using Internet standards there are covered the sides of flexibility need and
automatic business flows for high complex situations where many participants are involved.
Employee or Partner

SERVER with
applications

Data bases

BUSINESS PROCESS
MANAGEMENT
SOLUTION
Business rules

There are several necessary stages in order to have a viable implemented BPM solution:
1. Information analysis – there are identified the business processes and their correlations
2. Cost analysis – there are established cost of project, cost of implementation, cost of maintenance for
different possible solutions.
3. Building the model – there are finalized the component architecture, remodeling of intern processes in
order to obtain a full IT applications integration, by using visual instruments available in BPM package.
Model building can use instruments of UML Technology (Unified Modeling Language) or BPEL
(Business Process Execution Language).
4. Chosen-solution implementation – there are generated the system components based on the models,
being obtain also the applications integration.
5. tests and optimization – there are erased any identified errors in program management, and are
optimized as resources consumers all applications.
But the things are not as simple as they look at the first contact. There is a main risk factor consisting
in the mismatch between the proposed solution and the customers needs. Because many situations can be met
when the business climate is a simple one, while the business model is very complex having numerous
variables with a low impact in company performances. So , again we turn back to the point where the
components integration plays a major role in risk management. Under such premises, the solution can be
only one: the creativity in area of Service Oriented Architecture concept. This aspect means a dual
integration – on the side of User Interface by Web instruments, and on the side of information bases by
datawarehouse.
It is no hence, if we can meet into the integrated models, the capacity to store and appeal all
informational resources under the umbrella of enterprise architecture. In fact the final target al all models is
the increased productivity by human resources allocation. In such environment, the users have electronic
identities, their actions know a high level of transparency, and a business activity monitoring (BAM) is
possible in order to measure individual and group performance.
In the activity of performance identity a good attention should be focused on both the consumed resources
looking to minimize costs, and on the production dynamics looking to maximize sales.
In the same time, the customer has to meet several vital conditions as premises of successful
implementation: working processes definition, documentation upon these latter processes, acquisition of
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specialized software able to modeling the data, investments in high quality human resources, process
optimization, and forecasting of a budget.
As an overall idea, BPM solutions have as main target market the big companies whose complexity
needs such approaches. Though, the same solutions are fit and required by the companies having a high
heterogenic IT architecture because there definitely exist quite many departments having no functions of
integration with other already-used systems.
The main suppliers of BPM solutions are as following:
Microsoft comes with BizTalk Server 2004, a performing BPM server that covers:
- Interoperability needs
- Simplifies the modeling processes
The transfer connections among applications are ensured by adaptor-type devices allowing to use a
communication protocol. The activity of modeling and business process definition can be done using
VisualStudio Net together with additional visual instruments simplifying this operation.
IBM comes with WebSphere Business Integration package that offers support for Business Process
Execution Language for Web Services (BPEL4WS). It is a very flexible application used in building the
business rules staying at the base of company activities. There are available several visual instruments
incorporating intuitive working sheets and drag-en-drop functions in order to describe properly the flows
of business and information. Besides, the adaptors help to efficiently integrate data transfers among
different IT applications forming the company’s architecture (e.g. ERP, HR, CRM, SCM)
Computer Associates offers interesting solutions like CleverPath Aion Business Process Manager and
CleverPath Aion Business Rules Expert, having as task to cover the need of high-level businessprocesses integration for companies.
Oracle Integration, another important player, has developed in fact an IT platform ensuring an efficient
integration and business-to-business data transfer. As an example, Oracle BPEL Process Manager
ensures modeling and business integration, simplifying any implementing action of additional software
applications.
Such BPM solutions help the companies to establish their own models, and to efficiently integrate
business flows, simplifying the situations where many business partners have to be managed. What is
looking for, as the final result, is to obtain the flexibility and adaptability of companies in their activities in
order to be able to respond in short time to any challenge coming from the market.
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GLOBALIZATION, RETAIL, WHOLESALE TRADE AND E-COMMERCE
Abstract: Globalization will mean for Europe a ferocious competition both from the low-cost economies

(China, India) and from from innovation-driven economies like the US.. Reforms shall be issued to tackle
the structural weakness that affects UE competitivity.
The UE globalization and the creation and consolidation of an internal market for XXI, in which
funds and resources from the member countries are due to become multiplyingly rich, modernization and
equilibrium need clear rules, stable in such way the consumers and producers become solvable.
Key words: e-Commerce, Busines to Business (B2B), Transmite pipeline, Commerce Interchange Pipelines
JEL classification: L81

Why e-commerce?
Once these rules are set, the internal market becomes the promotor for inovative goods, conducts the
UE producers to specialize in the production of merchandise with high added value, all these in contex of a
clear energy strategy which promotes efficiency( 20/20/20 until 2020).
Such internal market do and shall do out of UE a location much more attractive for bussines.
In this context, who will support a creative class shall have" the order"!
Joaquín Almunia, European Commissioner for Economic and Monetary Policy said at the 9th
Annual CFO European Summit, London, 14 March 2007:
„Innovation is another area where we should focus our efforts. The EU's weakness in high tech
sectors and persistent innovation deficit require the creation of a truly competitive Internal Market for
services and an Internal Market for innovation. A clearer and more efficient Intellectual Property Rights
system is currently lacking, the potential of public procurement has been insufficiently exploited and the
European Research area is still too fragmented.
The strategy of Lisabon, for growth and workplaces, forms the spine of the entire policy for
„Internal Market” with important role regarding social-economic policies.
To a strange irony the new economic order is acompanied by a return to nomadism.
We are the whittneses, we are contemporans of this fenomenon: factories, intelectuals, students,
workers,… are becoming nomadics! All and everyone are gone by th same desire: to exist, to be on „stage”.
The production structures, but also the ones destined to services and comerce must orientate and
adjust themselves to new areas of advantage.
Because at heart of evolution also exists the pogresive expansion , UE should " invade"" the VII-th
continent", a virtual continet, INTERNET, which is now organized and controlen by U.S.A.
The online market, as well as the digital technology, offers the consumers a large range of products
and new jobs, and the intelectual property represents just the base of such services; to profit at maximum of
such services and for their expectations to acomplish completely, the consumers need clearly informations
about the technological protection measures ; what they can do and what they can’t do in the area of the
digital content, how to manage digital rights and .
All must be started both with the growth of the reliability degree of the consumer* and the
producer’s* * in the digital envirnoment.
There are necessary norms which facilitate the across the border electronic trade , standards which
conciliate the language differences and the variations among the settlements in force in the UE member
states.
There are necessary contracts standardizate for the electronic trade, for guarantying the correct
relation also beeing known that neither the consumers nore the factories don't dispose, at large of juridical
and technical expertise ; signing in such contracts must be based on the fundamental principle of civil law
concerning the freedom of signing in contracts..
Absence of those above represents an obstacle in the path of the consumers and factories, small or
large, which want to exploit the potential of the internal market from the digital envirnoment.
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In the attention of UE , must be:
 The creation of a subventionare program and the usage of the financial programs existing for the projects
have as aim the rising of the reliable degree of the consumers in the digital envirnoment, including education
campaigns and of report and for the checking projects of the online services in use( such as the" mystery
shopoping program"),
 The creation of an online training module, directy conected to consumers protection and the right of the
users from the digital envirnoment in the charge of the Dolceta project ( Development of On-line Consumer
Education Tools for Adults. The developing of training instruments of the adults in the field of online
comerce), which also would take into acount the specific interests of the young consumers from the digital
envirnoment.
 The support of the education projects and report conceived in order to raise the degree of understanding
little factories and concerning the obligations what fall-back on them from the across the border supply of
goods, services or content in digital envirnoment.
 The consolidation of the traditional protection instruments of the consumers in order to ensure that these
are used-up in efficient ways the and in digital envirnoment, especialy by widening the European objective
centers for consumers.
 The dismission of obstacles to which the chiefs who operate across the border in digital envirnoment
confront for instance through the standardization of the UE norms concerning electronic cashing acoss the
border (" e-cashing"),
 The creation of the european forum of experts to achieve exchanges regarding good practices from
national levels, and present also, as a long-term strategy both law and unlaw, regarding the growth of the
reliable degree of the consumers in the digital envirnoment.
 The realization of studies of impact concerning all the legislative proposals the concerning the intern
market, in order to evaluate the effects that this proposals is estimated to have onthe consumers in digital
envirnoment.
 The coordination and suport of European codes of reglementation,.in accordance to most good practices
and most important aspects regarding selfreglementation efficiency ( including the evaluation of their bad
influence on improving the consumer’s position on the market in the digital envirnoment ),
 Introduction of the external audit obligation for certain types of electronic services on specific, in case
guarantying full ensurance is absolutely important, in order to protect datas and important personal
informations ( in case of exchange banking through net, for instance) etc.,
 Support of the mandatory utilization of the most secure types of technology for completing online
payments.
 The creation of a European system , including a warning database, for the rebutment of fraudulous
activities from digital envirnoment; this database should offer coonsumers the posibility to alert fraudulous
behaviours using simple online form.
The launch of a European informal campaign concerning false medicines selled on internet,
pointing dangerous hazard regarding public health to which this thing represents.
Once relaunched the initiative for trust in economic envirnoment, should establish coordinated
aproach of aspects concerning the digital envirnoment at large, and of a analyisys of external factors of the
market, such as protection of private life, public access to the information technology (" e-included") and the
security on net.
After consulting the consumers organizations , be due to clarify the laws and obligations of the actors
from the society of informations, law of which users guaranty the fundamental standards of interoperability
and right the users extremely vulnerable( that is the improve accessibility of the pages of net for the persons
with handicaps);
Culture of electronic trade.
The e-commerce technology.
The components of the work envirnoment for the informational system are organized as in the
schemes „Components of the work environment of the informational systems” and „E-commerce
components”
The electronic trade is an activity which integrates jobs like: the electronic transfer of documents,
comunications, bar codes, file-transfers, electronic-mail, but also jobs support for the business process, such
as electronic catalogues, systems support for taking over commands, logistics and transactions, statistics
report systems, informations for management.

236

Supliment Nr. 2 - 2009

The technologies exploited by e-commerce are: EDI( Electronic Data Interchange), the mesenger
with standard X. 400, e-mail, Internet, Web, Intranet, Extranet.
The components of the information systems
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Source: Oprea, D., Analysys and the projection of the economical informational systems, Publisher Polirom, Iasi, 1999,
page. 43.

E-commerce includes instruments like as videotext, teleshoping, electronic catalogues.
The requirements of the building site and the strategies of implementation for an electronic market
of bulk( e-market) are based on some following conditions:
 A first condition for scrolling on web the commercial activities of the market electronic in electronic
format is the existance of a Web server, of one favorite own.
To achieve this desideratum must have strong computers, Ups-uri( Uninteruptible Power Supply, as
well as a systems of software for the server WEB:
- IIs( Internet Information Server) for the platform Windows or Apache for the platform Linux;
- Software for transfer between server and customers, carry to assure SSL( Secure Socket Layer
system of security);
- Firewall for net protection;
- Quick connexion to Internet.
The incident to appearance of human resources, good specialists instruct, is alike important as the
hardware and software mentionate previously.
The model B2B (the firm to the firm), offers to the users useful informations such as :
Products
Details concerning the products;
Prices;
Historical sales;
Clients
A historic customers sales and forecasts;
Supply-sales terms, the production plans ;
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Production transport
Costs;
Shipments;
Times.
Existing stocks
Localization;
Sales and marketing;
The key entities of the B2B comerce are: the company that sells, the company that buys, the electronic
intermediants, the delivery, the networking platform, the comunication protocol, the back-end
comunication systems , the implementation with the help of Intranet of the database, the planning of the
funds.
Most widely spread forms of B2B e-commerce are the markets orientated towards the company that
sells. In this form, both the individual buyer and the company use the same market.
E- commerce components(EC)1

Cadru
de
lucru EC

Cadru
legislativ
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Internet

B2B

B2C

EDI
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Internet
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EC

Protocoale de
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Metode secundare

As part of the template of the markets orientated towards the company that buyes, the buying
company opens an electronic market on their own server and invites his salespeople to bid their bids.

1

Sursa:Rosca,I. si colab., Comertul electronic, Ed. Economica, Bucuresti, 2004, pag. 92
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Through the publication on WEB of the bid, specifications the number of potential buyers rises, the time and
cost of the transmision diminish. During the bids can be used instead of human resources, software agents.
Another model is the one of the markets orientated towards the intermediants.
This model is based on an electronic interface between the seller and the buyer. The unique interface for
several producers of goods becomes known to buyers, beeing atached to channels of informations
accesed frequently.
On this type of market are working the services supplyers added for the electronic trade channels.
These services are specialzed on distinctive operations, such as the assurance of the logistics, electronic pay
and the expertise in stock management. Paying the services is done acording to tariffs or of a percent quota.
A possibility to build the B2B site is to utilize the product dedicated to Microsoft-Microsoft
Commerce, but the study shows that the aplication would be complicated because the functions are not
clearly individualized on two partners the salesman and the buyer. The partners from B2B offer each
something to the other. Under these conditions the jobs of the business administrator, the partners and the
supervisor IT, must be established.
The B2B site is orientated towards the selling of physical goods in bulk, to the companyes levels,
chains of supply etc. The site offers specific elements: support for "prices specific to the customer", order of
pay, exchange of business informations ( orders, order of pay, bills) between the salesman and the buyer,
everything in a secure envirnoment.
In the B2B aplication can be developed a scenario after which purchases are done in a widely spread
geographicaly area. B2B aplication is a site of the market supervisor which collection centres in various
points from region. She facilitates the buyers the acquisition of the desired product at the most convenient
report price/ quality/transport.
 The features of the aplications are:
 Organization of the products in various clases;
 Utilization of the e-mail adress for searching the customer in the database;
 Clearing of a purchase through e-mail;
 Paying through the order of pay;
 Data security .
Functions for the buyer
 These functions for the buyer include the folowing facilities:
 The buyers authentifies through e-mail;
The goods and services are grouped in classes, a class is represented of several salesmans; in order
to send through e-mail informations, the site disposes of a page of customization, which includes the e-mail
adress of the manager, SMTP host and the domain.
Functions for the supervisor of the business
 A selection of the a regions entered into the market;
 Monitorization entrances an in a system.
 The thoroughfares for the development shares in B2B by-path:
 OPP( Order Processing Pipeline) carry calculeaza the cost statement, inclusively discounturi, taxes,
transports, handle;
 CPS( Corporate Purchasing Submit) carry valideaza the order of acquisition, dump the order of purchase
to purveyor, writes the order in the database;
 A CHIP( Commerce Interchange Pipeline) realizeaza the flux of thing projected for the integration
comunicatiilor between the partners of business from net;
 Translateaza format of the documents of the in of the net;
 Authenticate the documents through digital signatures;
 Develop the interfaces COM to another developers.
The environment of business use in present, for conection to web, the technology ATM or TCP IP.
The solution for the future can be MPLS (Multi-protocol Level Service). From the point of view of used sites
can be identified, practically, four types of Web sites: with static pages, with dynamic pages, developed on
systems of databases i virtual shops. The type of the web site is caused by the type of activity.
 A sites with static pages act as a publicity panels, presenting a transliteration formed HTML of the
company booklet .
 A sites with dynamic pages enforce the update periodicaly the specific elements. In a such site the
consumers have electronic forms for orders.
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A site developed on systems of databases is used for laborious activities with voluminousness of
informations, requiring regularly updatings.
 A virtual shop is a complex web site of e-commerce.
E-commerce represents a necessary tool, a way of adapt to the new economic and social conditions, a
necessary form to satisfy the expentances of the citizens, nomads or no nomads, buyers and sellers, from
Europe and from all over the word..
José Manuel Barroso, President of the European Commission, said in Brussels, 27 September 2007
about "Future of cohesion policy in Europe":
If Europe is to succeed in the economy of the 21st century, become a genuine power and preserve its
values and way of life, it must help its Member States, its regions, its cities and its citizens to acquire the
right “equipment” so that they can make the most of their strengths and adapt to the new conditions. That is
what the Lisbon strategy for growth and employment is all about.
But would Europe be Europe, that is to say, would it be true to its spirit and vocation if it did not do
more to help the weakest to equip themselves with the necessary tools. Europe will win no battles, and
certainly not that of globalisation, if it leaves by the wayside the slowest and least efficient Member States
and regions.
It is together, both rich and less rich, that we shall advance and that we shall prevail. But it is by offering our
solidarity to the regions which need it most that we shall create the conditions for our collective success.
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