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MANAGEMENTUL SISTEMULUI DE RECOMPENSE iN ASIGURARI

DUMITRU PURJ;EA*
VIORICA IRINA GARBO"

Cuvinte cheie: buget salarial, administrarea sistemului salarial, evaluarea §i controlul salarial,
sistermul de recompense, managementul recompenselor in asigurdri.

REZUMAT: Bugetul de salarii, parte a bugetulut general, are la bazd volumul de activitate pentru
perivada viitoare, de reguld un an, generdnd numdrnl de persoane necesar desfBzurdrii optime a
activitdfii, Succesul programului de recompense depinde de corelarea elementelor programului, a
Jactorilor interni §i externi ce marcheazd activitatea companiei, cu planul de afaceri al companiei de
asigurdri. ¥

INTRODUCERE

Asigurdrile au apirut ca o necesitatc de protectie financiari a oamenilor i bunurilor dobandite, in
fafa pericolelor careé amenintd sinitatea, viata sau integritatea, cat si a gasirii resurselor pentru inlaturarea
efectelor acestor pericole. Managementul recompenselor In asiguriri are menirea de a motiva subiectii pentru
adoptarea comportamentului dorit de organizatie 5i atingerea nivelurilor de performants dorits.

1. BUGETUL SISTEMULUI SALARIAL

Bugetul sistemului salarjal este o parte importanti a bugetului general si definegte modul de alocare
si utilizare a resurselor umane pentru indeplinirea obiectivelor generale ale companiei.

Bugetul de salarii are la bazi volumul de acfivitate pentru perioada viiloare, pe care compania
estimeazi ¢i o va desfigura si care genereazi numirul de persoane necesar desfisuriirii activitagii in conditii
optime. :

Bugetul anual a! sistemului salarial rezultd din inmultirea numérului de angajati necesari desfisuririi
este calculat.

Acesta cuprinde o parte fixd reprezentfind salarfile personalului de conducere, de coordonare,
organizare §i administrare a companiei de asigurari gi partea variabild reprezentdnd salariile agentilor de
asigurdiri. Mérimea pértii variabile a bugetului de salarii reprezint# cote pérti din primele de asiguriri care se
vor subscrie sau incasa pentru contractele de asiguriri care vor fi Incheiate.

Bugetul trebuie si contind impozitul aferent salariilor, contributiile la fondul asigurdrilor sociale,
contributiile la fondurile de pensii, stimulentele previzute, plitile aferente timpului nelucrat i alte servicii si
recompense previzute.

Bugetul se poate ajusta in functie de estimirile referitoare la cregterea sau descrestersa numdrului de
salariafi, de costurile probabile ale revizirilor salariale gi de cresterea sau descresterea numiarului si a
volumului beneficiilor care se vor acorda salariatilor.

Constructia bugetului irebuje Inceputd prin prognozarea bugetelor unitatilor teritoriale. Managerii
acestora vor construi bugetul in funetie de activitatea pe care estimeazi ci o vor desfasura, de numarnl de
angajati pe domenii de activitate cu care se vor desfigura activitifile si de cregterile salariale pe care
estimeazii ci le va acorda, o dati cu cregterea volumului activititilor.

Dupi centralizarea bugetelor tuturor upitdfilor teritoriale §i addugarea bugetului unititii centrale a
companiei, va rezulta bugetu] salarial al intregii companii de asiguriri.
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Bugetul poate fi modificat, oricand in decursul perioadei pentru care a fost conceput, in sensul
creglerii san sciderii acestuia, daca volumul activititi se modifich fai de cel prognozat.

Revizuirea bugetului presupune costurile estimate ale eventualelor cregteri sau scaderi salariale care
se acordd sa2u se negociazi in decursul anului bugetar.

In cazul cregterii substaniale a volumului activitfii (a volumului de prime) peste cel estimat atunci
bugetul estimat al salariilor variabile va fi majorat cu cofele par aferente volumului de prime suplimentare
§i eventual cu bonificatiile aferente performantelor individuale.

Prin urmare, mirimea bugetului sistemului salagal, depinde! de:

* volumul activititii prognozate a se desfagura in perioada pentru care se construieste bugetul din care
rezultd numdrul de persoanc cu care se vor desfiigura activititile;

* strategia companiei privind cresterile bugetului salarial dacs volumul de prime depiiseste valoarea
prognozati;

* sumele suplimentarc necesare pentru atragersa unor specialigti din piatd, in decursul anuiui bugetar
sau pentru eliminarea unor diferene apiirute in urma une; reevaludiri a posturiior.

Asa cum am mai amintit, bugetul sistemului salarial se bazeazi pe bugetele salariale ale unititilor
teritoriale. Cresterea volumului de prime subscrise si incasate in unitiiile teritoriale genercazi cregteri ale
bugetelor salariale ale acestora jar aceste cresteri trebuie suportate de fiecare sucnrsald in parte. Parerea
noastra este ca aceste cregterd ale bugetelor pot 1i suporiate de fiecare sucursald in parte doar daci cresterile
cantitative a volurmmului de prime sunt insolite de o crestere a calitafii subscrierilor ceea e duce la sciderea
ratei daunei pe sucursali san agentie,

. 2. ADMINISTRAREA SISTEMULUT SALARIAIL

Succesul progranmulni de recompense- adoptat de managementul companiei depinde de corelarea
elementelor programului, 2 factorilor interni §i externi care influenfeazi activitatea companiei cu planul de
afaceri al companici de asiguriri. Alegerea unei variante de recompense sau mai muite variante de
recompense in funciie de numarul familiilor de posturi existente intr-0 companie, depinde de obiectivele
propuse in planul de afaceri §i de modalitatea n care managementul considerd ci se pot atinge aceste
obiective.

Pe lingd aceste criterii, alegerca programului de recompense trebuic si fie ficuti si de nivelui
profesional al persoanelor din eompanie. Orice manager doreste sa-i aibi fn companie pe ¢ei mai buni
specialisti din piatd, dar acest lucru ou este posibil din mai multe motive: fie ci nu le poate oferi pachete
salariale la nivelul celor pe care le au in locurile de munci pe care le detin, fie ¢i valoarea organizafici din
care fac parie este foarte importanty pentru ei §i nu doresc schimbarea locului de muncé, fie existi alte
criterii de locatie sau timp care-i fac pe specialigti 53 nu doreasci schirnbarea locului de munca.

Asa i managerii, de multe ori trebuie si se mulfumeasci cu specialistii pe care-i ay iar programul de
salarizare trebuic si fie conceput in functie de valoarea lor profesionala si de posibilitifile dezvoltidi
carierelor lor profesionale.

Implementarea §i dezvoltarea programului de recompense se face tindnd cont de urmatoarele criterii:

* tinta managementului pe termen scurt si mediu;
mediul economic, financiar (si ce legi sunt) in care-si desfisoara activitatea:
locul companiei in piata de asigurari;
locul in care doregte s# ajungs;
alegerea programului optim de remunerare §i conceperea strategiei de remunerare;
planificarea planuiui de remunerare in baza bugetului companiei.

Planul de afaceri al unei companii se face pe termen scurt (1 an)si pe termen mediu (3-4 ani). Acest
termen de obicei coincide cu durata contractului de muncd al managerului general. Planificarea

recompenselor se face pe aceleasi intervale de timp, care coincid cu planificarea caricrelor angajatilor din
cadrul companiei.

" Dupa M. Amstrong — op. Cit, 2003, pag 648
2

De o deosebitd importan{i la planificarea recompenselor este stabﬂi:es‘i ra?o‘rnﬂui q‘i;;t::tesa:;:rlﬁ
angajatilor neproductivi, considerate salarii fixe, si cele. ale agc‘anuior d.c* asigurari, co?ts:;arc to Saart!
variabfle, pltite in functie de valoarea primelor de asiguran (subs:l:nstfi: s_auéilj mc:a:s:;c]);;g;cmenm] chule s

i ii iabi A ale angajaiilor neproductivi. Chiar tinde
fie favorabil salariilor variabile faii de cele j \ o din oealoe emior g o
4 ii i Juctiv, pe cele ale directorifor es perior I
mireascd constant salariile personalului nepro y Il o e oottt Sosd
i i i¢ 53 fie devansate cu mult de salariile celor direct p: e
directoriior de sucursale, acestea trebuie s a ; A ot muntine seiacilo
i ise i 1 buie si creasci suficient de mult pentru ca si poal i
valearea primelor subscrise si incasate tre d ; < D it lor acostin
ivi i Itarea performantelor profesionale ale acestora. s C
celor neproductivi, cregterea si dezvo rmaniel o acestor rndul lor acssia
ie 53 i de asiguréri care aduc alte prime un se gu
buie si duci la conceperea de noi prodlfse‘ are ads t T
g:asigurat si la cresterea calitdtii subscrierilor pentru asigurarile din portofoliu ceea ce va conduce la
i si 1 ield le platite.
aderea rate daunei si Ia sciderea cheltuielilor cu daune pl: ) o ) -
seadere Pentru a1 putea cregte cota de piatd asigurdtorii au nevoie de spec1a11§t'1 bu'm, cu .e‘?;pen‘engz}
rofesionali care si fie fideli companiei pe termen mediu si lung. Acest 1ut_:ru este reahzz?bll numai in stra:_n;:
fe giurd cu programele de remunerare, de dezvoltare a carierelor acestora $i a altor factori de motivare pugil I
d'§ ozitia lor de cétre manageri. Prin corelarea recompenselor din companie cu celelalte postm:{ smula.r'c in
(l)rIrJl aniile de asiguriri de aceeagi mirime, prin asigurarea unei echitdti mtel_"nc a Sfllamlor, pr{fﬂr—o
zonc{Jucerc echilibratd si coerenid, angajafii vor adera la valorile organlz:‘ilex de asigurare iar managerii vor
i i Ji A i i i fesionali.
si 0 perioadd indelungath experienta si capacitatea lf)r.pro y ]
putea foi’.?l toalt)e companiile de asigurdr, elaborarea §i administrarea smteme.ior de recompense este strict
secret, sub masca confidenfialitdtii ascunzindu-se multe din deciziile managerilor companitlor mai roult sau
ai putin obiective, mai mult san mai putin competen ; ) o o
e ’Conﬁdcn;ialitatca’ face posibild folosirea de citre manageri a oricdror criterii pe care le doresc,
deoarece este putin probabil ci deciziile lor vor fi cunoscute de citre ceilalfi.

LARIAL
3. EVALUAREA SI CONTROLUL SISTEMULUI SA ] ) )
Sistemul salarial trebuie supus periodic unui proces de aud_ltare. pEn}tru aise cva“lua eﬁcaclltatait-:a,
capacitatea de a adiuga valoare gi utilitatea aplicirii Iui a data aud.xtulm si in viitor o_da.ta cu dezvo ﬁ ca
companiei. Auditarea sistemului salarial irebuie si contind si o analizi a opiniilor angajatilor remunerafi in
baza sistemului de salarizare. o -
Auditarea sistenmtui salarial poate fi ficuti periodic §i de Fﬁtrc dcpa:ﬂamcntul de resurseluma_mcé
Acest departament trebuiec sd monitorizeze desfisurarea procesulwi, $fi analizeze contra-rapoartele si s

ermine gradul de erodare a sistemului. ) ) ) )
ot Ul:ilélc-:Untrat-ralpm't§ (termen derivat din ,,raport comparativ’’) este raporiul procentual dintre nivelurile

reale ale salariilor si cele previzute prin politica companiei. Nivelul prevazut in politica companiei reprezinta
salarful pe care ar trebui si-1 primeasci un angajat pe deplin

competent in posiurile din familia cireia 1i aparfine. Acesta ar trebui sd fle la nivelul salariilor posturitor
similare din piata de asiguréri. ) ) o ) ) )
Contr-:’ra-rapoartele sunt folosite pentru a defini locul anga_lfitulm inir-un mt.crval saIana_l _s?egf;c
familiei postului din care acesta face parte. Acestea arati daci salariile sunt prea mari sau prea mici fafd de
cele previzute in politica companiei si misurile care trebuiesc luate pentru accelerarea sau incetinirea

cregterilor.

Salariulreal acordat 100

Modul de calcul al contra-rapoartetor este: Salariul prevazt inpoliticacompanici

Dacd contra-raportul este 100% atunci salariul acordat esie egal cu cel prevazut in politica

comparniei. ) ) _ i ) o ,
b Erodarea sistemului intervine atunci ednd unui angajat pe un post i se oferd un salariu mai mic dec.at
al predecesorului siu pe acelagi post. Daci numdirul salariatilor care pleacd este egal cu al celor care vin

! D A.Constantinescu — Managementul resurselor umane, Ed Nationala, Bucuresti, 1999, pag 244
¥ M.Amstrong — op &it, 2003, pag 649




atunci chelielile de salarizare scad. Diferenta de salarizare ar trebui si contribuje la finantarea cregterilor
salariale, lucru care in realitate nu se Intdmpl4 niciodati.

Monitorizarea sistemului de salarizare trebuie ficuts prin urmirirea cregterilor salariale efective,
sumele alocate pirtii variabile a sistemului de salarizare fafd de cele planificate, sumele alocate retribuirii
performantelor objinute gi impactul lor asupra rezultatelor obtinute.

De asemenca irebuic monitorizat echilibru - intemn intre bugetul aferent salariilor fixe si bugetul

aferent salariilor variabile deoarece o cregtere prea mare a salarfilor variabile ar putea duce la o scidere a
calititii subscrierilor ceea ce Inseamni o cregtere a ratei dauned i in viitor ia cheliuieli ale companiei care si
n poatd fi suportate din fondul creat pe bazi mutuali

Dacd, Insd, cregterea volumului de prime este asociat cu cresterea calitdfii subscrierilor, atunci
cregterea bugetulni variabil al salarilor poate fi suportat de fiecare sucursald in parte. In acest caz apare o
disproportie intre bugetul aferent salariilor fixe §i cele variabile, in sensul ca cele variabile sunt mult mai
mari decat fn mod normal, cregterea activititii de vinzare duce la cregterea activititii §i a sarcinilor de muncia
a angajafilor cu salarii fixe, lucru care duce la reevaluarea posturilor, urmati de corectia salariilor aferente
acestor posturi.

Orice modificare a sistemului de salarizare trebuie pusd in practic numaj dupi ce se face o analizi
cost-beneficii §i se dovedeste a fi utila

Reviznirile salarfale pot fi ficute la nivelyl intregii companii san Ia nivel individual.

Revizuirile generale duc Iz cresteri salariale la nivelul Infregii companii si pot fi ficute in baza
cresterii calitative a volumului de prime subscrise gt Incasate (descris mai sus) sau fn urma negocierilor
salariale cu o novi conducere.

Revizuirile generale sunt combinate cu cele individuale. Revizuirile individuale determind cresteri
salariale corelate cu performangele, aptitudinile sau competenta angajatutui. Revizuirile individuale se fac in
general, inmir-un interval salarfal predeterminat (in funcfie de centra-raportul postului pe care-l ocupd
salariatul), respectind nivelul performantei evatuate a angajatului.

Revizuirile satariale se fac de obicei la date fixe, in general o dati pe an, desi sunt §i unele compani
dinamice, care datoritd cregterii substantiale a nivelului de prime { de 150-180% fati de nivelul pimelor de
asigurare ale anului anterior), fac revizuiri salariale de dous ori pe an.

_ Realizarea planului de recompense trebuie urmariti de specialistii departamentului de resurse umane.

"Urmdrirea desfaguriivi planului de recompense presupunc efectuarea de confroale care nu intervin in

" desfagurarea pagilor programului de recompense.

S Eficiena controlului depinde de modul in care se efectueazi si de coerenta lui pe toate palicrele

" apliclrii programutui de recompense™, astfel:

a) la nivelul companiei, sub forma umui control formal, elaborat si derulat potrivit procedurilor stabilite
ceniralizat;

b} Ia nivelul unitatilor teritoriale, sucursale si agentii feritoriale, fiecare unitate a companiei prin
conducerea acesteja trebuic s3 fie responsabili de supravegherea implementarii programului, de
modul derubiinii acestuja, de informarea conducerii centrale asupra situatiilor existente si sd facl
propuneri de modificare, imbunititire si dezvoltare a programului in concordanti cu conditiile
zonale Tn care-gi desfigoard activitatea:

¢) la nivel individual, sub forina autoconirolului, ceea ce presupune organizarea unui sistem de
conducere, a organizarii de tip participativ, mai precis existenta unui sistem de comunicare foarte
bun care s3 permits participarea activi a angajatilor.

Principalele sarcini ale controlului programului de recompense reprezinti identificarea preblemelor,
a eventualelor erori $i minimizarea riscurilor care pot apirea datoritd schimbirilor pe care managerii le fac in
interiorul procesului de recompense pe parcursul derulirii Iui.

4. RESPONSABILITAII IN SISTEMUL DE RECOMPENSE

Datorita costurilor pe care le genereazi recompensarea datoriti Importantei resurselor umane intr-o
companie de asiguriri, sistemul de recompense trebuie privit nu doar ca un element de cheltuiali cj ca pe
elementul care genereazi valoareq in copanie pentru ci datorita lui sunt adusi §i pastrafi acei angajai care

*“Dupi V.A_ Chigu - op. cit, 2006, pag 326
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' parcursul desfasuririi acestuia.
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ici i i e5Urse
managerilor de top care contureazi strategiile §i politicile de recompense si a departamentului de r

isi i i trebuie
umane care implementeazd programul de recompense 1 §1 a managerilor de la celelalte nivele care fre

igi i i i Atatire a lui pe
5 fie implicati in implementarea corectd, in urmitrirea fui §i eventual in propunerile de Imbunititire a lul p
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Asa cum am afirmat de multe ori, In cursul cuprinsului acestei lucriri, managerii de sucursale trebuie

i i i s faci
i i desfigurarea sistemului de recompense 51 s fa
4 i indeaproape implementarea, controlul §i desf 1 ¢ : 2
o, unlgil’r? ?‘: z;mbun?aptﬁtirg a lui pentru ei cunosc cel mai bine persoancle din subordinea lor §i conditiil
propy et e _ .
1 ¢ acestea preiau riscurile din pia ) . .
wnmtcf::n?ru ca acestiI; s poatd lua decizii corecte la nivelul lor de c%mpet?nt? CStGi t{;f:l:f;s;:'t [c):; a?:car
i i itit u i i ari i potenta financiard a unitat \
jtati teri i-i fie stabilit un buget in funciie de marimea §i po lard a ;
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aDC:s:;I]::m‘;iml de resurse umane irebuie s3 se implice prin acfiuni de sustinere gi indrumare, in nici un ¢
urmirire §i coercifie. . o
Specialistii de resurse umane sunt cei care asigura ¢
jtori i top managerii. . - ) -
teﬂtorlai;(il) minage:i% sunt cei care vor lua deciziile de schimbare a programului in baza propg;cr;(iz \,‘r;:::ea_
de la directorii sucursalelor, vor lua deciziile de remunerare cu caracter strategic pc?tru_ pl lpcom ftaes
anizatiei la nivelul pietei de asigurfiri §i a echilibrului Iatregului snstelln,. .de motivare g mve:: :m o S[; . E;
2‘%’{[ man,agementul stabifeste scopurile §i politicile adecvate desfigurdrii procesului de recomp
L i ivi 'ti- - A - - - ~ -k *
et ag;[l]:;tgm lucrurile ignorate de catre manageri pe care noi i con.smcram.ujnportant in .stabf:utz:; I;}n:;
legdturi inire manageri si angajati sau pentru ca angajatii s& albﬁ. s'er_lltrmer_ltul ultlip?lrtang:; af-: a:;e 1: i <&
i i atre angajati a politicilor §i practicilor saia
mca lor este apreciatd, este comunicarea cdl : cticilor .
zz)linpaniei si modEI Tn care aceste politici f afecteaza pe fiecare Ia momentul analizei §i in viitor

adrul de comunicare intre managerii unitatilor

Conivel onle jatil buie si li se comunice!’:

La nivel colectiv angajatilor trebure sa L1 s et } o ] .
e schemele de recompense in funciic de performantd, competengz.i sau aptltu_dm_l respec:':ﬁr{lot:;‘dgupi

care functioneazi aceste scheme §i scopul urmirit de companie prin retribuirea angaja

acesie scheme; . o N
modificérile il,ltervcnite in sistemul de recompense, motivele acestor modificdri §i modul ia

afecteazi pe angajati.

La nivelul fiecarui angajat, trebuie si li se con.n.fuice:
ortunititile salariale pe care le are la dlspozme;. . . . .
. Sgloarca [;cncﬁciilor pe care Je primesc, respectiv nivelul remuner:apei t_otalc oferite de companie,
inclusiv valorile participatiilor la fondurite de pensii si al concediului medical.

. s 1 . . e
Doar prin colaborarea i comunicarea tuturor factorilor responsabili din companic la toate x?gﬁi)l;nin
um aj
ierarhice, sistemul de gestionare si remuperare a resurselor ane va duce la motivarea angajat

vederea atingerii obiectivelor propuse prin planul de afaceri.
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REWARDS MANAGEMENT SYSTEM IN INSURANCE

DUMITRU PURDAEA*
VIORICA JRINA GARBO™

Keywords: Budget salary, salary management system, evaluation and control of salary, rewards
system, mandagement rewards insurance.

ABSTRACT: The budget for salaries, part of the general budget, is based on the volume of activity.
for the futwre period, usually a year, generating the mamber of people required optimal deployment of
business. The success of the program depends on linking rewards program elements, the internal and
external factors that marks the company, with the business plan of insurance companies.

I

INTRODUCTION
Insurance has emerged as a need for financial protection of people and goods acquired in the face

hazards that threaten the health, life or integrity, and secking resources to remove the effects of these
hazards. The management rewards insurance is intended to motivate individuals to adopt behavior desired by
the organization and achieve the desired levels of performance.

1. THE BUDGET OF SALARY SYSTEM

The budget of salary system is an important part of the general budget and define the atlocation and
utilization of human resources for achieving the general objectives of the company.

The salaries are based on the volume of activity for the future period, which the company estimates
that it will take place and which generates the number of people necessary working in optimal conditions.

The annual salary system resulting from multiplying the mumber of employees needed to conduct
business in optimal conditions and wages that will pay them in the financial year which is calculated.

This includes a fixed part of the salary for personnel management, coordination, organization and
administration of insurance and pay the variable part representing insurance agents. The size of the variable
part of the budget represents salaries parts of the first lines of insurance that will subscribe to or for cash
insurance contracis to be concluded. -

The budget must include tax for salaries, contributions to social insurance fund, coniributions to
pension funds, provided incentives, payments for time uncultivated and other services and rewards provided.

The budget may be adjusted according to estimates on the increase or decrease the number of
employees, the likely costs of reviews and salary increase or decrease the number and volume of benefits
that are granted to employees.

The construction budget should be initisted by forccasting budgets territorial units. Managers will
build their budget based on the work which estimates that will take place, the number of employees in the
fields that will be activitics and salaries increases which estimates that it will, together with increased
business volume.

After centralizing the budgets of all regional and adding central budget unit of the company, will
give the salary of all insurance companies.

The budget may be amended af any time during the period for which it was conceived, to increase or
decrease it, if the volume of activity is amended over the target.

Reviewing the budget assumes the estimated costs of any salaries increases or decreases to be
granied or negotiated during the budget year.

In the case of a substantial increase of the business volume (volume of premium) over the estimated
when the budget cstimated salary variables will be increased by related party lines premium volume and
possibly additional subsidy related to individual performance.

:.“Bogdam Voda™ University, Faculty of Economic Sciences, 400560, Cluj-Napoca, Romania
“Bogdan Voda™ University, Faculty of Economic Sciences, 400560, Cluj-Napoca, Romania



Therefore, the size of the budget system capacity depends’ on:
@ the volume of activity forecast to take place during the period for which builds the budget
which shows the number of persons who will carry out activities;
* the company's strategy on the budget salary increases if the volume exceeds the amount of
premiums forecast; '
* additional amounts necessary to attract specialists from the market during the budget year or
elimination of differences arising from a reassessment of the posts.
As we've said, the salary system is based on salary budgets of territorial units, Increasing the volume
of premiums underwritten and collected in the territorial units generate increases in the budgets of their

accompanied by an increase in the quality of the subscriptions which leads to a decrease in the rate of
damage branch or agency.

2, ADMINISTRATION SALARY SYSTEM
The success of the rewards program adopted by the management of company depends on the

which management believes it can achieve these objectives,

In addition to these criteria, the choice of rewards program must be made and the professional people
in the company. Any manager wants to have the company in the best specialists in the narket, but this is not
possible for several reasons: either it can®not provide salary package to those that have jobs that hold,
whether the organization they are very important for them and do not want change jobs, whether there are
other criteria of location or time that the specialists do not want to change jobs.

So managers, often must thank with the experts that they have and the salaries should be designed
according to theit training and devclopment opportunities of their professional careers.

Implementarea si dezvoltares programului de recompense se face tinfind cont de urmdtoarele criteri:
The implementation and development program of rewards is done taking into account the following
criteria:
target short-term management and environment;
cconomic environment, financial (and what laws are) in which they work
the place of cempany jn the insurance market
the place in wishing to reach the company;
choosing the best pay and remuneration strategy desigr;

*  planning pay plan based on the company budget.

The business plan of a company is on the shorl term (1 vear) and on the medium term (3-4 years).
This period usually coincides with the duration of employment of gencrat manager. Plan rewards is the same
time, which coincide with planning careers employees of the company.

Of a pariicular importance 1o the planning of rewards is to establish the ratio of non-productive
employees salaries, the salarics which are considered fixed and the salaries of the insurance agents,
considered vadable salaries, paid depending on the value of insurance premiums (underwritten and / or
received), this report which must to be favorable to the variable salaries toward the salaries of unproductive
employees.

Even if the management tends to increase steadily unproductive staff salaries on the top step of
directors and directors of branches, they must be brought forward with salaries than those directly
productive, so the amount of premiums underwritten and collected must increase enough to that can sustain
the unproductive salaries, growth and development of their professional performance. They in turn should
lead to the design of new products that bring other insurance premiums from one sector but make wninsured

* After M. Amstrong — op. Cit, 2003, pag 648
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'. and to improve the quality of the subscriptions for insurance portfolic which will lead to decrease damage

1 expenses for damages paid. L . . .
e andT(:Jv{)fal;I:: to increase ma%‘ket share insurers need good specialists with prc-)fcssu'ma.l t;,xpcrlcncc o :e
loyal company's medium and long term. This is achievable o_nly_m clos;: conn:clc'gi:n ':m'?hei : gimmagcrss pB;r

their careers and other factors motivation made available by ] _ .

BT eeands ith simi itions in other insurance companies of the same size,

i ards of the company with similar positions in othe : y
corruiililt;nfq?:iiyri‘;a domestic wagis in a balanced and consistent leadership, employees will adhere to the
ens s

rganization of insurance and managers will be able to use a long period of experience and professional.
O

In all the insurance companies, development and management systems 'rcwa.rds is itricti)l;' sztcil;&::et,
hiding under the cloak of confidentiality is a lot of decisions managers of companies more or less obje 3

less competent. o .. - -
more Orcimﬁden%ality; enables managers to use any criteria they want, because it is unlikely that their

decisions will be known by others.

MENT AND CONTROL SYSTEM SALARY ) -
%h%sssa?asri should be subject to a periodic andit to assess the effectiveness, the ability to aid {;f_at.}ue
d usefulness of its application to the audit date in the firture once the development company. Aunditing
ar; e system must contain an analysis of the opinions of employees paid under the system of pz;ky. 4 ot
e The audit salary may be made periodically and the department of humafi resources. T ef epartru'on o
should monitor the deployment process, analyze and counter-reports to determine the degree of erosi
the SYSteXl 'countcr-reporﬁ (derived from the term "comparison report") is the percentage of acmtz;ll salary
levels and those provided by company policy. The level specified in company ﬁ}iﬁhcy means that e;g\:;gg
it receive a y :
ilsopu;gsible posts in the family to which they belong. It should be at the level of salaries similar posts in the
i ket - . - - - .
mSuram:gomu:lrtf:r-rcports are used to define the employee within a specific fam_lly wage job from v:rlnchl_he
belongs. They show that wages are too high or too fow compared to those provided in the company's policy
and measures to be taken for speeding up or slowing growth. .
The real salary paid 100

The salary provided inthe company policy

The calculation of counter-reports is

i i ided in company policy.

If counter-report is 100% then the salary is equal to that provi )

The erosion Eccurs when an employee on a post and offered a salary lower than his predecefssor on
the same post. If the number of departing employees is equal to those' that come wl.lcn _thc c:ﬁts (:l waizi
deducted. The difference in pay should contribute to funding salary increases, which in reality does

en again. i
eep aI\/gloni‘roring system of wages must be made by pursuing wage actual a.rpounts allocaﬁcc.[ to th:
variable system of pay to those planned, amounts emolument performance achieved and their impact on

tS. - - -
restl It also must be monitored balance between domestic budget for saEancs ﬁxcd.and vanab]c;)ud.geé for
wages as a growing too large wage variables could lead to a decrease in the quality of t.he sul scri)p onst,
wﬁ%ch means an increase in the rate of damage and expenses in the future of the company to it can not be me

fund created based mutual. o ) o

from thelf I}11()\::rever the rise in premiums is associated with increased quality of the sybscrlptmns, ﬁxen
increase t’he budget variable wages can be supported by ez?.ch branch separately. In this case th;r}t:' é;;
disparity between the salaries budget for fixed and variable, in the sense that the.vanablcs are muc ;_ .
than normally increase business sales lead to increased work loads and working employees with fixe

¥ D.A.Constantinescu — Managementul resurselor umane, Ed Nationala, Bucuresti, 1999, pag 244
§ M. Amstrong — op cit, 2003, pag 649



salaries, which lead to a reassessment of discussion, followed by a correciion of salaries related to these
posts.

Any change of wage system should be practiced only after doing a cost-benefit analysis and proves
te be useful, The salary revisions can be made throughout the company or individual level, Reviews lead to
general wage increases throughout the company and may be made to increase the quality of the volume of
premiums underwritten and collected (described above) or afler wage negotiations with a new leadership.

General reviews are combined with the individual. Individual reviews determine salary increases
related to performance, skills or campetence of the employee. Individual reviews are generally within a
predetermined salary (depending on the ratio post-cons that it takes the employee), respecting the assessed
performance of the employee.

Salary reviews arc usually fixed date, usually once a year, although some companies are also
dynamic, because the substantial increase in the level of premiums (by 150-180% over the level of insurance
premiums of the previous year), do Salary reviews twice a year.

The execution of the rewards plan must be supported by the depariment of human resources.
Tracking the deployment plan involves rewards for controls that do not interfere in the conduct steps rewards
program.

Control effcctiveness depends on how to perform and consistency of all levels™ application program
rewards, as follows:

a) the company in the form of a formal inspection, developed and carried out according to

procedures established centralized;

b) the level of territorial units, branches and territorial agencies, each unit of the company through its

management should be responsible for overseeing the implementation of the program, the central

management of information on situations and fo make proposals for change, improvement and
development program in accordence with the conditions in that area and operate.

c) at the individual level, in the foFm of self, which involves organizing a system of management,

organizational type of parficipatory, more precisely the existence of a system of good

communication to enable the active participation of employees.

The main tasks of the control program of rewards is the identification of problems, any errors and _

minimize risks which may arise due to the changes that managers do in the process of rewards during his.

4, RESPONSIBILITIES IN THE REWARDS
Because of the costs they generate reward due to the importance of human resources jn an insurance

company, the rewards should be viewed not only as an item of expenditure but as the element that generates
vatue in the company for that reason are brought and keep those employees who create insurance products,
subscribe risks that can support the company, leasing the risks that the company can not support, pay
damages to policyholders who have suffered damage, the resources to invest in the company and creates
profits for the shareholders of the company.

Of the activities listed shows that the reward is not Just the responsibility of top managers which
outlines strategies and policies of rewards and humar resources department to ituplement the rewards but
also the managers at other levels to be involved in implementing fair, in pursuit of the proposals and possibly
to improve his conduct during it.

As I have said many times during the content of this work, branch managers should closely follow
the implementation, testing and deployment of rewards and make proposals to improve it for themselves
know best persons under their conditions they should take risks in the market,

So they can make decisions at their level of competence is necessary that each territorial units to be
set a budget based on the size and potency of financial territorial unit, :

Department of Human Resources should have the task of coordinating the entire program of rewards
and should supervise the operation of the entire systeir. They collect information from branches and
agencies on the conduct of rewards and examine proposals for changing it from the directors branch,
analyzes them and be approved by top managers. Department of Human Resources should be involved in
actions of support and gnidance, in any case tracking and coercion.

" After V.A. Chisu - op. cit, 2006, pag 326
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Specialists in human resources are the ones who ensure the communication between managers
jtorial units and top managers )

e Top managets are those who will take decisions to change the program on the bams_ of _propt;s:lllls

from the branches of directors will take pay of strategic competitiveness at the level of organization o g

insurance market and balance system of motivation at the company. All management establishes goals an

icies appropriate conduct and the rewards of all activities. o . L .
pOhmeSO]:llf}: OI; the things ignored by managers that we consider important in establishing a link between

managers and employees or for employees to have the feeling of importance and that their work is

. appreciated, is communication to employees of policies and practices at the company's wage and how these

policies affect each at the time of writing, and in the future.

CONCLUSIONS | . iy I
Globally, collective, employees of security must know'': ) )
the schemes rewards based on performance, competence and skills that the operation of the
hemes;
scheme and purpose of payment by company employees as these sc ;
the changes in the system of rewards, the reasons for these changes and how that affects the
employees; )
At each level of employee, must be communicated:
» salaries opportunities that are available; )

the benefits they receive, and the total level of remuneration offered by the company,
including the holdings in pension funds and medical leave; _

Only through cooperation and communication of all the factors responsible 1_°0r the. company at all
levels of hierarchical system of remuneration of management and human resources will motivate employees

to achieve the objectives proposed by the business plan.
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TEHNICI DE SECURIZARE A AFACERILOR PE INTERNET

SIDONIA OTILIA VULTUR'

Cuvinte cheie: securitate, certificare, semnditurd digitald, chei, criptografie

REZUMAT: Vulnerabilitatea sistemelor bazate pe retele de calculatoare §i implicit pe Internei,
este cu mult mai mare decdt cea a sistemelor care le-au precedat. Dezvoltarea afacerilor electronice de
tip e-business a cordus la wn nou nivel necesar de securitate, mult maximizat. Internzt-ul a devenit
instrumentul folosit de sute de milioane de utilizatori fatd de un numdr restrdns in era pre-Infernet.
Securitatea afacerilor elecironice reprezintd o problemd mult dezbidtutd, care, pe baza unor analize a
riscurilor, stabilegte nivelul de acceptare a ameningdrilor §i reducerea parametrilor pentru utilizarea in
sigurantd a tehmologiilor. In acest context, securitatea afucerilor electrowice poate fi gdnditd ca fiind
fundamentald pentru utilizarea eficientd a tehnologiilor informationale in suportul afacerilor pe Internet,

1. PROTOCOLYUL 3D SECURE

In anul 2003, comerful electronic a intrat intr-o etapi noud, de dezvoltare, dupi ce a fost implementat
cel mai inalt sistem de securizare al tranzactiilor pe Internet, §i anume 3D Secure. Noul standard a fost
promovat de organizatiile internationale emitente de carduri Visa si MasterCard.

Protocolul presupune inregistrarea fiecimi detindtor de card prin atribuirea unui cod (sau parold) de
autorizare a fiecdrei tranzactii on-line. Acest cod i va i solicitat cumpéritorului on-line de citre sistemele
Verified By Visa sau MasterCard Secure Code in momentul care plaseazi o comandi. Introducerea datelor
despre tranzactii se face in mod securizat, cu certificate SSL (Secure Socket Layer) pe 128 biti.

Beneficiile utilizirii protocolului 3D Secure [Brut-site]:

securitate miritd pentru tranzactiile on-line;

certitudinea ci doar posesorul cardului poate tranzactiona on-line;

recunoagterea aufomati a cardului Tn toate magazinele inrolate in acest sistem;

reducerea risculul de fraudi atit pentru comercianti, cit §i pentru posesorii de carduri fnrolate;
cregterea calitativd a serviciilor oferite;

reducerea tranzactiilor disputate i a costurilor aferente.

Verified By Visa — este un serviciu de protejare a cardurilor Visa Impotriva utilizirii neautorizate pe
Internet, introdus in anul 2001. Definétorii de carduri trebuie si introduci o paroli ce e confirmi identitatea
inainte ca franzactia si le fie acceptatii. Un detindtor de card Visa fgi poate activa acest serviciu in doud
moduri [site2]:

= de pe site-ul oficial Visa: https:/fusa. visa.com/personal/security/vbv/activate now.himk;
» in timpul cumpératurilor (Figura 1):

* Universitatea “Bogdan Vodd”, Facultatea de Stiinte Economice, 400560, Cluj-Napoca, Roménia
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Fig.I. Activarea serviciului

MasterCard Secure Code — este un serviciu de aufentificare care garanteazi securitatea cumpdériturilor on-
line. Detindtorii de carduri trebuie si se identifice prin intermediul unni cod unic personal, inainte ca
tranzactia si fie autorizati. Pentru folosirea acestui serviciu, este necesari instalarea unui plug-in pe site-ul
comerciantului, precum si a unui sistern de campuri ascunse, Universal Cardholder Authentication Field
(UCAF™), care standardizeazi modul in care datele de autentificare sunt transmise inire participaniii Ia
tranzacfie. Dupd autentificarea cu succes a unui cumpirator, MasterCard SecureCode genereazi un
echivalent electronic al semniturii cumpdriforului, numit §i “token” de antentificare. Comerciantul
colecteazii detaliile despre tranzactie §i informafiile de autentificare, transmitdndu-le, impreuni cu
informatiile sale de comerciant, citre sistemul MasterCard. Acesta le transmite ciitre banca clientului, pentru
. €a tranzactia financiari s3 fie efectuati [Brut-site].

2. SEMNATURILE DIGITALE
Conceptul de criptografie cu chei publice a fost introdus de Withfield Diffie i Martin Hellman, in
1975. Aceastd tehnologic foloseste o pereche de chei pentru criptare:
* chele publicd — pentru criptarea datelor: '
*  cheie secretd (privati) — pentru decriptare.

Semnitura digitald serveste acelorasi scopuri ¢a gi semnitura manuald, fn contextul informaticii, ea
poate fi privitd ca un omolog al semniturii clasice. Diferenja majora intre cele doud tipuri de semnituri este
faptul ¢i semnétura clasici este foarte ugor de falsificat [Bojan2007].

Semnitura digitald este aproape imposibil de falsificat, §, mai mult, permite destinataralui si
verifice atit autenticitatea originii informatiilor, cAt §i integritatea datelor.

Semnétura digitald presupune parcurgerea a doui etape [Rosca20041:

* semnarea datelor - implici codarea datelor §i generarea cu ajutorul unei functii hash, a unni rezumat
de lungime fix#, care este apoi semnat folosind cheia privati a semnatarului;

®  verificarea semndturii - sc realizeaza prin folosirea cheii publice a expeditorului mesajului. Aceasti
verificare furnizeazi date privind autenticitatea si integritatea datelor.

14
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Fig.2. Semnarea unui document electronic

ATEMATIC AL SEMNATURILOR DIGITALE ) o
g’}ixftPeNcgl?ﬁlEa? ;fnl;l; I:rlle:eljunsuri ale implementirii semm?ttu_rilor digitale cu a_]LIt.m'l:ll. alg_or_ltrmlor cu
chei publice, amintim: ineficienta gi latenta acestlora. Pentru a elimina aceste neajunsuri i u;g)(;;cn.t pentru a
castiga timp, se folosesie o functie hash, care reahzea.zﬁ un rezumat al docun.m?ntuluf [Patriciu I
1. seintocmeste un rezumat al documentului (dlgesit) cu ajutorul fi.lnf:thI _hasil,
2. emifiiforyl semneazi rezumatul documentitui prin cifrarea cu cheia privata;
3. documentul se trimite receptorului, i -
4, receptorul verifici autenticitatea si integritatea dDCI.IrI_]BDi_.‘llil.ll in trei pagt (Figura 3):
4.1, secreeazi din nou un rezumat al documentului primit §i semnat; )
4.2, cheia publicii a emitatoruhii se foloseste la decriptarea rezumatului semnat;

4.3. cele doud rezumate sunt comparate, iar in cazul in care cele doud coincid, semnitura este
validati.
Document
‘ Hash
D Rezumat
o —> I
Semnituri RSA Rezumat
s | & >SRN
PUB
Certificatul
semnatarului
AUTORITATEA
DE CERTIFICARE
Fig.3. Verificarea semn#turii unui document electronic
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Cei mai utilizati algoritmi criptografici sunt [Patriciu2001]: o
* peniru rezumat: MD2, MD5 (Message Digest), SHA (Secure Hash Algorithm), NIST (pentru
standardul de semmnitura DSA);
*  pentru semndturd: RSA (creat de Rivest-Shamir §i Adleman), El Gamal, DSA (Digital Signature
Algorithm). :

4. SISTEMUL DE SEMNATURA RSA (RIVER-SHAMIR-ADLEMAN)

Acest sistem de semndturd se bucurd de o mare apreciere, atit la nivel guvernamental, ¢ét si la nivel
comercial. Se poate prezenta sub diferite forme de implementare si este recunoscut ca fiind cea mai siguri
metodi de cifrare §i autentificare disponibild din punct de vedere comercial.

Sistemul este bazat pe cvasi-imposibilitatea actuald de a factoriza numere ntregi, mari. Funciile de
criptare sunt de tip exponential, exponentul reprezentind cheia, iar calculele se fac in inelul claselor de
resturi modulo n.

Sistemul primeste ca §i parametri [Patriciu2001]:

p i q — dowd numere prime, foarte mari secrete (in general cu sute de zecimale);

modulul n=pq — acesta se face public si reprezinti produsul (secret) al celor doud numere mari :

¢ indicatorul Iui Euler @(n)=(p-1)*(q-1) — acest indicator este aproape imposibil de determinat

intrucét nu se cungsc factorii primi ai lui n, p§i q;

cheia secretd PRIV — se alege astfel ca si fie un intreg relativ prim cu @(n);

cheia publicd PUB — aceasta este un intreg calculat cu ajutorul algoritmului Jni Euclid, ca find

inversul multiplicativ modulo @(n);

M - documentul electronic; -

H{M) — rezumatul documentului, caleulat cu o functie hash H.

RSA este un sistem criptografic care poate i folosit atit pentru criptare, ¢4t si pentru semnare.

Functia pentru criptare cu RSA

Un utilizator A poate obtine de la administrator modulul ns §i exponenfii PUB, si PRIV 4. Apoi
utilizatorul fnregistreaza intr-un figier public, cheia publica (n,, PUB,), pastrénd insi cheia privatd PRIV ..
Alt utilizator, rcceptor B, poafe emite un document M criptat, utilizind cheia publici a emifitornlui
(ridicarea la puterea PUB, modulo n,, a documentului electronic, interpretat ca un intreg). La receptie,
uiilizatorul destinatar A va obfine documentul, tot prin ridicarea la putere, cu cheja sa secreta PRIV,

Functia pentru semnituri digitali cu RSA

Utilizatorul A poate semmna un rezumat H(M) al unni document M, folosind cheia sa secreti PRIV ..
Alt utilizator, B, va putea autentifica documentul, utilizand cheia publicd PUB,si calculdnd, prin
exponeniere, rezumatul (M), din semnitura S receptionaii. Dacii rezumatul coincide cu cel caleulat,
semnitura se considerd a fi valida.

5. SISTEMUL DE SEMNATURA DIGITALA EL GAMAL
Dificultatea sistemului de semniiturd El Gamal se bazeazi pe dificultatea caleuliirii logaritmilor in
cAmpuri Galois mari.
Sistemul primeste urmétorii parametri [Network1998]:
& cheia secretii PRIV, — aceasta fiind un numdér natural aleatoriu;
* cheia publici PUB, — care se calculeazd dupa relatia: PUB e {mod n), unde:
® a-—esie 0 constantd cunoscuti de toti partenerii;
® n—este un numir prim mare;

16

o M — un document electronic care va fi semnat; _
e H(M) —rezumatul documentului, caloulat ca functia hash H.

Pentru & semna mm documment, un utilizator A, va folosi cheia sa secreti PRI_VA, astfel ca aceastia si
oath fi verificatd de oricine define cheia sa public PUB,. Semndtura documentului M este reprezentata de

'perechca S=(r, s), unde r=a* (mnod n) (k fiind generat aleatoriu in intervatul [0, n-1], cu condilia ca cnmdc

‘1 51 ) - - =
@21 Un) alt utilizator, B, receptionsnd documentul M §i semnitura 5=(r,s) poate verifica autenticitatea

semnaturii, calculénd doud valord intregi, dupd nigte formule stabilite, si comparandu-le dac3 sunt egale.

6. STANDARDUL DSS DE SEMNATURA DIGITALA .
DSA este algoritmul de semnatura digitald al standardului DSS. Acesta se bazeazi pe o derivare a

metodei Bl Gamal, dificultatea sa constind in dificultatea calcululni logaritmilor in cdmp finit.
Parametrii sistemului DSA sunt [Network1998]:
e parameirii globali:
=  p-—numir prim (512 bii);
= q—divizor prim al lui {p-1) (160 bifi); i o
= g—uninireg cu proprictatea: g=h®"" mod p, unde h — intreg relativ prim cu p;
= H - functic hash de calcul al rezumatului unui mesaj.
s - parametrii utilizatorului.
=  cheia privatd PRIV — un intreg infre (0, q);
= cheia publici PUB —un intreg, PUB=¢™Y mod p.
o paramelril sSemndurii:
= M —mesajul ce va fi semnat; )
= %k —un intreg aleatoriu intre (0, q), diferit peniru fiecare semndturd in parte.

Semnitura digitals S a unui document electronic M este perechea S=(r, s) i se face fo_losi.nd cheia
secretd a utilizatorului emitent PRIV, La recepiie s¢ primesc M, S=(r, s} care pot eventual diferi de cele

originale, In cazul unor Incercéri de franda. i , 5 ) . )
¢ Dupi ce alt utilizator, B, primeste mesajul, poate calcula un intreg r’ dupd o relatie stabilita, folosind

cheia publici a emitentului PUB,. Dac r=r’, semnitura este validats.

7. CIFRURI BAZATE PE CURBE ELIPTICE » ) . . X 5
Utilizarea curbelor eliptice in criptografie a fost initiatd de Victor Miller, in 1985, avand la bazi

folosirea unui grup de puncte de pe o curbd elipticd, in Iocul grupului Zp‘ din sistemele criptografice deja

existente. o o .
Avantajele folosirii acestor sisteme criptografice bazate pe curbe eliptice sunt [Patriciu2001}:

cregterea securitatii;
« micsorarea over-head-ufui;
* micsoratea timpului de latenta.

Seccuritatea criptosistemelor bazaie pe curbe eliptice este cu atat mai. mare cu cat este ma1 c}(iﬁcﬂﬁ
calcularea logaritmilor in cAmpuri discrete (fiind date: A — un element dinfr-un cdmp finit §i A", este
imposibil de deterninat x, atunci cind elemenicle sunt foarte marl_)- o

Serviciile de securitate pe care le oferi sistemele criptografice bazate pe curbe eliptice sunt
[Network1998]:

e confidentialitates;

s autentificarea entititilor;

= intcpritatea datclor;
non-repudierea;

schimbul autentificat de chei.
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Implementarea sistemelor criptografice bazate pe curbe eliptice este folositd cu succes in diverse
aplicatii de gen transfer bancar, care presupun folosirea intensivi 2 semniturilor digitale, a autentificirii.
Implementirile realizate au indicat faptul ¢4 sistemele bazete pe curbe eliptice sunt mai eficiente ca orice alt
sistem eriptografic eu chef publice.

8. INFRASTRUCTURI DE SECURITATE PENTRU SEMNATURI PIGITALE

Dezvoltarea comertfului electronic depinde in mare mésura de infrastructurile bazate pe criptografia
cu chei publice. Infrastructurile de chei publice (PKI - Public Key Infrastructure) reprezinta multimea
serviciilor necesare a fi asigurate, atunci cand tehnologiile de criptare cu chei publice sunt folosite pe scara
largd. Infrastructurile de chei publice trebuie si asigure suport att peatrn functii de criptare, cit si pentru
cele de semnditura digitals,

Principalele ¢lemente care stau la baza infrastructurii de chei publice sunt [Patriciu2001}:

* certificatul digital - reprezinta o legitura imposibil de falsificat Tnfre o cheie publici si un anumit
atribut al posesorului siu. Poate fi distribuit fars profecic prin servicii obignuite de securitate,
fiindc cheia publici nu trebuie si fie secreti. Drept urmare, nici certificatul digital nu este unul
secret. Certificatul contine valoarea chefi publice si o informatie care identifici in modunic subiectul
certificatulut;

* Autoritifile de Certificare (AC) — emit certificate pentru un anumit grup de detiniitori de perechi de

chei (publicd si privatd). Semnarea umui certificat digital de ciitre 0 Autoritate de Certificare
confirmd identitatea subiectului certificatului 5i asigurd atit autenticitatea, cit si intepritatea acestuia
din urmi;

+®  facilititile de management al certificatelor — interactiunea dintre componentele unei infrastructuri
de chei publice impune cu necésitate existenfa unui management. Printre protocoalele pentru
managementul certificatelor, aminting:

* stabilirea Awutoritdtii de Certificare — pentru aceasta trebuie parcurgi o seric de pasi,
incepand cu generarea unei liste de certificate revocate;

" inifializarea entitdiii finale ~ presupune obtinerea cheii publice a AC radéicina si solicitarea
de informatii despre PKJ, la nivel de entitate finali;

" certificarea — aceastd ctapi presupune: inregistrarea inifiald, schimbarea unei perechi de
chei, reactualizarea unui certificat, schimbarea unei perechi de chei 2 AC, cererea de
certificate incrucigate si actualizarea unor certificate incrucigate;

* publicarea unni certificat revocat — presupune depozitarea acestnia intr-un loc de unde pot fi
obtinute de oricine;
restaurarea unei perechi de chef — este posibila daci AC a salvat aceasta cheie:
revocarea unni certificat - implicd o cerere de revocare si actualizarea listei de certificate revocate,

Infrastructura de certificare SET

Infrastruciura de certificare SET (Secure clectronic Transaction) este rezultatul conlucrisii a dous
mari organizatii, VISA si MasterCard, prin care s-a urmiirit realizarea nnui suport pentru platile bancare
prin carfi de credit, folosite pentru cumpératuri electronice pe Infernet.

In cadrul infrastructurii SET existi o serie de entititi implicate [Patriciu2001]:

*  emitdtorul cartelelor (issuer) — acesta este de obicei o institutie financiard autorizatd si emitd cartele
de credit sau de debit, §i care, de regul, se afls in legitura cu Visa sau cu MasterCard;

»  defindtorul cartelei (card holder) — acesta trebuie si fie autorizat si defind cartela respectivi si s
fie inregistrat la emigitorul cartelef;

eomerciantil (merchant) — furnizeaza produse si servicii, contra unei sume de bani;

achizitorul (acquirer) — o institutie financiard care furnizeazd un serviciu de procesare a

tranzactiilor;

* ghiseu de platd (payment gateway) — un sistem care oferd servicii de comer{ electronic pentru
commercianii;
* Autorititile de Certificare — componentele care certificd cheile publice ale detinitorilor de cartele.

18

LTEANIUL DE SEUURKLAARE £ A0 AGCOU LA SN DL A% LU YL

Dupi ce detinitorul cartelei se decide sa facd o achizitic de_ la un comcrm:anﬂt; el‘lit;gng:ﬁ
comerciantulni o instrucifune de platd (payment instmct_xonn). Ac_esta de urmi cc;mumca. i:r(zlnca e o
achizitorul siu, prin intermediul ghiseulni de platd, transmitindu-i instructivnea de platd, pen
achizitor sa poatd autoriza si Inregistra tranzactia.

CONCLUZII N )
Vulnerabilitatea sistemelor bazate pe refele de calculatoa.re s_i imp}imt pe hlteirnet, este cu mullt ma;
mare decit cea a sistemelor care le-an precedat. Afirmatia se _]_ustiﬁ?ﬁ in primul rind deoa;ecterzoi :;mi
informatiei este mult mai mare decit la celelalte s?stcmc. in a]_d?ﬂPzi. {and cregterca En:‘._emet a fost rapidi s
fara a fi insofitd de preocupiiri deosebite peniru asigurarea unef limitari a vulnerabl_htam. 4 .
Dezvoltarea afacerilor electronice de tip e-business a condus lva_ un nou un_!e.:l necesar de securitate,
mult maximizat. Intemet-ul a devenit instrumentul folesit de sute d; milioane de utilizatori fati de un numar
ans T -Internet. & )
restrans gocnl;zrlfiilel I[;ecuritﬁ.’gii informatice cauti o serie dc_ solutii tehnice pentru rezohfarca acestel
coniradictii. Viteza si eficienta pe care o aduc comunjcaii%!eu mstantane:c care cm:ttu} mfonfl}agltil cc;?ngircr:ug:
sub formd de documente, fisiere si mesaje (pogta cl;ctromca:, mesagerie e_lectromc:a_, transfer :'e]c_ (] e
fonduri, efc.), actul decizional al managerilor care ac'gmne_azé inir-o cconomie puternic cox}cu::c?lrl,la 3, co v
la un fel de euforie a utilizirii retelelor, bazati pe un sentiment fal.s' dAe securitate a c.omumca’gn 03 cag’;tﬂl d
transforma potenfialele cistignii generate de accesul la informatii, in pierderi majore cauzate de &
inserarea de date false sau denaturate. )
e Sausd:cﬁtatea afacerilor electronice reprezinti o problema mult dezbituti, care, pe baza umor _ana}lzena
riscurilor, stabileste nivelul de acceptare a amenintfrilor si r?,ducerea pax:ametnlor pcntl:u dtir;hzarcg_ 1;1
siguranfi a tehnologiilor. fn acest context, sccuritatfaa aface-nlor filcctromcc poate lﬁ gzmlnt Ci in
fimdamentald pentru utilizarea eficienti a tehnelogiilor informationale in suportul afacerilor pe Interne
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SECURITY TECHNIQUES FOR ELECTRONIC BUSINESS

SIDONIA OTILIA VULTUR"

Keywords: security, certification, digital signature, keys, cryptography.

ABSTRACT: The vulnerability of systems based on computer networks and default on the
Internet, is much larger than the systems that preceded them. The development of electronic business has
led to a new level of security necessary, much maximized. The Internet has become the tool used by
hundreds of millions of users over a limited number in the pre-Internet era. Security of electronic
business represents a much debated issue, which, on the basis of risk analysis, determines the level of
acoeptance of threats and reducing the parameters for the safe use of techmology. In this context, the
security of electronic business may be thought as fundamental for an efficient usage of information
technalogies in support of business on the foternet.

1. 3D SECURE PROTOCOL

In 2003, e-commerce has known a new stage of development, after being implemented at the highest
security system of electronic transactions, namely 3D Secure, The new standard has been promoted by the
international organisations issuing MasterCard and Visa cards.

The protocol involves the registration of each card holder by granting a code (or password) for the
authorization of each on-line transaction. This code will be asked from the on-line buyer by the Verified By

Visa and MasterCard Secure Code when'placing an order. Entering data on transactions is done safely, SSL
{Secure Socket Layer) certified on 128-bit.

The benefits of using 3D Secure Protocol [Brut-site]:

increased security for on-line transactions;

ensuring that only the card owner can use it on-line;

automatic recognition of the card in all stores which are integrated in this system;
reduced risk of fraud for both merchants and card holders;

increasing the quality of offered services;

reducing debatable transactions and the invoived costs.

Verified By Visa - is a service offered to protect Visa cards against unauthorized use of the Internet,
introduced in 2001. Card holders must enter a password which confirms their identity before the transaction
to be aceepted. A Visa card holder can activate this service in two ways [site2]:

= on the official Visa website; https://usa.visa.com/personal/security/vbv/activate now.html:
*  during purchases (Figure 1):

* “Bogdan Voda” University, Faculty of Economic Sciences, 400360, Cluj-Napoca, Romania
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Fig. 1. Enabling service

MasterCard Secure Code — is an authentication service to ensure the secm:ity af' on-line pyrc:lla;es. fid
holders must be identified through a personal unique code, before the trar;sachon being authoFi«?d;i orf :1 i Sg
this service, it is necessary to install a plug-in on the merchant webs_lte,. and a syst;nl:Ll o 1tht:nti laﬁgri
Universal Cardholder Authentication Field (UCAF™), w%nch standardizes the way o how au fen ; or
data are transmitted between participants in the fransaction. After succcssfu} av:thentlcaxmn o k: uyer,
MasterCard SecureCode generates an electronic correspondent of the‘ buyer’s signature, als?Ilf ow?i as
authentication “token". The merchant collects details about the transaction and authenncano_n thorrn; E}?é
forwarding them, along with its merchant information, to the Master(;ard system. It transmits them
customer bank so that financial transaction could be undertaken [Brut-site].

2. DIGITAL SIGNATURES ) ) . .
The concept of public key cryptography was introduced by Withfield Diffie and Martin Hellman in

1975. This technology uses a pair of keys for encryption:
*  public key - for data encryption;
+ secret key (private) - for decryption.

Digital signature serves the same purposes as a manual signature. In the context of computer science,
it can be regarded as a homologous of classic signature. The major difference between the two types of

ignatures is that elassical signature is very easy to forge [Bojan2007]. . )
Ve Digital signature is almost impossible to forge, and, furthermore, allows the recipient to verify the
authenticity of the information origin and data iutegri.ty.
Digital signature involves a two-stage attending [R0§ca20054]: . ¢ foeed
e signing data - involves encoding data and generating with a hash function, a summary of fixe
length, which is then signed using the signatory private key; ' ]
. ven?g;jiing signatures - is made by using the public key of the message sender. This provides data on
the authenticity and integrity of data.
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aIgor!thn_ls, we rcmt?mber: inefficiency and latency. To remove these shortcom
Junction is used, which cares out a summary of the document [Patriciu2001]:

"1

2.
3.
4.

Electronically
signed document

D
RSA

—>
o S Summar Sl%um
PRIV

Document

Hash

Secret key card

Fig. 2. Signing a document electronically

3. MATHEMATICAL FOUNDATION OF DIGITAL SIGNATURES

Among the biggest shortcomings of the implementation of digital signatures using public key

ings and to save time, a hash

:lh sumn:iary of the document (digest) is drawn up, using hash function;
e sender sign the document summary, by coding it with pri :
the document is sent to receiver; 4 ® et ey
the receiver verifies the authenticity and integri i

grity of the document in three steps (Fi :
4.1. anew summary qf the signed dacument is created; ps (Figure 3
4.2, the sender’s public key is used to decrypt the signed summary;

4.3. the two summaries are compared, and in case that the two coincide, the signature is validated.
Document
%}‘ Hash
D Summary
O >
Signature RSA Summary
PUB
Signatory’s
certificate
CERTIFICATION
AUTHORITY

Fig. 3. Checking the electronic signature of a document

The most used cryptographic algorithms are [Patriciu2001]:
e for summary: MD2, MD5 (Message Digest), SHA (Secure Hash Algorithm), NIST (for the standard
of the DSA signature);
s for signature: RSA (created by Rivest-Shamir and Adieman), El Gamal, DSA (Digital Signature
Algorithm).

4. RSA SIGNATURE SYSTEM (RIVER-SHAMIR-ADLEMAN)
This signature system enjoys a high appreciation, both at governmental and commercial level, It can
e met under various forms of implementation and it is recognized as the safest ciphering and authentication
method available from the trade viewpoint. ’
The system is based on the actual quasi-impossibility of realizing the factorization of large integers.
The encryption functions are exponentially-type, the exponent representing the key, and the calculations are
made in the class ring of rests modulo n.
The system receives as parameters [Patriciu2001]: w
p and q - two prime, very large and secret numbers (generally with hundreds of decimal places);
the module n=p*q - this is public and is the (secret) product of the two large numbers;
the Euler's pointer g(n)=(p-1)*(q-1) - this indicator is almost impossible to be determinate as the
prime factors of n, p and q are not know;
PRIV secret key —it is chosen to be a relatively prime integer with o(n);
PUB public key - this is an integer calculated using the Euclid algorithm, as the replicated modulo ¢
(n) reverse;
¢ M —the clectronic document;
s H(M) - the document’s summary, calculated using a hash function, H.

RSA is a cryptographic system that can be used both for encryption and for signing.

The function for the RSA encryption

The user A can obtain from the administrator the ny module and the PUB, and PRIV, exponents.
Then the user enlists in a public file, the public key (ns, PUB,), but maintaining the private key, PRIV 5.
Another user, a receiver B may issue a document M encrypted using the public key of the sender (the PUBA
modulo n involution of the electronically document, interpreted as an integer). At the receiving, the receiver
user A will get the recipient of the document, also by involution, with ifs secret key PRIV .

The function for digital signature with RSA

The user A can sign a summary H(M) of a document M, using its secret key PRIV . Another user, B,
will be able to anthenticate the document, using the public key PUB, and calculating, by involution, the
surnmary H(M) of the received signature, S. If the summary coincides with the calculated one, the signature
is considered to be valid.

5. THE DIGITAL SIGNATURE SYSTEM EL GAMAL
The difficulty of the digital signature system EI Gamal is based on the difficulty in calculating the
logarithms in large Galois fields.
The system receives the following parameters [Network1998]:
e PRIV, secret key - this is a random positive infeger;
e PUB, public key - which is calculated by the relationship: PUB,=a"™" (mod n), where:
= a-1isaknown constant for all pariners;
* - isalarge prime number;
s M - an electronic document fo be signed; .
s  H(M) —the document’s summary, calculated using the hash function, H.
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In order to sign a document, a user A, will use his secret ki
r to sign et ¢y PRIV, 50 that it can be verified b
:;xg:cv:iit()lds dltS pubtl’lc_ key PUB,. The signature of the document M is represented by the pair 5= (r, s)y
=4 (mo i i i isor
AR n) (k being generated randomly in the interval [0, n-1], only if the greatest common divisor
If another user, B, receives the document M and the signature 8=(r, s), he can verify the authenticity

of the signature, by cal i i i i
o equal%l)l( ! y caleulating two integers, based on some established formula, and comparing them if they

14_55 SDASS STANDARD FOR DIGITAL SIGNATURE
is the digital signature algorithm of the DSS standard. 1t is b ivati .
the - tur 1 . ased on a derivation of th
Gamal method, its difficulty consisting of the difficulty in calculating the logarithms in finjte field o8
The parameters of the DSA sysiem: are [Network1998]: '
* global parameters:
" P — aprime number (512 bits);
" g — aprime divisor of (p-1} (160 bits);
= — an int . : - o=k E-1) H 3
g p rxf:iﬂ\?g: the following property: g=h*" mod p, where h — an integer relatively
* H- ahash function used for the message’s summary calculation,
®  user parameters:
* PRIV private key - an integer between (0, q);
. " PUB public key - an integer, PUB=g""" mod p.
®  sighature parameters:
" M -the message to be signed;
* k--arandom Intcger between (0, q), different for each signatyre.

The digital signature § of an electronicall i i
; ly document M is the pair 8=(r, s) and is made by ysj
sendc_r USEr's secret kc?y_ PRIV, At the receiving the document M and the signatur)e S=1(r, 5) an'i\?e I:ritril%hﬂw
can differ from the originals, in case of fraud attempts. ' Y

After another user, B, receives the messa i
user, B, ge, he can calculate an igieger  us; i
formula and the sender’s public key PUB,. If =7’ the signature is validated. BT using on established

7. CIPHERS BASED ON ELLIPTIC CﬁRVES

The usage of elliptic curves in crypto initi i iller i
graphy was initiated by Victor Miller in 1985, based
usage of a group of poi ipti i ' isting cryptoganhle
Sy;gems- Broup of points on an elliptic curve, instead of the £, group from the existing cryptographic
The advantages of using these crypto i ipti
. graphic systems based ici :
. g phic sy on elliptic curves are [Patriciu2001):
* decreasing over-head;
* decreasing latency time,
The security of the cryptographic systems based on ellipti i
The sec : - Syste Iptic curves is as greater as the loear
calcula:uon In discrete fields increases (being given: A - an item of a finite field aﬁ; A% it is im o‘g:'rtl)?mtjs
determine x, when the items are very large), , posbleto

The security servi i i ipti
Network1958), ty services provided by the cryptographic systems based on clliptic curves, are

s confidentiality;

entities authentication;

data integrity;
non-repudiation;
authenticated key exchange,
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The implementation of the cryptographic systems based on elliptic curves is successfully used in
various applications like banking transfer, involving the intensive usage of digital signatures and the
authentication. Till now, the implementations showed that the systems based on elliptic curves are most
efficient as any other cryptographic system with publiic keys.

8. INFRASTRUCTURES SECURITY DIGITAL SIGNATURES

The development of electronic commerce depends on the infrastructures based on public key
cryptography. Public key infrastructures (PKI - Public Key Infrastructiure) represents the set of services
required to be insured, when fechnologies with public key encryption are widely used. Public key
infrastructures should ensure support for both encryption functions, and for the digital signature,

The main elements underlying public key infrastructure are [Patriciu2001]:

» the digital certificate - represents a link between a public key and a particular attribute of its owner,
impossible to forge. It can be distributed without protection through regular security services,
because the public key should not be secret. As a result, neither the digital certificate should be
secret. The certificate contains the public key value and an information which identifies the
certificate’s subject, in a unique manner;

s Certification Authorities (CA) - issue certificates for a certain group containing the owners of the
pairs of keys (public and private). A digital certificate signed by a Certification Authority confirms
the identity of its subject and ensure its awthenticity and integrity;

s fucilities provided by the management of certificates - the interaction between the components of a
public key infrastructure requires the existence of a management. Among the protocols for the
management of certificates, we remember:

*  establishment of the Certification Authority - in order to accomplish this task, it is necessary
to follow a series of steps, starting with the generation of a list of revoked certificates;

* initializing the final entity - involves obtaining the public key. of the root CA. and the request
of information about PKL, on a final entity level;

* certification - this phase includes: an initial registration, a change of a key pairs, updating a
certificate, a change of key pairs of CA, demand for cross-certificates and updating of some
cross-certificates;

* publication of a reveked certificate - involves its storage in a place where they can be obtained by
anyone;

* restoration of a pair of keys - is possible only if CA has saved this key:

* revecation of a certificate - involves a request for revocation and wpdating the list of revoked
certificates.

SET — the certification infrastructure
The certification infrastructure SET (Secure Electronic Transaction) is the result of the co-operation

of the two large organizations, VISA and MasterCard, which aimed to achieve a support for electronic
payments thraugh credit cards used for electronic shopping on the Internet.
There are a number of entities involved within the SET infrastructure [Patriciuz001]:

* card issuer - this is usually a financial institution authorized to issue credit cards or debit card,
which, as a rule, is linked with Visa or MasterCard;
card holder - he must be authorized to hold that card and be registered at the card issuer;
merchant - provides producis and services, for an amount of money;
acquirer - a financial institution that provides a service for the processing of fransactions;
payment gateway - a system which provides services of e-commerce for merchants;
Certification Authorities - componenis that certifies public keys of card holders.
Onge the card holder decides to make a purchase from a merchant, he sends a payment instruction to
the merchant. The latter communicates on-line with he’s acquirer, through the payment gateway, forwarding
him the payment instruction, so that this acquirer may authorize and record the transaction,
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The vulnerability of systems based on computer networks and default on the Internet, is much larger
than the systems that preceded them. The statement is Justified because the amount of information is much
higher than other systems. Secondly, the Internct was increasing rapidly and without being accompanied by
special concern for ensuring a limit of vulnerability,

The development of electronic business of e-business type has led to a new level of security, much

maximized. The Internet has become the tool used by hundreds of millions of users compared with a limited -

number in the pre-Internet era.

The domain of information security searches a series of technical solutions to resolve the
confradictions. The speed and efficiency bronght by the instant communications containing economic
information in the form of documents, files and messages (e-mail, electronic messaging, electronic funds
transfer, etc.), the decisiommaking act of managers who act in a strong competitive cconomy, lead to a kind
of euphoria of network’s users, based on a false sense of security of communications, which can tum
potential carnings generated by access to information, in major losses caused by theft of data or the insertion
of false or misleading.

The security of electronic business represents a much debated issue, which, on the basis of risk -

analysis, determines the fevel of acceptance of threats and reducing the parameters for the safe use of
technology. In this context, the e-business security may be thought as being fundamental for an efficient
usage of information technologies in support of business on the Internet.
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CATEVA CONSIDERATIUNT PRIVIND REALIZAREA SITE-ULUI WEB AL
UNIVERSITATI “BOGDAN-VODA”
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Cuvinte cheie: conumicare, Internet, site, trafic, universitar, educational

REZUMAT: Internet-ul a devenit unul din mijloacele forte de vehiculare a datelor §i
informatiilor de orice fel. Prezenta in spatiul virtual derumit Internet devine o necesitate, constituindu-se
intr-un factor hotdrdtor de competitivitate pentru orice organizatie aflatd intr-o competifie concurentiald
acerbi, Problemele specifice mediului universitar pot fi facilitate gi eficientizate prin tot ceea ce oferd
Internet-ul tn domeniul comunicérii inferumane. Scopul acestuf articol este tocmai acela de a prezenta
cdteva elemente legate de elaborarea site-ului Universitdtii Bogdan-Voda.

INTRODUCERE
In societatea contemporand, Internet-ul a devenit unul din mijloacele forte de vehiculare a datelor si

informatiilor de orice fel, atit la nivel zonal cit si la nivel global, atit la nivel microeconomic cit s
macroeconomic. Asistim la o transformare a societiitii actuale, atfit din punct de vedere economic cat gi
social, in care componenta comunicaiiei electronice capiti un rot substantial. Prezenfa in spatinl viriual
denumit Internet devine o necesitate, constituindu-se intr-un factor hotiritor de competitivitate pentru orice
organizatie aflatd intr-o competifie concurentiald acerbi.

Transformarea amintiti mai sus poate fi particularizati si Ia nivelul invatimAntului universitar, ca gi
componentd esenfiali in formarea societafii actuale moderne. Si 1a acest nivel putem vorbi de o concurentd
ridicatd, ofertele educationale ale universititilor de pe mapamond fiind dintre cele mai diverse. Cunoagterca
detaliilor acestor oferte educationale reprezinta un prim pas in atragerea indivizilor citre o anumitd institutie
de nvii{amént superior. Odatd atras, de-a lungul studiilor universitare, studentului If sunt necesarc o serie de
informatii privind desfiigurarea in conditii optime a pregatirii acestuia. fn acest context putem aminti
informatii precum cele legate de orarnl desfagurarii activititilor didactice, programarea examenelor din
sesiunile de examene, programele analitice ale cursurilor sustinute in cadrul universitatii, regulamentele
interne ce trebuic a fi respectate de fiecare in parte, membrii compartimentelor institutiei de Invafamant
(compartimentu] didactic, compartimentul administrativ 5i de conducere), diverse evenimente didactice si
stiintifice desfisurate in cadrul institutiei, afisarea rezultatelor invatai etc. De asemenea, colaborarea ¢t
mai eficientd fntre cadru didactic si student este esentiald in desivérgirea actului didactic, aga incat trebuie
identificate cit mai multe modaliti pertinente si eficiente de comunicare. Acelasi lucru cste valabil si
pentru comunicarea intre cadrele didactice proprii ale institufiei. De altfel, noile norme §i standarde ale
educatiei previd in mod expres o transparenti cit mai ridicati a actului cducafional.

Toate aceste citeva probleme specifice mediului universitar pot fi facilitate i eficientizate prin tot
ceea ce oferd Internet-u! in domeniul comunicarii inferumane, Concretizénd, un site de prezentare pe Internet
capits un rol hotirétor in derularca in conditii ¢4t mai bune a activitaiii didactice si stiintifice din cadrul unei
comunititi universitare. Scopul acestui artical este tocmai acela de a prezenta citeva elemente legate de
elaborarea site-ului Universititii Bogdan-Voda.

:*Un.ivcrsitatea “Bogdan-Vodi”, Facultatea de $tiinte Economice, 400560, Clyj-Napoca, Roménia
Universitatea “Bogdan-Vodz”, Facultatea de $tiinte Economice, 400560, Cluj-Napoca, Roménia
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METODOLOGIA FOLOSITA
Pentru elaborarea s_it.e—ului s-a apelat la urmitoarele instrumente:
HTML 4.01 Transntmnal — limbajul folosit pentrn formatarea
gléxé, ct; nientmerea elementelor de programare mai vechi:
~ foile de stil in cascada folosite pentru formatarea pagini
§ - t olosite | paginilor WEB; s-au folosit din moti
;)Funuzare, a.sa.mcét 38 se facd delimitarea clard dintre confinutul unei pagini WEB si ﬁo éVf c(iie
1sare al acesteia; v mod de
JavaSeript — limbajul de script la nivel de cli i i ibilitati
o ad@g;‘indu-lc put do ser t};te; client, folosit pentru extinderea posibilititilor browser-
1I\’/J[H{; —I limbajul de script la nivel de server;
¥3ql — server-ul de baze de date folosit In vederea colectari; si izarii
A le It _ taril si actualizarii datelor:
PHPMyAdmin — utititar de Intrefincre a bazelor de date MySql o
Apache — server-ul WEB folosit pe platforme Wndows;

DOM -- tehnologia incorporata In FavaScript, folosits i pag
sub forme mmoiogla in pt, folositd pentru accesarea elementelor unei pagini WEB

Macromedia Fireworks — utilitarul folosit pentru prelucrarea imaginilor;

Adobe Acrobai Professi —1i i
POF soom roiessional — instrumentul folosit pentru transformarea documentelor in format

P!'lpEfiitor - t_aditcrul folosit pentru scrierea paginilor WEB:
FileZilla — client fip folosit pentru plasarea paginilor site-ului pe domeniul alocat pe serverul WEB.

§i afigarea continutului paginilor site-

PREZENTAREA SITE-ULUI
- Pentru siructurarea site-ului s-a avut i
distinge 2 macro-niveluri: &
un nivel cu informatii legate de universitate;
un nivel cu informatii specifice fiecarei facultifi in parte din cadruf universitifii.

% -Examens programate
suplimentar ‘
Examene programate
uplimentar in sesiunes

in vara

n vedere In primul rdnd structura universittii. Astfel, putem

MOTTC: "l este rodut educafiel pe vare o primeste,” - Helvetins:

UNIVERSITATEA "BOGDAN-VODA", cu sediul i fedpi j j
o A JODA', i Wl in municipiul Clui-Napoca, judetul i instituth
4 ;g:gggmgﬂmt Superor, persaand juridica de drapt orivat o da iltste publcs, ;f;riecﬂ'sf::amiﬂsatétaﬁ

fn oy Lmat iintets : in 17 mal 2005, ca UNIVERSITATE PARTICULARA ACREDITATA

Fig. 1. Pagina principali a site-ului

La nivel de universitate se disting urmitoarele “capitole™ de informatii::
informatii generale legate de:
© prezentarea generald a universitafii;
o prezentarea spatiulid universitar;
o prezentarea conducerii universitaii, la nivel de rectorat gi senat;
o prezeniarea regulamentelor interne ale universitifii;
o structurarea anutui universitar pentru fiecare specializare in parte;
cercetarea stiintifica din universitate
o prezentarea sinteticd a activititii stiintifice din cadrul universititii;
o prezeniarea revistelor universititii;
o detalii privind evenimentele stiintifice anuale care au loc in cadrul universitifii;
o legituri citre siturile centrelor de cercetare ale universitétii;
prezentarea succinti §i clard a ofertei educationale a universitafii;
detalii privind concursurile didactice ce au loc periodic fn unjversitate;
anunfurile curente ale conducerii universititii, adresate atét studentilor cat si cadrelor didactice;
facultifile componente ale universitatii;
modulul de administrare al sitului.

Facaftatea de Ftinte Economice

Facultatea de Stinte Economice are menirea de a forma spaecjalisti economizt licentiati in domenii §
precum cel managerial sau financiar-bancar si bursier, in domeniul infornaticid eccnomice sauw eal al
contabilitsti. Planurle de Invat3mant modeme §i functionale fac posibil acast luay prin Imbinarea
preghtici genaraia da profil, asiguratd de discipline obligatorii o spedalizarea in domenil asiguratd de
disciplinele de profil. )

SPECTALTZARI CEUZI-NAPCCA

Manzgament

Finante 5i bano

informatic® economica

Centebilitate si informaticd de gestuns

SPECTALIZARIL BALA-MARE

= Management

4 -Burse
Burse scardare snidentiio
pe semestal I

L A

Fig. 2. Pagina de prezentare a unei facultai

La nivel de fiecare facultate in parte se disting urmatoarele rubrici:

prezentarea facultitii avute In atentie;

prezentarea programelor analitice ale disciplinelor predate in facultate;

prezentarea planuriler de Tnvitiméant aferente anului universitar current;

detalii privind conditiile de admitere in ciclul 1 licents;

detalii privind conditiile de absolvire a ciclului 1 de studiu prin examen de licents;
detalii privind condifiile de admitere in ciclul 2 masterat;

detalii privind conditiile de absolvire a ciclului 2 de studiu prin examen de disertatie;
prezentarea conducerii academice a facultitii;
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prezentarea secretariatului facultati;

prezentarea membrilor catedrelor din cadrul facuitatii, punindu-se la dispozifie detalii de contact gi

de prezentare a activititilor didactice si stiinfifice fiecirui cadru didactic in parte.

dinamic, de tip acordeon, cn ajutorul limbajului JavaScript si a tehuologiei DOM incorporate. Astfel, la un
moment dat, este vizibild doar detaliarea unei rubrici, detaliile celorlalte dispirind de pe ecran, rimanind
doar denumirile rubricilor ce culiseazi in sus sau in jos, dupi caz. Tot din motive ds optimizare a navigirii in
site, s-au mai introdus si urmitoarele elemente:
* in partea de header si footer a ficcarei pagini este present cite un link citre principalele pagini ale
site-ului: pagina de inceput a site-ufui §i paginile de intrare ale fiecirei facultafi Tn parte;
* in header-ul fiechirei pagini este present céte o legaturi clifre harta site-ului, schifa acestuia,
prezentaid sub forma unor liste jerarhice imbricate;
¢ in header-ul fiecirei pagini este prezentd o cisuli de editare si un buton de cautare prin intermediul
céirora se pot face ciutiri dupa diverse cuvinte cheie in cadrul site-ului, permitind astfel o localizare
mai ugoard a informatiilor prezente in site; In acest sens s-a apelat 12 un script de ciutare pus Ia
dispoziie de firma Google, aceasta fiind renumits pentru tehnologia avansati folositd in ciutarea
informatiilor textuale;
*  pe parlea din stinga a fiecirei pagini a site-ului, sub titulatura de “Stiri™, intr-o zoni dreptunghiulars,
sunt afigate intr+o maniera derilantd, ultimele actualiziri efectuate asupra site-ului, asa Incét cele
mai importante noutiti fiind la indemana vizitatorului, indiferent in ce zona s-ar afla in cadrul site~

ului. i aceastd componentd este realizats prin intermediul limbajului Java Seript, prin acces direct
asupra arborelui DOM,

Avind in vedere faptul ci multe itiformatii plasate pe site provin de la secretariatele facultdilor, gata
formatate (regulamente, orare, planuri de invé{imant etc), multe pagini ale site-ului sunt structurate sub
forma unui navigator special de figiere din cadrul unui director, cu legaturi la nivel de ficcare fisier in parte.
Toate aceste astfel de documente primite, din motive de securitate, sunt transformate n format PDF cu acces
parolat la diverse operafii asupra acestora. Vizitatorului 1i este oferitd doar posibilitatea de vizualizare a
documentului si de salvare a sa pe calculatorui local al acestuia. Realizares componentei prezentate a fost
infiptuiti cu ajutorul limbajului PHP, De altfel, toate paginile site-ului au extensia .PHP, din motive de
optimizare a codului sursa al paginilor.

fn ceca ce priveste vizibilitatea site~ului, site-ul poate fi vizualizat corespunzator pe cele mai folosite
browser:c la ora actuali: Internet Explorer, incepand cu varianta 6 i Mozilla Firefox.

In ceea ce priveste Intretinerea site-ulni, s-a incercat obtinerea unui cod sursd cit mai configurabil
aga incét orice modificare sa presupund un efort cit mai mic. In acest sens s-a Incercat folosirea cit mai
abundenta a foilor de stil CSS pentru a delimita intr-o ¢t mai mare misuri confinutul paginilor de formatul
acestora. De asemenea, in limbajele de script s-a incercat folosirea cit mai deasi a incluziunilor de fisiere
externe (include(file)), modularizind infr-o anumits masurd, fiecare pagina. Pentru operatii de intretinere de
tip download, upload sau actualizare de fisiere se pot folosi pagini securizate cu ajutorul sesiunilor, accesu]
Ia acestea ficAndu-se printr-o autentificare a administratorului site-ului. _

Promovarea site-uini se realizeazi in principal prin inscrierea in principalele motoare de cautare
precum Google si Yahoo, legdturi realizate in diverse site-uri ale unor institutii administrative sau
educafionale, locale sau zonale, precum si prin inserierea in directoare de site-uri educationale. Nu trebuie
neglijaid nici publicitatea realizatt in cadrul mass-mediei locale. Sunt situatii conjuncturale in care se
apeleazi chiar §i la schimbul de bannere. Pentrn 0 localizare cat mai rapidi a informatiilor din site, pentry

ficcare pagind in parte s-au definit metadatele corespunzatoare, alegindu-se cuvintele cheie cele maj
reprezentative.
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Pentru structurarea amintiti mai sus, $i pentru o navigare cit mai facild, s-a consfruit un meniu

Pagini pe vizi

& vizitatorl pe 2 (09.07,2007);
TAAS A BarviEEor e die pe T 26

AkitareT ih Wifmeia 24 e orer’ i
Vizitator) in witmele 7 zie! N
wiziaton T ittiméle 30 de Zila: i+
otorul ge ciutare cel mal folasit R
SEl sl bun refermer web i ulturna(_e H
,c§u|ayga cea rmal _ﬂ'sl:\ggplﬁ (4 ;Ale), .

-AGH AIn sEPIEMANS cea mal viztetd:

vizitatori: 53
F angar:

wle zilsi
@r- Statistici calculate |

A2 ] DU:, D

a intervs! de 1.0 minute

Fig. 3. Model de statistici oferite de trafic.ro

Pentru urmirirea impactului pe care il are site-ul in réndul vizit:atorilor, pentru ?naélaz;ctgﬁc;}rzi

ia, si Tnseris Iz trafic.ro, un furnizor de servicii legate de diverse statistici ale ficulul st
acestuia, Siteul ees tfalgisc;l;zitie o serie infreagd de indicatori si valori care Euermlt o analizd e 1aus va o
u!ul. Aceste p:;e legate de traficul site-ului. Figura de mai sus ilustrfaetzﬁ. in Izmd eIocven; pl.’ln(-:lﬁl ele
g;::;?i?l;l:ssgaﬁsﬁci %egatc de starea trafieului la un moment dat. O tz)isnt::}l;zgl ;11:[::1;11;;5685;); :Iu?fili nsldiversc

if i regtere su { ; iverse

o misun Ii)lltwm:xl':;llta;%z: :;::sstti'?pf (i)'g:;tg Illlcs(::»rl.:JI (;) :nal$ltza rapidi a cqvintelor cheie fczlosm’_, deb d.lVGTS;_:
pfbl‘:%pﬂct}\’f- notor le cﬂ: cautare, ne releva cuvintele cheie cu cea mai mare frecventi ce tre uie ad
neorpor lﬂhmﬂfoal'e tru a obtim’: o optimizare in localizarea site-ului. Anahz'a brows_‘.er-eloy folosllt:e Ai
II}GSJTPOT?’EG 1’1151t? "}1)1611:10‘1 clar care sunt cele mai folosite browser-¢ pentri vizuahza:ezzl sﬂc—u_}ul3 z!stfc .m(;:I
v'lt?tﬁogﬁngéca?:;;tlat pentru a putea fi vizualizat in mod corespunzifor de cat mai mulii vizitatori.
site-

exemplele pot continua.

PECTIVE . o . e
ﬁogl(;tUﬁ;SS;:’ Evl}a?ta universitara poate suferi foarte mult in absenfa unui site al universitatii

i iversitar ar fi foare greu de adus Ia cunostin;:d
Multimdin_ea de"ll)mbl‘;milgsea%a; iz;iénuﬁ;%;l.u?;ninﬁrg;ll:s:ﬁv mare de ca@re cliidactice si studf:ntl3
i?l}tllml: oarea o 03(1:6 ede Invitamént reprezinti ali caliva factori care intiresc §i mai mult cele s_puse_lzlta:!
leﬁl:SlficaI_'Ca e C:" oranf;., comunicarea ¢t mai facili este vitald. Site-ul de prez_entm:e al umvc_rsna,u
gt et doine 1 en:?ant comunicational intre tol actorii implicati in xzia’gi umvcr_smara, devine tun
" - dﬂVlIlel i deména oricui, folosit in mod curent in derularea activitatii t’:ducagfona_l.e. S~?I pu ce;
mStI'llm‘?ﬂt comunz:i ?'H;ntrc tabla ds’lucru folositd pentru sustinerea cursurilor $i seminariior §i gite-1]
face Ch'la'r"DLIiaIanz ?a o parte difereniele care despart cele doud concepte, putem totusi aﬁnnal ?éaj?asa 0?2131
llanel'SltaE”ll.t 135 re ale celor spuse de un profesor este sporit prin prezentarea acestora pe o-tal_) 1 . a 01t 2
ﬁ:afi]iﬂs?esilt[;ﬁlciiversitéﬁi devine un mijloc prin care mesajele tﬁmli)slc din I_)a;‘:::: rﬁo?a;{:;l i?l:clzir; 1(;11;)‘:&1.B
i i i Invitati fel se pune problema st S, :
rccepﬁ(}}lati? H_ilﬂt m:l eciﬁoiecﬁgiic?xivg}p;.agﬁz;irﬁuh chiaI;, ins%i comlunicarca intre membrii cgrp}[ﬂu;
S’E}lden_tll s i?efs:;éilitati gi eficientizatd. Ajunge s# amintim doar partajarea normelor de tehnore ac:e:alrt;1
:.ll:a acrthif:oelf;rngcliintiﬁce pentru uzul tuturor cadrelor didactice, prin plasarea pe Internct, pentru a argum

cele spuse mai sus.
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Ca si perspective imediate, putem aminti: construirea unei baze de date MySql, care si cuprindi
toat’ traiectoria universitara a fiecsrui student in parte, aga incéf, prin intermediul unei zone securizate, prin
auteniificare, fiecare student al universititii si o poati consulta. De asemenea, activind Intr-un mediu
universitar global comun, se impune de urgentd prezentarea site-ului si in dous limbi de circulatie
international.

Ca o concluzie finals, putem afirma ci existenta unui site intr-o universitate confer un plus de
calitate In activitatea didactica §i stiintifici.
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SOME CONSIDERATIONS REGARDEIG THE BUILDING OF THE WEBSITE OF
“BOGDAN-VODA” UNIVERSITY
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ABSTRACT: In the contemporary society, Internct has became one of the forte means for
disseminate data and information, both at the local level and the global level, both at the microeconomic
level and the macroeconomic level. We are assisting at a transformation of the actual society, both
economic perspective and social perspective, where electronic communication gets a substantial role.
Presence in the virtual space named Internet become a necessity, this constituting a major factor of
competitiveness for every organizations that act In a space of strong compelition. The specifically
problems of university environment can be facilitated and got efficiency using a website. The aim of this
article is to present some elements related fo the building of the “Bogdan-Voda” University website.

INTRODUCTION

In the contemporary society, Internet has became one of the forte means for disseminate data and
information, both at the local level and the global level, both at the microeconomic level and the
macroeconomic level. We are assisting at a transformation of the actual society, both economic perspective
and social perspective, where electronic communication gets a substantial role. Presence in the virtual space
named Internet becomes a necessity, this constituting a major factor of competitiveness for every
organizations that act in a space of strong competition.

The reminded transformation can be particularized at the level of high education, as an essential
component of the modern society. This field can be characterized by a strong competition, educational offers
of university being various. The first step in attracting of the individuals is represented by the popularization
of the reminded educational offers. After the individual choice of educational offer, for some years of
university life, students need information regarding their educational preparation. In this context, we can
remind information about the daily program, examination schedule, analytical programs of the disciplines,
internal regulations that must be respected by every member of university, the members of university
departments, didactical and scientifically events carry on the university, the results of the learning and so on.
Also, an cfficient collaboration between teacher and student is essential for an optimum didactical act, so it
must be identified the pertinent ways of communication. As a matter of fact, the new norms and standards of
education stipulate a high transparency of educational act.

All these some problems specifically to university environment can be facilitated and got efficiency
using Internet for communications between humans. Using other words, a website gets an important role for
a good didactical and scientificaily activity. The aim of this arficle is io present some clements related to the
building of “Bogdan-Voda™ University website.

USED METHODOLOGY
In order to build the website of the university, it was used the next tools:

- HTML 4.01 Transitional —the language used to format and display the content of the website pages
where it was maintained the old elements; '

:.Universitatea “Bogdan-Vodi”, Facultatea de Stiinte Economice, 4060560, Cluj-Napoca, Roménia
Universitatea “Bogdan-Vod#”, Facultatea de Stifnte Economice, 400560, Cluj-Napoca, Roméania
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T eessess Syl SUCTLS USEU 10 TOMMAL the website pages; they w
delimitation between the content and the style of the website ;ige" Y twas used to create a clearly
5

- JavaScript — the script lan e o ient-si
offering em interagfi Vity;gu:ag n the client-side, used 1o extend the capabilities of the browsers,

- PHP —the script langnage on the server-side;

- MySql — database server used to collect and update data;
- PHPMyAdmin — a tools of maintaining MySql database;
- Apache - WER server for Windows platform; ’

= DOM - the technology incomporated in J i i
in 2 hicrah o mmcrt;-p ed in JavaScript, used for accessing the elemenis of website pages

- Macromedia Fireworks — tool used to processing the images;

- Adobe Acrobat Professional — tools used for i :

: 3 transformation the do i
- Pppthtor - cdltpr used to write the source code of the website: cuments in PDF scc
- FileZilla - fip client used to place the website pages on the don;ain.

ured format;

PREZENTATION OF THE WEBSITE
In order to structure the website,
2 macro-levels:

* alevel of information reluted to university;
a level of information related to a faculty of the university.

we have in attention the structure of the university. So, we distinguish
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Fig. 1. The homepage of the site

At the level of university it is distingui
: nguished the next “chapters™ of i ion:
general information related to i nfommation:

©  the presentation of the university;

© the presentation of the university spaces;

¢ the presentation of the universily management;
o the presentation of university regulations;

l

o the structure of the university year for every specialization;

e scientifically research carried on the university

o asynthetic presentation of the scientificaily research;

o ashort presentation of the university journals;

o details about scientifically events taken place in the university;

o links to research cenfers of university;
a short and clearly presentation of the university educational offer;
details about didactic contest that periodically take place in the university;
current notifications of the university management, addressed both to the smdents and professors;
the faculties of the university;
the maintenance modulus of the website.

Facititates tda $iints Economice

Fatultatea de Stinte Economics are menirea de a forma spetialigti economigd licentiati in dementii
rscum ce! manaperial sau financiar-bancar si bursisr, In domeniul informatici economice sau cef al
cortabilitsti. Planurile de inv&t&m3nt modeme si funcbonale fac posibil acest lucu pein imbinarea
pregstin] generale de profil, asigurats de discipling obligatorii cu spedializarea in domeniu asigurats de
disdplinels de profil.

SPECTALIZARI CLUJ-NAPOCA

Management

Finante g bana

Irformaticd economics

Contabilitate si informatics de gestiuna

SPECIALIZART BALA-MARE

= Management

% -Burse
Burso evordaty studentilo
pe semnestrul 1

Fig. 2. The presentation page of the Faculty' of Economics

At the level of every faculty we distinguish the next options:

the short presentation of the faculty;

the presentation of the analytical programs of the disciplines taught in the faculty;

the presentation of the learning plans of the current university year;

details about admittance at the first cycle;

details about graduation of the first cycle ;

details about admittance at the second cycle;

details about graduation of the second cycle;

the presentation of the academic management of the faculty;

the presentation of the faculty secretariat;

the presentation of the department members of the faculty, making available their contact data and
details about their activities;

In order to respect the previous structure, and for an easy navigafion, it was built a dynamic menu
using JavaScript language and DOM technology. Thus, at the one moment, one option is visible, the details
of the other options becoming invisible. Alse, for an easy navigation, it was bullt the next elements:
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* in the header and footer part of every page there is a link to the main pages of the site: the home page
of thé site and the first page of every faculty;

* in the header of every page is present a link to the map site, a draft of the website, in a hierarchical
Inanner;

* inthe header of every page are present a text box and a command button that can be used to search
everything about the content of the website, allowing to the visitor an easy localization of the wished
information; it was be used a script provided by the Google;

* onthe lefi side of every page, named “News”, in a rectangular box, are displayed in a scroll manner
the last news placed on the website, so that, the visitor being notified about them; it was be used the
JavaScript language and DOM technology.

Because many information of the website are provided by the university secretarat, already
formatted (regulation, learning plan, time planning), many pages of the website are like a web file browser,
with Jink for every file from a certain folder. In order to secnre these documents, all of them are transformed
in a .PDF format, with a secure access to certain operations against them. The visitor can view that document
and can save it, but not any other operations. The reminded web file browser was built with the PHP
language. All the pages of the website are saved in -php format for an optimization reason.

Related to the visibility of the site, it can be viewed well in the well known browsers like Internet
Explorer or Mozilla FireFox.

Regarding the maintenance of the website, we tried to obtain a very configurable source
code, so that every updating to suppose a little effort. I was used CSS to create a clearly delimitation
between the content and the style of the website page. Also, in the source code, it was used many
inclusions like “(inchude(file))” in order to create modular pages. For operations like uploading,
downloading or updating the files, it cail appeal to a secure page (that uses sessions) to effect these
operations.

In order to promote the website, it was inscribed at the Google and Yahoo, the main search
engines, it was created links in various website of the local institutions, it was inscribed in some
educational directories, advertising in the mass-media, exchanging banners and so on. For every

page of website it was included the representative metadata for teason of search engine
optimization.
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Fig. 3. The model de statistics offered by trafic.ro
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In order to follow the traffic of the website, it was subsE:ri.bed at the trafﬁc.rbo,_ :1 pé-:::z;l ;i;fa;;;lu;
istics about the traffic of a certain website. Thus, the adm:.{ustrator of thc. website alyze many

Stansts eparding the website traffic in order to improve the quality of the _wepsnc. As an examp. th ot

E—sgcf:en’:lygused key words by the visitors can be incorporated in the website in order to facilitate the se

of website information. Also, analyzing the browsers used by the visitors, we can adapt the content of the
0 5

wehsite so that it can be viewed well in those browsers.

NS AND PERSPECTIVES . . ) . ) .
fnogu(;lé[ei)sé,othe university life can suffer very much if the university website doesn’t exist. The

ultitude of problems which appear along a university year cohuld l:l,)_e difﬁc;:lt tofn;);;fgh;l; p;rgcgua:i]:] ;t

. i icati The big number o 3
iversity li lassical means of communication. g ] c

e L e o i hat hasize the previous idea. In contemporary

iversifying the forms of learning, are some reasons thal empha Inc porz
dmie:;rfyggeas? :ommunication is vital. The website of university bccomcsda comﬁumcg?guggggﬁlﬁ
hotwo, implied i iversity 1i tool used to achieve

lied in university life, becomes a common . : ;
et e o be mado i d ebsite. Neglecting the differences
ivi allelism between a blackboard and a w . :
o aapts wc con i f the ideas presented by the professor is
affirm that as understanding degree of the P
e b vains b blackb i ite of university becomes a mean through
i i d, in the same manner, the website of univ
e e o the diaact i learly by the students. The reverse case
idacti bers can be received more clearly by

e e soodonte send mcssoss ides, the communication between the members
is valid, where the students send messages to professors. Besides, : w me
]vag;:i‘zi;c‘t?caeire'cdrpus is facilitated. A simple example can be the sharing of the editing conditions of
0 +

jentifically articles through the placing them on the Inte}'net. _ )
sclentiﬁcAﬂi i);nmcdiate persi}::ctives, we can remind: building a MySqgl database which m}lll store thz J;ss:llllttst }?é‘
learning for every students, so, subsequently, using a user 'fmd a password, every ot; t er{: ca:;bSite it the
resulis. Also, acting in a global university environment, it is imposed urgently to translate the w

i tional lan, €. ] L T
ued mt‘j:aa final co%::?tgl;sion we can affirm that the existence of website into a university increases the
>

quality of the educational services.
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LEASING-UL — SURSA INVESTITIONALA

ION MANOLE"
VICTOR MANOLE™

Cuvinte cheie: leasing, leasing financiar, leasing operational, leasing de mentenanfd, valoarea
reziduald, finantator (locator), furnizor

REZUMAT: Dezvoltarea din ultimele decenii a leasingului a confirmat o formd specificd de
finanfare, a cdrei denmire s-a dzpdrtat de Injelegerea inifiald, reprezentatd astizi mai bine de cuvintele
o veni® sau "o kire™. Ca si in cazul chiviei, in prim plamul operatiei economice std utilizarea obiectelor
inchiricie (echipamente industriale, vehicule, clidiri, eic.) 5i nu propeietatea asupra acesiora, astfel incdt
utilizatorul (cel cave "primegie” fingntarea in leasing) dobdndegste dreptul de folosingd asupra obiectelor
care rdmén insd in proprietotea Locatorului (cel care “oferd” finanjarea in leasing).

INTRODUCERE

Leasing-ul este o foarte bund metodd de finantare n principal datoritd operativitatii eu care poate
satisface necesititile financiare ale agentilor economici §i persoanelor fizice deopotrivi. Printr-o operatiune
de leasing pot fi evitate procedurile complicate ale contraciiirii wwor credite bancare, proceduri ce uneori
presupun imobilizarea unor clemente ale patrimoniului societdfii sau celui privat, pentru constituirea de
garantii. Leasing-ul presupune existenta unui furnizor, a societitii finanfatoare (societatea de leasing) si a
unui utilizator. . '

Leasingul este 0 metoda de obfinere si utilizare a unor active prin inchiriere si vizeazi indeosebi
bunurile de capital provin din import.

Deriva din cuvantul englez , Jease™ care inscamna inchiriere.

Extinderea in practici s-a datorat faptului ¢a beneficiarul de leasing poate sd-si asigure realizarea de
produse si venituri chiar dacd nu sunt proprietarii acestora.

Procedura permite ca o banci sau o firma specializati s achizitioneze un bun mobiliar pe care apoi
1l inchiriazi unei alte firme sau persoane particulare i care la sfirsitul contractului il poate cumpéra laun
pret convenit, de regula valoarea reziduala,

Cel care cumpiri un bun de la un producitor sau proprictar isi acoperd pretul de achizifie prin
redeventele plitite de cel care-l ia in chirie, pref care cuprinde preful de cumpirare si dobénda la capitalul
investit, cheltuieli de administratie §i profitul. De retinut ¢i redeventele sunt astfel calculate incét si asigure
amortizarea capitalului investit intr-o perioadi mai scurtd decét durata de folosin{d. Specific acestei metode
este faptul ciici pretul de achizific este suportat de utilizator din veniturile rezultate pe seama utilizirii
bunuiui respectiv. Daci se mai tine cont de exercitarea dreptului de proprietate, a dreptului de folosin{d si a
dreptului de dispozitie sc poate afirma cici leasingul se aseamini foarte mult cu inchirierea.

Contractul de leasing trebuie si cuprindi:

s  pirtile din contract: locatarul ;

« prezentarea detaliati a bunului care face obiectul leasing-ului;

o valoarea totali a contractului de leasing;

o clauze privind obligatia asiguririi bunului;

Locatorul trebuie s3 asigure locatarului:
» dreptul locatarului de a-5i alege furnizorul;
e coniractul de vinzare locator-furnizor si respecie condifiile formulate de locator;

:ynivcrsitatea “Bogdan Vodi”, Faculiatea de Stiinfe Economice, 400560, Cluj-Napoca, Roménia
Academia de Studii Economice, Facultatea de Management, 010962, Bucuresti, Roméniz

39



¢ 53 incheie un comtract cu locatorul care consti in posibilitatea de a opta penfru

prelungirea contractuiui, achizifionarea sau restituirea bunului;

* si asigure printr-o societate de asigurare, bunurile oferite in leasing.

Aceasti metodi oferd un grad ridicat de siguranti gi anume garantia oferiti de dreptui
de proprietate al locatoruluj asupra bunului dat in folosing} locatarulu,
Obligatiile locatarului:

* siefectucze receptia Ia termen precizat in contract;

¢ funclionarea bunului si se deruleze conform instructiunilor furnizorului si sa asigure un
personal bine calificat in acest sens;
s3 asigure plifile (rata de Ieasing) la termencle prezentate;
84 suporte cheltuielile de exploatare, Intrefinere, reparatii si alte cheltuieli asa cum
prevede contractul de leasing;

* si i5i asume pe durata de exploatare a bunului, riscul pierderii, avarierii sau distrugerii
bunului;

* si permita finan{atorutui verificarea periodicd privind starea si modul de exploatare al
bunylui;

*  si restitufe bunul tn conformitate cu prevederile contractuale,

Un contract de leasing prezinti urmitoarele particularitti:
* o delimitare ferm3 Intre proprietar 5i utilizator,
Cu excepfia dreptului de proprietate toate celelalte drepturi sunt transmise
utilizatorului; -
' * cheltuielile aferente livrarii, de montare si punere in functiune revin locatarului:

* locatorul este obligat la incheierea unuj contract de asigurare §i s suporie cheltyielile de
asigurare; *
cheltuielile de exploatare revin locatarului;
rata de leasing este fnregistrati la capitolul cheltuicli;

* cea mai specifici caracteristici a contractuluj de leasing constdi In aceea ci investitia
finanfator (locator sau Proprictar) presupune drept garantie principald bunul de leasing,
Bunu] de leasing poate fi preluat de finantator in cazul in care locatanl nu-§i respecti
obligatiile,

Tipuri de leasing:
a) in functie de modalitatea de récuperare a prefului de vénzare pe perioada de leasing:

* leasing financiar incheiat pe termen medin san lung care prevede ca pe perioada de
leasing s se recupereze in totalitate preful de vinzare Ia care se adangi costurile
auxiliare si beneficiul stipulat. )

in general perioada de folosire a bunului in sistem leasing cuprinde cel putin 75% din durata normali
de utilizare chiar daci in final, dreptul de proprietate nu este transferat. in Romania leasingul imobiliar are un
termen de 8-10 ani, pentru utilaje si echipamente de productie 3-4 ani, iar in cazyl automobilelor, 2-3 ani,

Pentru folosirea bunului in sistem leasing locatarul achiti o redeventd (ratd de leasing) Tunars,
irimestriald sau semesiriali care pe perioada de leasing poate fi: liniard, crescatoare, descrescitoare sau
fluctuanti (sezoniers).

In garile dezvoltate din punct de vedere economic, finantatorul accepti si pliteascd in proportic de

100% valoare bunului iar locatarul nu este obligat s3 achite o rati initiald de leasing tn momentul fncheierii
contractubui sau livearii bunulyi,

fn schimb in Roménia, cel putin in prezent, finantatorul sau locatorul nu acceptd riscurd prea mari si
solicitd achitarea unei rate inifiale de leasing de 25-40% din valoare bunului chiar in momentul incheierii
contractului de leasing. La un aga de mare nivel al ratei inifiale nu se mai ia in discutie o altd garantie,
decarece valoare bunului acopera aproape in totalitate suma de plati a utilizatorului pe perioada leasinguhyi.
Totnsi, daci firma de leasing considera ¢ valoare bunului ny asigurdi o garanfic satisficitoare, se poate
solicita: garanfia bancara, cautiunea sau ipotecs,

La finalul contractului de leasing, locatarul poate sa isi aroge dreptu} de cumpérare al bunului iar
suma plititi in acel moment se numeste valoare reziduald. De refinut ¢4 un contract de leasing financiar nu
poate {i reziliat de vtilizator chiar dacs ar apela la restituirea bunului stipulat tn contractul de leasing, In cazul
in care agteptirile locatarului nu sunt cele dorite el poate s3 vAndd bunul si si restituie obligatia de plati in
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cu s
it platd i
i finan i ati ale
e rrefinere), nu poate fi reziliat i este complet amortma_t_deoar_ece locatorul san tatorul primegte plat
- H}lgri;;i (red;:venti) egale cu preful de vinzare al bunului inclusiv profitul scontat.

o r t

' i i datorici
4lte conditii fatii de cele stabilite initial. In acest caz, finantatorul poate reduce valoarc actualizetd a

a ob{inuti prin insisi vAnzarea bunului. Daci i in aceastd situatie, locatarului 1i mai rlevin obltlgatu de
umaj;unci el trebuie si achite imediat, 1ar daci nu o face, locatorul sau ﬁna_ng'z?mnd recurge :; g(aranl_“:l:Euieli i
In cele mai numeroase cazur, contractul de leasing nu oferéi servicii de mentenanta (¢

fn plus, un contract de leasing poate cuprinde cui ii revine responsabilitatea plitii reparatiilor,

: - - - 13 ~ d
ctinerii, impozitelor, asigurdrile sau a altor genuri de cheltuicli. La acest gen de credit se recurge cén
. ;ggat,arul n:1 dispune de resurse financiare proprii

s leasing operational incheiat pe termen scurt care prevede ca pe perioada de leaSIng s;l zi
Tecupereze o ,parté din preful de vinzare jar restul pe seama produselor sau servic
derulate ) e ) )
Acest tip de leasing permite locatarului sansa de folosire pe ¢ pelnf)ada dgfrmtélngrtili lm.;i:lg;r oats
8 i ioadei t bunul revine locatorului sau finan ?
Dupi terminarea perioadei de contrac ) catoruls ¢ raniatorulul care per oa
i peri i i-a pastrat calitatea de proprietar, serviciu pentru care el percep 1 .
o el o % semvicit i i acest tip de leasing se mai numeste si
] a ii de mentenan{, motiv pentru care , 1
D T o onanti. Do aern d direct intre producitorul bunului
i i i t gen de conftract decurge 11
de mentenantii. De aceea, In acest caz, aces A : ; : -
l?alf)lc[:lftar primul solicitind o chirfe, dar asigura repararea, Intrefinerea sau chiar schimbarea bunuluz in
§ _ . P
i i unei constatiri de defectiuni majore. o . o o
EX]Stent%il;ln:,:::;sr;i cauzi, in practich, foarte rar se intdlnegte situatia ca o ﬁ_rma de leasing 11}dependenta si
hizitioneze bunuri din banii ¢i, ca dupi aceea, bunurile s facd obwctul_ unui contract iie lc(aismg.e i dovin
* La finele contractului locatarul restituie bunul inchiriat, pentru §lmplu1 mptt\é cd r:: uﬁﬂ?ﬁecm ovind
ictaru ia. I jori i de contracte vizeazi perioade m
[ acestuia. In majoritatea cazurilor, acest gen 2 ] . durata
glﬁ;oggcﬁonarc a bunului, motiv pentru care nu poate fi vorba de am(:_n-t1zare])111’£t?)g_rt:;ila:.3 é?‘fii?jsltsrsi rl':sati;tz:agz
imp late din alte contracte anterioare. Datori pre
B adncaior (Boante fﬁdeveﬂtelt)l_' lile i itdii de acoperire a eventualelor cheltuieli datorate
ator (finantator) cu cheltuielile aferente dar §i n'cccsnaq;u petire a 1 : ore
Il?éi(:i‘!l]?;lierii( bunului, izltimp, costul leasingului operational este dfz reguld mai mare decz_it al celui financiar,
Garantiile de care, eventual se poate face uz, sunt aceleasi ca la leasingul financiar.
1 i i lui);
b) in functie de ofertele finanfatorului (locatoru ) o ]
) o; leasing scurt, cind cheltuielile de intrefinere, reparatii si cele de asigurare sunt suportate
de finantator (locator); ~ -
¢ leasing net, cind cheltuielile de Intrefinere, reparatii sunt suportatﬂ. de utlgmator (Ilm?atzzil:),
iar ratele de leasing cuprind numai preful de vénzare al obiectului (bunului} din
contractul de leasing;
dupé pozifia furnizorului: ' ’ . )
it %casing direct cdnd contractul se Incheie Intre firnizor si locatar fapt care permite relafii
siranse intre acesta din urma i beneficiar; ) ) ) .
e leasing indirect atunci cind firme specializate preiau de Ia furmz(?r functia de cre_dltz?.lrc3
de prestare a serviciilor ca $i asumarea fscurilor care decurg din aceste operativni $i
devine partener de contract cu locatarni; o
. leasingpintcmaﬁonal atunci cind atit locatorul cét si locatarul mu sunt dpersoanri
rezidente. Afacerea se numeste leasing de import pentru locatar §i leasing de expo
pentru locator. _
Avantajele §i dezavantajele leasingului pentru utilizator
Avantaje: ) . N
- ‘IJ. locatarul poate procura utilaje, echipamente, ctc., la nivel performant in conditii
avantajoase de plati; .
¢ conditiile de inchiriere sau cumpiérare sc pot m:goclaél
itatile imedi inchiri lva rapid;
e necesitatile imediate de inchiriere se pot rezolva rapi 3 o
s existd posibilitatea ca finantarea totali a investitiei sd fie suportatd din surse externe,
i i i it
cele interne putind fi folosite pentru alte necesitét ;- ]
capacitatea de indatorare a firmei poate s scada deqarece V:aloarea .contractulu_l di
leasing nu trebuic evidentiati ca datorie in pasivul bilanfului contabil. Concomiten
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leasingul face posibili conir i i i
e P actarea de noi credite bancare sau emiterea de npi
. :ﬂsaclx:l?;st; mal t;m‘c peniru societatea de leasing, decit n cazul bancilor deoarece se fa in
; elickenfa economicd specificd proiectuiui investifii i nu 1
din trecut sau garantiile necesare; o pne cont e rC?ultatele
datoriti amortizirii accelerate se pot evita riscurile datorate uzurii morale:
3

avantajele fiscale de care beneficiazi producitorn! (finantatorul} fac ca redcveu;cle.

(ratele) sa fie mai mici;
utilizand leasingul, se pot estima viftoarele chelmieli mult mai exact;

cheltuielile legate de ratele de import §i dobanzi fiind deductibile, firma beneficiars

obtine economii la impozitul de profit
Dezavanraje:

. dfe reguli dobénzile aferente leasingului sunt mai mare decat cele bancare
dlstmgerea sau furtul ynui bun nu 51 scuteste pe locatar de plata ratelor (redevenie);
acFIa.sl lueru riméne valabii si daci investiia se dovedeste ineficients: ’
asigurarea obligatorie apare in toate variantele de leasing; !

Lt oc l p ’
1etarul
da d 1n fi]la} I ataru mi de VING IOPI i blllluhll eI nu beﬂeil(:vlaza de v a.loal ca

Costul efectiv al finantirii unei metode de least
propti (), mamith 5 e oromrie fo s et €asmg se poate calcula tot pe baza ratei dobénzi

2. A+7,) -1

%
rgp(l +r,)

1,=0 4y

in care:
Ry, —ratii de leasing
iar:
(1+rdp)h -1 _ I,
1+ rdp)” R,

@

I
Valoarea raportului —— ite a identifica & i ‘
p uf R, ne permite a identifica in datele de actualizare, functie de anul h, care este

valoarea cea mai apropiati a fa i i ;
ctorului de actuali . .
corespunde. zare 5t ce valoare are 1y sau ce factori de actualizare i

Daci rgy<ry de pe piatd, atunci Ry, este acceptata ca gi plati,

Relatia de calcul:

c. :Z(I n) Cafn A+ v,
o 5 a+c)y a+c)"
in care:
Cam — costul de achizitie si motaj
I; — rata impozitului pe profit
C, — chiria anualj
A —valoare amortizirii
C, — costul leasing-ului
V. — valoarea reziduala
n — durata fn ani a leasingului
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.1 18.700 € care se achitd la sfargitul anului.

APLICATIE _ o ] -
Un utilaj tehnologic in valoare de 500.000 € poate fi dat in leasing pe 5 ani si o platd anuali de

a. Si se calculeze plafile cuvenite pentru acest credif echivalat. Rata dobﬁnzii_de ]?ia;z”a este d?
13% pentru un credit pe 5 ani. $3 se calculeze §1 valoarea actualizatd a creditului. S& se faca

ierarhizarea la ceca ce este mai avantajos : leasingul sau creditul de pe piata de capital ?

b. Costul efectiv de finantare pentru sistemul de leasing.
Utilajul tehnologic este oferit in sistem leasing pe 5 ani i o platd trimestriala de 32.629 € care

c.
se achitd in avans. S3 se calculeze costul finantarii in sistesnul leasing. .

d. Care varianti este mai buni : cea anuald san cea trimestriald ? Argumenta.;l. ) ]

e. Plifile pentru creditul echivalat reprezintd diferenfa dintre plitile la leasing si plitile pentru o

achizifionare finantati din resurse proprii

Calculul platilor curente

- 500.000 500.000 1,000 500.000
1 138.700 - 138.700 0,8850 - 122,750
2 138.700 - 138.700 0,7831 -108.616
3 138.700 - 138.700 0,6931 -96.133
4 138.700 ' - 138.700 0,6133 -85.065
5 138.700 - 138.700 0,5428 - 75286
Total VAK

Deoarece VAK > 0 varianta lcasing va fi preferati celei prin care se acceptd un credit de pe piata de
capital.
b. Costul efectiv de finanfare pentru metoda prin leasing este acelagi cu rata dobanzii interne (ry)
pentru creditul echivalat:

£

A+r,)" -1

Fpl+r, )

Dit tabelele de actualizare vom afla ci valoarea factorului de actualizare (discontare multipl) la anul_ 51i
corespunde o rati a dobénzii interne de 12 %, respectiv costul efectiv de finanfare pentru metoda leasing.
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se fac in avans

0 - 500.000 467.371
1 - 32.629 - 32629
2 -32.629 - 32629
3

4

3

6

19 -32.629 0
20 - -

5 ani = 20 trimestre :

Se specifici ci ultima plati are loc la sfirgitul trimestrului 19, inceputul trimestrului 20,

{1+ r,,.I,,)19 -1
K, P N TR
. rd.rr (1 + ra’lr)
In care :
, rd,— rata dobénzii frimestriale

%

(t+r,)° -1 _ 467.371
77y, +1) 32.629
In tabelul de actualizare ciutand pentru anul 19 (in cazul nostru trimestru) vom gisi ci valoarea factorului de
actualizare este de 3%.
Atunci:
Faer = (1-0,03)"— 1= 10,1255 = 12,55%

d. Varianta anuali arc un cost efectiv mai mic (12%<12,55) dupi care prima plati este aménaty
péana la sfargitul anului I ceea ce permite ca In acest ristimp si se inregistreze castiguri din

functionarea utilajului §i deci de a puiea achita ratele de leasing.

=14.3238

CONCLUZII
in esents operatiunea de finanfare prin leasing presupune cd socictatea de leasing cumpiri de la

fumizor bunul solicitat de citre utilizator §i cedeazi folosinta acestuia din urma pentru o anumiti perioads de
timp in schimbul unei redevente lunare.

in Romania operatia de leasing este definits §i tratati in conformitate cu prevederile Ordonangei
57/1997, amendate §i adiugite prin diferite acte de-a lungul timpului. La data publicirii acestui document
ultimul act normativ emis este OG 51 din 1997 republicati in Monitorul Oficial nr. 9 din 12 Januarie 2000,
Principalele doud forme de leasing sunt: 1) financiar $i 2) operational. Ordonanta 57/1997 defineste leasing-
ul financiar stabilind insa ca orice form3 de leasing care nu este financiar este operational.
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THE LEASING - AN INVESTMENT RESOURCE

ION MANOLE® "
VICTOR MANOLE

Keywords: leasing, finance lease, operational lease, lease maintenance, residual value,
Jinancier (lessor), provider

ABSTRACT: The development of recent decades has confirmed the lease of a particular form of
financing, whose name was far ffom the original understanding, better represented today by the words "to
rent or to hire."

As in case of the rent, in the forefront of economic dperation is the use of leased objects
(industrial equipment, vehicles, buildings, etc.) and not on the property, so that the user (who “receives”
lease financing) acquires the right to use but the objects that remain in the property of the lessor (who
provides” the finance in leasing).

INTRODUCTION
The leasing is a very good method of financing mainly due efficiency that can meet the financial
aeeds of economic agents and individuals alike.

Through a leasing operation can be avoided complicated procedures out of some bank loans,
procedures sometimes involve immobilization of elements of heritage society or private, for the
establishment of goarantee.

The leasing presumed the existence of a supplier, a funding company (a company of leasing) and a
user. The leasing is a method of gain and utilization of certain actives through rent and regards the capital
assets derived through import. ¥t comes from the English word “to lease” that means to rent.

The extension in practice comes from the fact that the beneficiary of leasing can assure it’s
achievement of products and incomes even if he isn’t the owner of them. This procedure allows a
bank or 2 specialized firm to act on immovable or movable asset that afterwards will be rented to another
firm or private person and which at the end of the contract can be bought at a convened price, as a rule on the
residual value.

The person that buys an asset from a producer of owner can cover the price of acquisition through
dues paid by the one that takes him into rent, price that sums the price of buy, the interest on the invested
capital, administration costs and the profit. It is well to know that the dues are calculated to assure the
amortization of the invested capital in a shorter period that the period of use. Specific to this method is the
fact that the price of acquisition is supported by the user from the incomes resulted by the utilization of the
certain product. If the ownership right, the use right and the injunction right are taken into consideration we
can affirm that the leasing is resembled very much with the rent.

The leasing contract must contain:
e the contract parts: lodger and tenant
« detailed presentation of the asset that is the object of the leasing
e the total value of the leasing contract
o clauscs regarding the obligation of assuring the asset
The tenant must assure the lodger:
« that right of the lodger to pick the supplier
s  that the contract respects the conditions provided by the lodger

:*,,Bogdan Vod#* University, Faculty of Economics Sciences, 400560 Cluj-Napoca, Romania
Academy of Economics Studies, (10962, Bucharest, Roménia
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¢ 1o conclude a contract with the lodger that consist in the possibility to opt for the elongation

of acquisition or restoring the asset
* toassure through an insurance society the assets offered in the leasing

This method offers a high degree of safefy: the guaranty of the right of ownership of the lodger over
the asset that is given into use.

The lodger’s obligations:
* iocffect the reception at the specified term
* the function of the asset to unreel according to the instructions of the supplier and the assure
a personnel well qualified
to assure the payments (leasing rate) on the presented terms
to support the exploitation, sustenance, repair and other costs like they are presented in the
leasing contract

¢ toassume on the perjod of exploitation of the asset the risk of losing, wrecking of destroying
of the asset

to permit the financer to verify periodically the state and the exploitation mode of the asset
* torctum the asset in conform with the contract foresi ght

A leasing contract presents the following particularities;
* afirm delimitation between the lodger and the tenant

Besides the right of ownership, all the other rights are transmitfed to the lodger:
*  the costs of delivery, mounting and functioning

the lodger is obliged to assure and support the assuring costs of the asset

the costs of exploitation

the leasing rate is a spend

the mest specific charactefistic of the leasing contract is, that the investment of
the investor (lodger or tenant) has as the principal guarantee the asset. The leasing asset can
be taken over by the investor in the case in which the tenant does not respect his obligations
Types of leasing:
a) varics by the modality of regaining the price of sale on the period of leasing

e the financial leasing closed an medium or long term stipulates that on the

leasing period the price of sale, the auxiliary costs and the stipulated profit should be fully

recovered

In general the usage period of the assef in the leasing system includes at least 75% the normal usage
period, even If, in the end, the propriety right is not transferred. In Romania, the immovable leasing has a
term of 8-10 years, 3-4 years for equipments and machinery of production, and in the case of self-propelling,
2-3 years,

For using the asset in a leasing system, the lodger pays a monthly, trimester or semester due (leasing
rate} which on the period of leasing can be: straight, growing, diminishing or fluctuate (seasona).

In the economically developed countries, the financier accepts to pay in proportion of 100% the
asset’s value and the tenant is not obliged to pay an initial rate of leasing when the contract is signed or the
asset is delivered.

Bat in Romania, at least in the present, the financier or the tenant does not accept too high risks and
solicits the pay of an initial rate of leasing of 20-40% of the asset’s value when the coniract is signed. At this
high level of the first rate another guarantee is out of the question, because the asset’s value covers almost
fully the total payment of the tenant on the leasing period. Although, if the leasing firm considers that the
asset’s value does not assure a satisfactory guarantee, it can solicit: a banking guarantec, a security or a
morfgage.

At the final of the leasing contract, the lodger can assume the right of buying the asset and the

condition that the ones initially established. In this case, the financier can reduce the actualized value of the
debt with the sum obtained by the sale of the asset. If even in this case the tenant must pay something, then
he must immediately pay, and if he doesn’t pay, the lodger or the financier can resort to the guaranties.
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;:?ug_lelwith the price of sale of the asset including the anticipated profit.

< pgsur
. TeSOUrCES.

his quality of o
: SchiCCS,

ini i t be
In the most cases, the leasing contract doesn’t offer sustaining services (§upport costr.lst)s, g?}[hiorem
ed and it is complt;tcly liquidated because the lodger of the financier receives payme

. . - .1. f .
In addition, a leasing contract can lﬂclude o whom is thﬂ ]eS]mnSlbl lty O If:])a T, S‘Llpp()] t, t.ax,
ance Or ()I:l]f:] []ayments. At thls type Of Clﬂdlt 18 T80T ted thn thc ]()dger d()es not dlspﬂse Of-‘ fmaﬂclaj.

= the operational leasing closed on short term stipulates th;rc on éh; fr?sl.)i:()gdﬂglsog; émices
i d the rest can be putte
art of the sale price should be recovered any d
TI:is? type of leasing allows the tenant the change of usage on a determined te;m.th ¢ on this term Kept
After the finish of that period, the asset goes back to the lodger or the ﬁnancleil b o sustaining
wner, service for which he collects a payment. In ) genera}, :che lo ger ﬂgs e
reason for “:hich this type of leasing is called sustaining leasing. This is why, n 2

j cOl i b t assures
ntract iS betwecn the producel‘ Of the asset and the tena:nt, thc ﬁl‘St one I'Bquf.‘-s‘tmg a rent, JH
0!

ds. the sustaining and even the change of the asset is there are some major defection.
mends,

This is why, in practice, the situation in which an inchendeﬁt ﬁrm_ of leasing acquires assets from ifs

and ,aﬁer the assets may be the object of a leasing contract is very rare. ot e dos st

o msiurxz,cnd of th:: contract the tenant restores the rented asset fo.r the simple reason that ho does not

i btecome the owner of it. In general this type of contracts aim shortc.r pf:;(t)ids 2 Ti . the noma,
g_:;sti:)(:ﬁng period of the asset, reason for which we cannot speak about integral liquidation.

in tk dues resulted irom other contracts. ) ) . o
mime %I:c::l;zcof the carry ouf of the producer (financier) with the afferent expenditure and the necessity

o . ing is,
vering the eventual expenditure owed to re-renting the asset, in time, the cost of the operational leasing i
CD 0
bigger than the financial one. ) -
by rule Tiﬁaggumntccs are the same as in the case of financial leasing:
i the offers of the financier (lodger) )
D V:E:St ?Zasgg when the sustain, maintain and assurance costs are supported by the financier
. 1] 2
lod .
. fl::)t ig:;s?ing when the sustain and maintain are suppog'ted by the tenant and the leasing rates
include only the price of sale of the asset from the leasing contract
by the supplier’s position: )
(-:) )c(iirect Ie?aiing, when the contract is closed between the supplier and ti:le tenant p N
» indirect leasing, when the specialized firms take over from the supplier the credit, serv
ions : ith the tenant
isks functions and becomes partner of contract wi : o )
. ;-rlnie:natic(:nal leasing, when the lodger and the tenant are resident persons. This is names import
leasing for the tenant and export leasing for tf_xc lodger. .
The advantages and the disadvantages of the leasing for the tenant:

Advantages: )
« the tgnant can procure equipment at a performance level, in favorable payments

the renting or buying conditions can be negotiated

-
i i iti idly resolved

the immediate necessities of rent can be rapi L u

: there is the possibility that the total financing of the investment can be supported from extern;
. . o ities
the internal one being utilized for other necessi . .

:}?: z:ls:ing capacity of the firm can diminish becanse of the leasing contract value t;a;t doe:l‘,: “tr

) have to be put in the balance sheet. The leasing makes possible contracting new credits or

" bonds. . _ . . o
s the risk is more little for the leasing society, because the economic efficiency is takpn

consideration and not the results of the paste or the necessary guz;{antees
s the fiscal advantages that the supplier has make that dues ‘t_ae smaller )
s because of the leasing, you can estimate the future expenditure more easily
Disadvantages: ] ) )
e asamle, the interests of the leasing are higher that the banking ones o
e desiroying or stealing of the asset does not spare the tenant of the paymen
s the same thing stands even if the investment is inefficient
s the obligatory assurance
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* is in the final, the tenant does not become the owner of the asset he does not benefices of the
residual value

The effective cost of the financing in a method of leasing can be calculated on the rate of the
interest (r,), pamed the own rate of actualization;

(l-i-ra),)"—l

I, =0 {1
4
rp+r )"
in which:
Ry - rate of leasing
and:
I+r,)" -1
( dp) = I; (2)

rel+r,)" R,

I . X
The value of the report E’— allows us to indicate the dates of the actualization, regarding the h
L
year, that is the closer value of the actualization factor and the value I3 of the achualization factors that
corresponds.
If r4y<x4 0n the market then Ry is accepted as payment,

THE COST OF LEASING CREBIT
Through this form of accreditation - limited financial source - specialized firm or direct suppliers,

through renting terms offer some assets to the tenants that are in a deficit of resources and accept the right of
usage for a stabilized period,
The calenlus:

szz(l n) Ca-l;n A+ v, i G
o 1+cC) (1+C,)

in which:

Car - the acquisition and montage cost

1; - the rate of profit tax

C, - the annual rent

A - the amortization value

C, - the leasing cost

V; - residual value

n - the number of leasing years

APPLICATION
A technological equipment worth 500,000 € can be given in Ieasing for 5 years and an annual
payment of € 138,700 which is payable at the end of the year,

a. To calculate the payments due to the credit equivalent. The interest rate market is 13% for a
loan for 5 years. And to calculate the current value of the loan. To be prioritizing what is more
beneficial: leasing or credit on the capital market ?

b. The effective cost of financing system for leasing

¢. The technologic cquipment is provided in the lease for 5 years with a quartetly payment of
32,629 € which are payable in advance. To calculate the cost of funding in the leasing system.

d. What flavor is better: the annnal or quarterly? Claim.

¢. The paymenis for the credit equivalent represents the difference between lease payments and
payments for a purchase financed from own resources,
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a. The calculation of current

000 1,000 500.000
5 - - 500,000 _51030&700 0.8850 T122.750
1 158700 38700 0,7831 ~108.616
2 138.700 138700 0,6931 -96.133
3 13 8'700 ~138.700 0,6133 - 85.065
4 138.70 - 138.700 0,5428 - 75286
5 138.700 Total VAK

i i ital
Because VAK > 0 leasing flavor will be preferred to that which supports a credit on the capi
e
market.
ing 1 ith i .) for the
b. The effective cost for financing method through leasing is the same with internal rate (r4)

equivalent credit:

(+r,)' -1

114 7,)
Qhry) =1 L 5000004 004
rp(+r,) R, 138700

0 p v i i ti in the
From the update tables will learn that the alue of the updatc f??.CtOI' ( t{l& multlplet discoun Dg)
5% year 151-311 internal rate of 12% l'ESpeCﬁVC the effective cost ofﬁna.ncmg for SasImyg me hod.

b4 m

c. If payments arc made in advance:

W resy

467371
-32629
1 -32.629 ~32629
5 232.629
3
4
5
6
i : 0
5 232629 -
20 -

5 years = 20 quarters .. ,
inning of the
It is specifies that the last payment takes place at the end of the quarter 19, the beginning
guarter 20.

.g,t..f.".’"’_)w___l_.f =0

19 4
! rdtr(1+rdlr)
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in which :
rdg - quarterly interest rate

(1+75,)° -1 _ 467371
Vo (P +1) 32.629

=14.3238

The table update searching for the 19 (in our case quarter) we find that the update factor is 3%

Then:
Taef= (1-0,03)“— 1=0,1255=12,55%

d. The annual cost is actually less (12% <12.55) after the first payment. Is postponed until the end .
of first year which allows for this time fo record earnings of operation and equipment so it can pay

the leasing rates.

CONCLUSIONS
In essence the operation of finance by leasing assumes that the leasing company buys from the

provider a property requested by the user and leasing the use of the latter for a certain period of time in
exchange for 2 monthly fee. o

In Romania, the leasing operation is defined and freated in accordance with the provisions of
Ordinance 57/1997, amended and added through various acis of time. The date of publication of this
document last bill is issued GO 31 of 1997 republished in the Official Monitor no. 9 of January 12 2000. The
two main forms of leasing are: 1) financial and 2) operational. Ordinance 57/1997 defines the financial
leasing, however, that establishing any form of leasing is not financially is operational.

BIRLIOGRAPHY:

1. Frank B., Allan R. (2002), Methodes iraditionelles, flextbilite et analyse strategigue, Ed. Economica, Paris.
2. Jaradat M., Manole L, Purdea D. (2007), Politici i strategii investitionale, Ed. Print Art, Cluj-Napoca.

3. Manole L. (2007}, Managemertul investitiilor, Ed. Alima Mater, Cluj-Napoca.

4, Moise E. (2005), investitiile strdine directe, Ed. Victor, Bucuresti.

5. Manole I, (2005), Rata dobdnzii, inflatiei de actunlizare in procesele investitionale, Ed. Dacia, Cluj-Napoca.

6.01sson U. (2005), Kalky loring for producter och irvestering, Studentlitteratur (Swedeen), Lund,

50



TENDITE PRIVIND GLOBALIZAREA
SISTEMULUI INSTITUTIILOR DE CREDIT

ANAMARIA POPA"
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Cuvinte chele: bdnci, globalizare, internationalizare, concentrare
Keywords: banks, globalization, internationalization, focus

REZUMAT: Globalizareat este procesul prin care evenimentele, deciziile i activifatile
desfisurate intr-o parte a lumii are consecinte semnificative pentru indivizi §i comunitati situate la mari
distarte una de alta, o

ARBSTRACT: Globalization is the process by which events, decisions and activities taking place
i 2 part of the world has imporiant consequences to individuals and communities situated at far distances
one from another.

INTRODUCERE

Internationalizarea este o tendinfa modernd, dar totugi veche, avind In vedere ci bancile gi-an afirmat
vocatia internationalizirii fncd din 1804. Exemplul familiei Rothschild este concludent, cind Nathan.
Rothschild, fiul unui mic bancher israclian din Frankfort, fondeaza propria s-a banci la Londra, iar 10 ani
mai tarziu fratele sau James sc instaleazi la Paris. Al dof frati Salomon §i Karl se instaleazi la Viena si
respectiv la Neapole, in timp ce mezinul preia succesiune tatilui la Frankfurt. Fiird a depinde una de alia, cele
cinci case Rothschild riman steéns legate intre ele.!

fn timp, dezvoltarea piefelor financiare si diversificarea instrumentelor financiare au mérit
posibilitatile de acces la fonduri pentru banci. Astfel, bincile au intrat 5i pe pietele de capital la concurentd
cu societsfile de valori mobiliare, de asiguriid, fonduri mutuzle, fonduri de pensii. Totodat4, bancile au
{rebuit sa dezvolte noi produse si servicii, s4 foloseasci instrumente §i tehnici specifice noilor piefe, pentru 2
putea face fafii concurentei. Ca urmare, practicile bancare traditionale - bazate pe atragerea de depozite §i
acordarea de credite - au trecut pe un plan secundar §i au devenit precumpinitoare noile activitati, cum ar fi
wranzactiile de pe pietele financiare i generarea de venituri prin comisioane, care reprezinté surse importante
pentru profitabilitatea bancilor.

Sub influenta dublului efect al noului mediu concurential (asupra activititilor prestate si rentabilitétii
obtinute), bincile si-au reactualizat strategiile aplicate. Ca urmare, in ultimele doud decenii, sistemele
bancare ale tarilor capitaliste dezvoltate au fost supuse unui puternic proces de schimbare, in primul rénd, a
avut loc un puternic proces de internationalizarc a sistemelor bancare din tarile dezvoltate, iar in al doilea
rand un puternic proces de concentrare a activititii bancare.

INTERNATIONALIZAREA ACTIVITATH BANCARE

Internationalizarea activititii bancare, a fost favorizati de mai multi factori:

« liberalizarea pietelor bancare din majoritatea térilor, sub aspectul accesului capitalului striin in
sectorul bancar autohton. Liberalizarea s-a pefrecut fie in scopul Incurajarii concurentei in interesul
beneficiarilor serviciilor bancare, fic in contextul unor acordwri internationale {(cum este cazul principiubui
libertatii de migcare a serviciilor §i capitalului in interiorul Uniunii Europene), fic, in sfirgit, in wrma unor
ctize majore, ca o recunoastere a faptului ¢a in stadiul respectiv investitorii autohtoni nu avean forta si

* Universitatea “Bogdan Vodi”, Facultatea de Siiinfe Economice, 400560, Cluj-Napoca, Roménia
** Universitatea “Bogdan Voda”, Facultatea de Stifute Economice, 400560, Cluj-Napocs, Roménia
LY. Turou, Drept Bancar, Vol. I, Ed. Lumina Lex, p. 27
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competenta necesare pentru a asigura o dezvoltare cficienti i sustenabili a sectorului bancar. Cel
mai bun exemplu in legdturi cu acest din urmi aspect esie oferit tot de {arile Europei Centrale si de Est,
stat cu investitori straini, de preferint alte binci puternice si cu o reputatic bine stabilita;

* diversificarea portofoliilor, Localizarea activitdtii unei biinci intr-o singurd tard expune banca
respectivi riscului de concentrare, De exemplu, recesiimea economici poate produce o deteriorare
semnificativa a portofoliului de credite al unei béinci, internationalizarea activitatii reduce acest risc, tntrucs

dobénzile active (dobénzile incasate la plasamente) si dobénzile pasive {dobanzile plitite pentru depozite) ale
bancilor, datoriti unei multituding de factori, fntre care inflatia joasd gi stabild, existenfa unor piete
functionale pentru valorificarea garanfiilor etc. Pentru obtinerea unui profit superior, unele binei de pe aceste
piefe migreazi spre pictele emergente, unde marjele sunt mai ridicate. Evident, aceste marje sunt insotite si
de riscuri mai mari, dar bancile internationale dispun, in general, de sisteme de administrare a riscurilor care
le permit o gestionare corespunziitoare,

In prezent, internationalizarea activititii bancare a atins dimensiyni surprinzitoare. Existi fiiri
precum Estonia sau Noua Zeelandi unde capitalul din sectorul bancar este practic integral striin. Londra este
Cunoscutd ca orasul in care f§i desfiigoara activitatea mai multe sucursale de binci striine decdt banci
Intr-o banei, mai ales in contextul »lanfurilor” de proprietari (la banca A esie actionar
fondul de investitii din tara B la care invesiitor este o societate din tara C la care actionari este o companie
din tara D...).

Extinderea internationalizirii activitafii bancare constituie una dinire cele mai mari provociri cireia
s i faci fafii activitatea de supraveghere bancari. Cum poate supraveghetorul din tara A sa
anticipeze dificultitile prin care ar putea trece o banci din tara B care are o filials san © sucursald in {ara A,

membru s-ar afla aceasta.

Un raspuns mai general il dau acordurile de cooperare care se incheie intre autoritifile de
Supraveghere din tara de origine a capitahihui i cele din tara unde se afli filiala/sucursala, Aceste acorduri,
din ce in ce mai frecvente in ultimul timp, previd, in general, un schimb de informatii intre cele dous pérti n
legaturi cu aspecte privind situafia financiar, situaia actionarilor, cvolutii sistemice si orice evenimente
care producindu-se tntr-o tardl pot afecta entitatea aflaty in cealaltd fard. De asemenea, fn acorduri poate fi
prevazuti gi posibilitatea efectuiirii de actiuni de supraveghere de citre autorititile din tara de origine la
sucursala aflats in tara gazds.

din Spatiul Economic European pe linia schimbului de informatii. In sfarsit, Comitetul do Supraveghere
Bancar din cadrul Bancii Centrale Europene creeazi cadrul pentru discutarea problemelor sistemice de
supraveghere.

§1 1n alte pirfi ale lumii existi comitete regionale de cooperare intre supraveghetori. fntre acestea
mentionim;

* Comitetul Arab pentru Supraveghere Bancari — ai ciruj membri sunt 19 tir din Orientul Mijlociu
si Nordul Africii:

* Asociatia Supraveghetorilor Bancari ai Americilor — reunind 34 de autorititi de supraveghere din
America de Nord, Centrals 51 de Sud;

. * Comitetul Supraveghetorilor Bancari din Vestul si Centrul Africi, avand ca metnbri 17 tiri si

Uniunea Monetara a Africii de Vest;

* Grupul Supraveghetorilor Bancari din Centrul 5i Estul Europei — a carui arje de cuprindere s-a
redus semnificativ odati cu aderarea unni numar de membri ai sii la Uniunca Europeani;

* Forumul SEANZA al Supraveghetorilor Bancari, cel mat vechi forum de acest fel, tnfiintat in 1956
§i avind 20 de membri din Sud-Estu] Asiei, Noua Zeelands si Australia,
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Maita, Olanda, Finlanda), precu me;otr;cl:—fi:ntrare al sectorului institutiilor de credit (Belg’ia, ’Estonlija, Iﬁtu?fl‘llf:l=
Marea Britanic). D > * Harl cu un grad scdzut de concentrare (Germani i -
procesului de ccznsol?i da-‘;cmc_nea numa.rul Institutiilor de credit s-a redus in (ultimul ?1 Ita!la’ uxemburg,
oo ldare prin fuziuni $i achizifii de 1a 9.054 in 2003 12 8 3481n 2007 secaity 3 tmmare a
ar i . .
intamplat in farile 3:::0111;228 ISI:;:Inlafleit: Za' ;c_:lzult.at al unei evoluii normale in timp a economiei, asa cum s-a
; 3 nditiilor istorice — g -
prezenta cvasi-exclusivi P aga cum este, de exempl i i
strine. ponts alfeuf)lrva ;1 Ztatglm In sectorul bancar pan la sfarsitul anilor *80 §i ?i;s’ac::liitl; RUSLa.’ unde
Sberbank, cea maj marajban?;; fj ‘M;i::)va sau Sankt Petersburg au determinat un adevirat elflz ancl”‘;;
. ‘ i fard, care definea singurd 60% dj j nopo
precum §i 49% din volumul creditelor do retail L sf‘érsitulgzn o 290 3142 totalul depozitelor persoanelor fizice,

2 .
Indicele de concentrare a pieei. adicy
Indi piefei, adicd a mésurii Tn car ar mic de instituti
?lc;e[. U A . € un numér mic de instituti de credit reprezinty
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Uneori, concenfrarca este realizati ca rezultat al interventiel autoritifilor de supraveghere,
reocupale 53 mentind compelitivitatea bincilor locale inainte ca presiunile externe si le marginalizeze pe

iata internationald, sau penirn a asigura salvarea unor binci aflate n pericol. In primul caz se incadreazd

i
1anul autoritdfilor malaieziene, care, in anul 2000, an fortat cele 58 de banci din {ard si se consolideze prin
i astfel Incat s3 rezulte un numér de numai 10 institutii de credit. Pentru al doilea caz este sugestivi

mpul crizei din anii *90 mai multe binci deja foarte mari la scard internationald
Sanwa Bank, Tokai Bank gi Toyo Trust au format United Financial Japan, Fuji
strial Bank of Japan au constituit Mizuho Bank, iar o alti fuziune a reunit
Sakura Bank. Desigur, pentru a utiliza fortarca fuziunilor ca un instrument activ de
‘de supraveghere si dispuna de puteri exceptionale sau ca acfionarii bancilor

GLOBALIZAREA SISTEMULUI BANCAR DIN ROMANIA .
Evolutia sistermlui bancar din Romdnia a urmat tendinta de globalizare din economia mondiald, serviciile financiar-
tre domeniile in care se observa cea mai intensid manifestare a acestui fenomen. Aga cum
afirma guvernatorul BNR, ,jin cazul Roméniei mai corect ar fi termenu] de regionalizare, in conditiile in care capitalnd
striin prezent pe piata bancari roméneascd provine cu precidere din tirile Uniunii Europene, contribuind la procesul de
integrare a Intregii economii roménesti tn acest bloc comercial”4.Ca o consecintd a fuziwnilor gi achizitiflor din Europa,
are 1n sisternul bancar. Caracterizatd de un grad de bancarizare destul de redus, piata
41 ridicat. Potrivit unui studiv al BNR, gradul de concentrare a piefei bancare din
sisters, se numdra printre cele mai scizute din gropul frilor in
dicele Herfindahl-

ar putea s3 apard consolidéri viito
paneari roméineasci are un potenti

Roménia, misurat prin ponderea primelor 3 binci din
franzifie din Buropa Centrald §i de Est. Nivelul moderat de concenfrare este confirmat §i de in

Hirschmann, caleulat In fanctie de active, care inregisira valoarea de 1.041 la finele anului 2007,

Accentuarea mediului concurential va impune schirbiri in strategia bancilor mici si mijlocii (prin eventuale fuziuni §i
achizitii), capacitatea lor de antofinantare pe termen hmg fiind copsiderabil redusi comparativ cu a marilor jucitori de
pe piefi. Existd insd posibilitatea ca ele 53 se afirme ca jucitori de nigl, concenirindy-se pe produss specializate sau pe

anumite segmente de clienti.
Urmeazi sa se dezvolte parteneriate strategice Intre bincile din Roménia, dar si

care 1u an incd o prezentd o Roménia.
Dupd aderarea Roméniei 1a U.E., bincile enropene care doresc si intre In Roménia, o pot face fird s3 solicite autorizatie

din partea BNR, fiind necesari doar o notificare clitre BNR.
Chiar daci nu vizeaza neapiirat lansarea de operafiuni pe scard mare, prezenfa HSBC Holdings din Marea Britanie a
animat §i mai mult, in 2008 concurenfa pe zona .clienfilor corporate”, dar §i a persoanelor fizice care au nevoie de
servicii performante de ,private banking”.

Concentrarea are efecte contradictorii asupra activititii de supraveghere hancard. Pe de o parte, ea permite focalizarea
eforturilor supravegherii pe un numér mai redus de banci de importants sistemicH, creste profitabilitatea bincilor
datorits efectelor econumiei de scard, iar fn multe cazuri crearea unor bénci mari inscamnd si o calitate superioari a
actionariatului 5i conducerii, deci riscuri mai putine. in acelasi timp, prezenta unor binci puternice tinde sd Impinga
biincile mai slabe, care Tu pot investi Tesurse comparabile in produse noi, tehnologii sofisticate §i in pregitirea
personatului, spre clientii cu riscuri mai mari, refezati de bincile puternice §i deci cregte riscul falimentului pentru
acestea. in plus, concentrarea bancilor fnseamni §i concentrarea riscuriler; ciderea oricireia dintre béncile cu ¢ pondere
semnificativi de piafa poate fi de naturd si duci Ia o crizhl sistemica.

fn general, ins3, se recunoagte ¢i procesul de concentrare are un efect pozitiv, atdt direct, Tntrucét bincile puternice sunt
cele care, de reguld, sunt promotoarele noului atht in activitatea bancard propriu-zisi, cat §i, indirect, fn activitatea de
supraveghere care trebuie sd se adapteze continuu progreselor realizate in sector, ; :

$i in cazul Roméniei, procesul de concentrare tinde s& se accentueze in pericada urmatoare,

fntre bancile romAnesti si cele globale,

BIBLIOGRAFIE:
1. Dunaing J. (1993), Multinational Entreprise and Global Economy, England,

2. Fundatia Drucker (2000), Organizatia viitorutui , Ed. Teora, Bucuresti.
3. Popa I, Radu F. (2006), Management internationa, Ed. Fconomick, Bucuregti, .

4. Puiu A. (1999), Management internagional, Ed. Independeniz Economica, Pitegti. .
5. Rasno C., Dardac N. (2002), Management bancar, Ed. Economics, Bocurestl,. - -

Fdison Wesley Publishing Wokinghem.

* Analiza prezentati de guvernatorul BNR, Mugur Isdrescu, fa deschiderea cbnfcri_nifl éi europene de Retail Braking, 28
unie 2005 N i




TENDANCES CONCERNANT LA
MONDIALIS
DU SYSTEME DES INSTITUTIONS DE CRE?)};'ON

ANAMARIA POPA®
SIMONA MIHAELA JLIES®

Mots-clé: ialisatiorn, i
cl& bangues, mondialisation, mternationalisation, concentration

. RESUME: La mondialisation
les activités déroulés dans une partic du
des communantés situdes 3 de

est le processus 3 travers lequel les événcments, les décisions et

; monde ont des conséquences significati indivi
trés grandes distances I'une de Pautre, gniicatives pour des individus et

INTRODUCTION

respectivement & Naples, tand;

dé , y . .
Eperdre I'une de i autre, les cing maisons Rothschild restent étroitement li¢

fmancje::‘:;;; EIL; t;:ittr‘u?s, le dé}fffl?;zpem_gnt des marchés financiers et 1a
plifi€ les possibilités d*dceds anx fonds pour ies banques, De cette maniére, les b
L » 1€s banques ont

concuirence avec les sociétés de valeurs mobiligres, d°
meéme temps, les banques ont di v
chnlq}lcs spéeifiques aux nouveaux marchés
S pratiques bancaires traditionnelles — :

5.2

afin de pouvoir faire

L’INTERNATIONALISATION DE L’ACTIVITE BANCAIRE
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diversification des instruments
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développer de nouveaux produits .

meilleur exemple quant & ce dernier aspect est offert aussi par les pays de 1'Europe Centrale et de I'Est qui,
165 avoir traversé sans exception des crises bancaires majeures dans les anndes 90, ont décidé de privatiser
- {es banques d’Etat avec des investisseurs érangers, particuli¢rement d’autres banques puissantes et avec une
: réputation bien établie ;
+ Ia diversification des portefenilles. La localisation de I’activité d’une banque dans un seul pays
“expose la banque en question au risque de concentration. Par exemple, la récession économique peut
- entrainer une détérioration significative du portefeville de crédits d’une banque; ’internationalisation de
. Pactivité réduit ce risque, car il est moins probable qu’un grand nombre de pays, éventuellement appartenant
3 des régions géographiques différentes, soit atteint par la récession ;
_ » la chasse aux marges supérieures. Les marchés mirs se caractérisent, généralement, par des
“mparges réduites entre les ntéréts actifs (intéréts encaissés aux placements) et les intéréts passifs (intéréts
. payés pour 1es dépdts) des banques, A 'carse d une multitude de facteurs, parmi lesquels Iinflation baisse et
" gtable, I’existence de marchés fonctionnels pour valoriser les garanties etc. Pour obtenir un profit supérieur,
" certaines banques migrent sur des marchés émergents, ol les marges sont plus elevées. Evidemment, ces
* marges sont accompagnées aussi des risques plus grands, mais des banques internationales disposent,
~ généralement, de systémes d’administration des risques qui leur permettent une gestion convenable.
i Actuellement, intemationalisation de activilé bancaire a atteint des dimensions surprenantes. Iy
" 2 des pays tels que I’Estonie ou la Nouvelle Zélande ol le capital du secteur bancaire est pratiquement
enticrement &tranger. Londres est connue comme la ville dans laquelle il y & plusieurs succursales de
panques étrangéres qui déroulent leur activité que des banques de Grande Bretagne. La cotation des grandes
banques & la bourse rend pratiquement impossible détablir ta nationalité de tous les investisseurs dans une
panque, surtout dans le contexte des « chaines» de propriétaires (la banque A est actionnaire au fonds
d’investissements du pays B qui a comme investisseur une société du pays C 4 laquelle est actionnaire une
compagne du pays D...). :

L’extension de Pinternationalisation de ’activité bancaire constitue I'un des plus grands défis anquel
doit faire face Iactivité de surveillance bancaire. Comment le surveillant du pays A peut-il anticiper les
difficultés par lesquelles pourrait passer une banque du pays B qui a unc filiale ou méme une succursale dans
le pays A, difficultés financiéres qui poumaient sc répercuter sur la filiale/succursale, méme si celle~ci
marche trés bien ? Une premidre réponse a ét¢ donnée & I’intéricur de I’Union Européenne. Dans le cadre de
celle-ci, une autorité de surveillance est responsable pour toutes les succursales d’une banque de sa
juridiction, quel que soit I'Etat membre ol elle se trouve.

Ure réponse plus générale est domnée par les accords de coopération conclus entre les autorités de
surveillance du pays d’origine du capital ct celles du pays ol se trouve la filiale/succursale, Ces accords, de
plus en plus fréquents ce dernier temps, prévoient, généralement, un échange d’informations entre les deux
parties par rapport aux aspects concernant la sitnation financiére, la situation des actionnaires, Jes évolutions
systémiques et tout événement qui, en se produisant dans un pays, peut porier atteinte i Pentité se trouvant
dans ’autre pays. En outre, dans les accords peut &tre prévue aussi bien la possibilité de la réalisation des
actions de surveillance par les antorités du pays d’origine dans la succursale se trouvant dans P’autre pays.

Dans le cadre de I"Union Européenne, la place des accords bilatéraux de coopération est prise par
une structure institutionnelle plus complexe, avec trois entités spécialisées. Banking Advisory Committee
formule des propositions pour I’élaboration de la légistation bancaire communautaire. Le Groupe de Contact
met en relation les surveillants bancaires de I’Espace Economique Européen pour ce qui est de Péchange
&’ informations. Enfin, le Comité de Surveillance Bancaire de fa Banque Centrale Européenne crée le cadre le
débat des problémes systémiques de surveillance.

Dans d’autres parties du monde il y a aussi des comités régionaux de coopération entre les

surveillants. Tels sont :
« le Comité Arabe pour la Surveillance Bancaire — dont les membres sont 19 pays du Moyen Orient
et du Nord de I’ Afrique; .
« I’ Association des Surveillants Bancaires des Amériques — réunissant 34 auforités de surveillance de
I’ Amérique du Nord, Cenirale et de Sud;
« le Comité des Surveillants Bancaires de "Ouest et du Centre de 1”Afrique, ayant pour membres 17
pays et I'Union Monétaire de I’ Afrique de I'Ouest; :
« le Groupe des Surveillants Bancaires du Centre et de I'Est de I’Europe — dont 'aire d’extension
s’est significativement réduit avec I’adhésion d’un grand nombre de ses membres & I'Union Européenne;
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* le Forum SEANZA des Surveillants Bancaires, le plus ancien forum de ce genre, créé cn 1956 et
ayant 20 membres du Sud-Est de I’ Asie, la Nouvelle Zélande et I’ Australie,

LA MONDIALISATION DE L’ACTIVITE BANCAIRE,

L’internationalisation a connu un ample processus de mondialisation, & savoir certaines
banques, au lieu d’accepter des dépdts d’un pays pour préter dans un auirc pays, ont adopté une sirafégie quj
consistait 4 collecter des fonds et donper des crédits 4 I'intétienr des divers marchés nationaux, grice 3
I'implantation locale.

Drautres banques ont axé leur développement sur les marchés financiers, en cherchant en méme
temps 4 financer localement lenrs periefeuilles de titres nationaux. Bien que, géndralement, elles optent pour

un modéle mondial de la banque de détail on pour des activités de gros, les institutions de crédit s”évertuent

de plus en plus 3 répondre aux besoins de leur clientéle de maniére indirecte, par une présence et up -

financement locaux.

L ambition d’une banque d’étre mondiale (ou mulfinationale) est différente du concept de bangue |

internationale, cette derniére étant fondée sur la réception des dépéts d’un pays pour financer les emprunts
d’un autre pays.

Les banques mondiales sont les banques qui ont implanté leurs succursales ef leurs filiales dans
plusieurs pays, 1activité transnationale dépassant un tiets du total de Iactivité déroulée. Celles-ci se
différencient des banques internationales qui effectuent des opérations pour les clicnts de différents pays
ou en différentes devises, de leur sitge du pays de résidence.

La principale différence entre les deux types d’activités, mondiale et internationale, dépend de 1a
modalité de financement des actifs étrangers — des créances sur les débiteurs domiciliés hors du pays
d’ofigine. e

Une bangue internationale utilise les fonds provenus de son marché intérieur, tandis qu'une bangue
mondiale, les fonds collectés sur les marchés dtrangers. Autrement dit, le premier type de banque compte sur
les activités transfrontalitres, tandis que le deuxiéme type finance I’économic locale par des ressources
locales.

Peu d’institutions de crédit sont purement internationales ou purement mondiales. La plupart des
banques mondiales réalisent en particulier un grand volume d’opérations transfrontatiéres, en plus par
rapport leurs activités exclusivement locales,

Pour mesurer importance relative de ces deux types dactivités, la meilleure modalité est de
rapporter les actifs étrangers financés localement au total des actifs étrangers (transfrontaliers et locaux).
L’indicateur sera 1 pour une banque purement mondiale et 0 pour une banque purement
internationale, la plupart des institutions de crédit se situant entre les deux extrémes,

L’idéal est d*évaluer les créances financées localement sur la base soit de Pactif, soit du passif des
filiales étranggres, mais il est préférable de retenir le plus petit chiffre, car certains préts peuvent ére
financés par le pays de résidence, ¢t certaines ressources locales sont orientées envers le pays éfranger.

Réalisée selon des rythmes différents, la tendance générale de la mondialisation était déja évidente

au milieu des annédes *80. Les activiiss transirontaliéres, en particulier les emprunis des pays en cours de

institutions de crédit dans la période des années 1960 et 1970. en cchange, au cours des deux décennies
suivantes, les services financés localement ont connu une expansion plus rapide. Pour conclure, nous
pouvons affirmer que, pour passer d'une institution de crédit internationale 3 une institution de crédit
mondiale, a été nécessaire une évolution de 20 années.

LA CONCENTRATION DE 1’ACTIVITE BANCAIRE

La concentration représente un phénoméne naturel ponr Péconomie de marché, 11 ¥ a pourtant
peu de domaines ot celle¢i s’est manifestée aussi prégnant ces dernidres années que daos le secteur
bancaire. A part la motivation naturelle pour la concentration — la réalisation d’économie d’échelle : plus
grand signifie en principe plus efficace -, il y a eu encore deux raisons spécifiques au systéme bancaire qui
ont motivé la réalisation de la concentration avec prédominance dans ce sectenr.

La premiére raison est constituée par les crises bancaires. Toutes les crises bancaires systémiques ont
¢té accompagnées par un grand nombre de fermetures de banques ou de firsions forcées, ainsi que d’un
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Nous pouvons affirmer que dans I'Union Européenne il 0’y a pas d’homogénéite, Nous y trouvong

des pays, petits notamment, caractérisés par un haut degré de concentration dy secteur des institutions de

crédit (Belgique, Estonie, Lituanie, Malte, Hollande, Finlande), ainsi que des pays 4 un degré faible de
concentration (Allemagne, Italic, Luxembourg, Grande Bretagne). En outre, le nombre des institutions de
crédit s’est réduit pendant la dernizre décennie, par snite an processus de consolidation par des fusions et
achats de 9.054 en 2003 4 8.348 en 2007. :

La concentration peut se manifester comme résuitat d’une évolution normale durant le temps de
I’économie, comme il est arrivé dans les pays développés, ou des conditions historiques — comme c’est Ja
cas, par exemple, en Russie, o la présence quasi-exclusive de PEtat dans le secteur bancaire Jusqu’a Ia fin

des années *80 et e manque d’intérét des banques étrangéres pour dautres villes que Moscou ou Sain .

Petersburg ont déterminé un véritable monopole de la Sberbank, la plus grande banque du pays, qui détenait

a elle seule 60% du total des dépdts des personnes physiques, ainsi que 49% du volumes des crédits de détaj}

& la fin de I’année 2004". .
Parfois, Ia concentration est réalisée comme résultat de Pintervention des autorités de surveillance,

préoccupées 2 maintenir la compétitivité des banques locales avant que les pressions externes ne leg :

deuxidme cas, I’expérience du Japon est suggestive : lors de la crise des années *90, plusicurs banques qui

élaient déja trés grandes 3 ’échelle internationale ont été obligées de fusionner (Sanwa Bank, Tokai Bank et
Toyo Trust ont formé United Financial Japan, Fuji Bank, Dai-Ichi Kangyo et Industrial Bank of Japan ont
constitué Mizuho Bank, et une autre fusion a réuni Sumitomo Bank et Sakura Bank), Bien sir, pour utiliser
le forcement des fusions en tant qu’instrument actif de prévention, il faunt que Pautorité de surveillance
dispose de pouvoirs exceptionnels ou que Ies actionnaires des banques soient disposés & coopérer,

LA MONDIALISATION DU SYSTEME BANCAIRE DE ROUMANIE
L’évolution du systéme bancaire de Roumanie a suivi la tendance de mondialisation de I'économie
mondiale, les services financiers-bancaires représentant I'un des domaines dans lesquels on peut observer fa

bancaire roumain provient surtout des pays de I'Union Européemne, en coptribuant au processus
d’intégration de toute I’économic roumaine dans ce bloc commercial »*. Comme une conséquence des
fusions et des achats de I’Europe, des consolidations futures dans le systéme bancaires pourraient survenir.
Caraciérisé par un degré de bancarisation assez faible, le marché bancaire roumain a un potentiel éleve,
Conformément 4 1me étude de BNR, le degré de concentration du marché bancaire de Roumanie, mesuré 3

Herfindahl-Hirschmann, calculé en fonction des aciifs, qui enregistrait la valeur de 1.041 2 la fin de I’année
2007, '

L’accentuation du milien concurrentiel imposera des changements dans la stratégie des banques
petites et moyennes (par d’éventuelles fusions et achats), leur capacité d’autofinancement 4 long terme étant
considérablement réduite par rapport aux grands joueurs du marché. 1l ¥ a néanmoins la possibilité qu’elles
s’affirment en tant que joueurs spécialisés, en se concentrant sur des produits spécialisés ou sur certains
segments de clients.

Des partenariats stratégiques seront développés entre les banques de Roumanie, mais aussi enire Ies
banques roumaines et les banques mondiales qui ne sont pas encorc présentes en Roumanie. Aprés
I’adhésion de la Roumanie a PUE., les banques européennes qui désirent entrer en Roumanie peuvent e
faire sans solliciter d*artorisation de Ig part de BNR, ayant seulement besoin d’une notification de BNR,
Meéme si elle ne vise pas nécessairement le lancement d’opérations de grande échelle, Ia présence de HSRC

* Source: Institutional Investor, mai 2006.
® Analyse présentée par le gouverneur BNR, Mugur Isirescu, lors de 1"ouverture de 13 conférence européenne de Retail
Bnaking, le 28 juin 2003
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DEZVOLTAREA ORGANIZATIONALA

DANIEL VALERIUS VLAD"
MARIA DANIELA PIPAS

Cuvinte cheie: schimbare organizationald, dezvoltare organizafionald, meiode, delimitdri
conceptuale, evolutie organizationald. :

REZUMAT: Spre deoscbire de celelalte schimbiri, dezvoltarca organizationald intervine numai la
nivelul componentei wmane §i are efect asupra dimensiunii ,invizibile” a organizatiei reprezentati de
integritatea Tucrurilor memésurabile: armonia, cooperares, angajarea, autoritatea, increderea, calititile
relationale, etc. Prin schimbare Injelegem aparifia unei noi stin (care nu neapéirat va fi mai buni) iar prin
dezvoltare Infelegem imbuniitifirea a ceea ce este.

in limbaju! wmal al practicii adesea cele doud concepte se confruntd iar managerii se feresc sa
rosteascd termenul de , schimbare”. Problema este ¢ mulfi manager nu congtientizeazi existenta laturilor
_wizibile” gi ,.invizibile” ale organizatiei In acelasi timp. Prima dimensiune cere performantd iar 2 doua
cere suport emotional. Gésirea mmor mijloace de wnificare a celor doui dimensiuni este sarcina multor
manageri. Aceastli sarcind cere devotament §i practici, privegte atdt banii cat si relatiile, atft procesele it
si cultura.

INTRODUCERE

Schimbérile tot mai profunde care marcheazi evolufia societitii Tn carc triim, au un impact
apreciabil asupra tumii afacerilor §i a managementului firmei. Deseori exisid o inerfic, sau chiar un
imobilism in managementul firmelor care le impiedicd s3 se adapteze rapid la schimbirile produse, si
raspundi eficace provocarilor lansate de aceste schimbari.

Organizatiile sunt rareori intr-o stare de echilibrw De cele mai multe ori le poti surprinde parcurgéind
stiri mai mult sau mai pufin dinamice, fluctuante, in care schimbarea sau adaptarea unei pirti a organizafici
poate avea un efect bumerang gi in alte segmente ale sale, sau In mediul extern.

n marea majoritate a organizatiilor au loc schimbiri pe scari largd, uneori in mod reactiv, ca réspuns
la presiuni externe si interne, alteori ca efect al unor demersuri planificate, deci proactiv.

Am fost interesali de delimitarea conceptuald dinire notiunea de schimbare organizationald, pe de o
parte, §i cea de dezvoltare organizationald pe de alta parte. Adesea, cei doi termeni sunt confundati chiar §i In
literatura de specialitate. In lumea organizatiei, practicienii se feresc sa vorbeascd despre schimbarea
organizationali pentru a nu fi interpretatd ca o criticd la adresa actualelor metode de muncd san de
management. Astfel se preferd termenul de dezvoltare organizational atunci cnd este enuntatd o schimbare.

“Indiferent cat de bine ar fi planificate programele de dezvoltare organizationald acestea vor i sortite
esecnlui atdta timp ¢t nu se are in vedere c& initiativa pentra propria dezvoltare Ii aparfine doar individului
si nu gefilor."

1. CONCEPTUL DE DEZYVOLTARE ORGANIZA'IIONALA

Fste o interventie la nivelul componentei umane a organizatiei care are drept scop cregterea generala
a performantei organizationale si a eficientei angajafilor. Acronimul consacrat este OD (Organizational
Development). fn cadruf OD organizatia este priviti ca un sistem care poate fi optimizat prin dezvoltarea
resurselor umane, prin cresterca pregilirii acesteia, a abilititilor de comunicare i interactiune dintre angajati,
prin imputernicire i delegare etc,

* Universitatea “Bogdan Vodi”, Facultatea de Stiinte Economice, 400360, Cluj-Napoca, Roménia
** Universitatea “Bogdan Vodd”, Facultatea de Stiinfe Economice, 400560, Cluj-Napoca, Romdnia
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Termenui a devenit un concept, umbrela care a acoperit cam tot ce ar fi putut s4 insemne fn anii *70 —
*80 schimbari i interventii organizationale de tip: instruire, coaching, dezvoltarea leadership-ului, infirires
jirea climatului de muncd, selectia §i retentia personalului, cultivarea’
de interrelafionare intre angajati, dezvoltarca creativitifii, formares.

culturii organizationale, fmbumata

2 ca in echipd, ctc. Conceptul a ajuns si se disipe intr-o multime de
intelesuri inct a devenit greu de op

la un inalt nivel de controverse.

Totusi dincolo de moda generati, OD a avat un rol determinant in dezvoltarea a ceea ce denumim

astizi “resurse umane™ ca functie organizationald, departament, politici, etc., este abordarea care a oferit una
dintre cele mai bogate semnificatii, analize si explicatii privind optimizarea relafiei dintre om gi organizatie.
Dezvoltarea organizationals isi propune cu precidere dezvoltarea personalului si a interactiunij.
dintre ei §i implicit optimizarea a ceca ce denumim comunicare organizationali si cultura organizaionals.
In aceastd definire organizatia este priviti ca un sistem care poate fi optimizat prin dezvoltares

resurselor umane. Dezvoliarea organizationali este un efort planificat si continuz pentru a schimba -

organizatiile spre a fi eficiente si mai ymanel.
a disponibilititii pentru schimbare. Un puternic accent este pus pe procesele interpersonale si de grup.
In incercarea de a face organizatiile mai eficiente si mwai umane, dezvoltarea organjzationali accepti

legéitura esentiald fotre procesele personale ca leadership, procesul decizional, comunicarea §i rezultatele
organizaiei ca productivitatea gi eficienta.

Foloseste stiintele comportamentuiui pentru a infroduce o culturd a autoexamindrii organizationale gi

Dezvoltarea organizationald cants si modifice sarcinile si rolurile culturale astfel incit organizafia si

se congtientizeze pe sine si s fie pregatiti pentru adaptare.

Focalizarea pe procesele interpersonale §1 de grup admit c4 toate schimbirile afecteaz pe membrii
organizafiei §i ca este necesara cooperarea lor pentru implementare.

Dezvoltarea organizationali admife ci schimbarea sistematica a atitudiniior trebuie si insoteascs
schimbarea comportamentului fie c¢i acesta este cerut de revizuirea lucririlor, proceselor, structuri
organizatorice sau strategii.

Dezvoltarea organizationald este procesul de imbundtiire a eficacititii organizatiei si a bun@stirii
(well-being) membrilor acesteia prin interventii planificate’. Aceasta inseamnna:

*  Cresterea eficacitiii - realizarea scopurilor si obiectivelor organizajiei
bunistarea membrilor - satisfactia angajatilor cu munca si cu mediul de lucru

* interventii planificate - seturi de activitifi structurate in care grupuri sau indivizi selectate(i)
sunt angajate(i) in sarcini ce sunt legate direct san indirect de Imbunitiiirea organizationala,

La modul cel mai genera, scopul dezvoltirii organizationale este realizares cu succes a schimbdrii
organizationale. Din acesta pot deriva diferite obiective specifice:

» dezvoltarea unor planuri de Imbunititire organizationali
reproiectarea structurii organizafiei
realizarea de schimbiri colturale
cregterea effcacitdfii comunicirdi interne
clarificarea rolurilor si responsabilitiilor
stimularea creativititii si inovarii
cresterea eficacitatii proceselor de decizie etc.

Ratiunea de a fi a dezvoltirii organizationale consti in a ameliora orgatizatiile pentru propriul lor
beneficiu si cel al persoanelor care lucreaz in ele.

Beckhard defineste astfel dezvoltarea organizafionald : ,, Dezvoliarea organizafiilor este un efort
Planificat dependent de dimensiunile organizafiel, gestionat de sus, vizdnd ameliorarea sandtagi gi
eficacitatil organizatiei prin interventij planificate asupra proceselor organizafiei, recurgdnd la cunogtinge
din sfera stiintelor comportamentufui™.

. & % & & @

1 Gary Johns, Component organizational, Editura Economicd, Bucuresti 1996, pag. 523

2" Managementul schimbirii, Suport de curs realizat fn cadrul projectudui de tnfrifire institutionalda R0O03/IB/OT/01

intirirea capacititii UCRAP gj a refelei nafionale de modernizatori”, Unjunea Centrala pentru Reforma Administratici
Publice”, pag, 30

? Yvan Tellier, Daniela Rovenfa-Frumugani, Resurse wmane gi dezvoltare organizafionald, Ed. Cavalliotti, Bucuresti
1991
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erat cu ¢l iar studiile asupra impactului unor astfel de programe au ajung -

| : -tii. 13 -
ici inci elemente ale acestei definiil. o e euren
POtdf;zesf{oplltja(:etg.t z: mc;zea;ionalé este un efort de schlmbar'e plam_ﬁ_cata. Acealsl;rt:cﬂpl;c; dia gz ticarea
gioblemeior orgaiajnzatici elaborarea unei strategii §i meobilizarca res
schimbarea dorita.
b) dezvoltarea organjzagonala P
vizind, de exemplu, modificarea cu
: e izati ea nu
gesfi]une ?t:;eg:n :)?:fmimﬁonalﬁ este gestionatd de citre conducerca .org‘:imzz:ggél gonducer
c?irtizgg neapirat la toate activitifile programului, dar i afu:ceptﬁ scoPunt? s.lrmc izaﬁei.. 2 acest scns
g) dezvoltarea organizationald vizeazi ameliorarea sandtafil §i eficientel organ
e - .
b icei : le scopuri:
se urmireste de obicel urmatoare o
e dezvoltarea unui sistem care s¢ poate organiza in mu

sarcinilor organigrama de exemplu) §i temporare

tivegte sistemul total. Ea se adreseaza ansan.lbh_xlui orgatmz_:‘gdc;
Iturii sale, sistemu} de recompense si de sanctiuni sau strategl

ltiple moduri conform misiunilor si

s maximalizarea eficacititit mecal.li_smeior stabile (
roiecte, comitete) ale organizatiel . ': —

. gtjingerea unui nivel inalt de colaborare intre grupuri mter-depcn]deilte ale org

s crearea de conditii prin care conflictele sunt 1dcn't1ﬁcatff si rezolval t?m i cadul organizatii,

stabilirea deciziilor in functie de informatiile det_mutc simu de stattl{_ in cadru) orge aju,mml
Dexvoltarea organizafionald isi realizeazi scopuqle prin interven(n gpcste e oe. prascacls

:Lno.f}tinteior provenind din stiintele comportamentului, un puternic accen

interpersonale §i de grup.

O definitie mai laborioasi a

ca un sistem cuprinzitor de colectare de date,

¢4 scop:

fost dati de citre M. Beer, care considerd ,,dezvo!tarf:a organizationald
de diagnosticare, de planificare, interventie §i evaluare, care au

i icd i ali, strategie,
) imbunitafirea concordantei dintre structura organizatoricd, organizarea procesuala, gi
a i rdanted
ersonal si cultura organizatie; o o o
g) dezvoltarea unor solutii organizationale noi 5t .creatwe, ate coaliza prin colaborarea dintre
) dezvoltarea capacitifii organizatiei de reinnoire; aceasta se Pt D O eriars
" brii organizatiei cu agentii schimbirii care se folosesc de gtiinga comp ,
mem t

s i gy
i i izati izeazi fmbunitatirea
giieggggtg) %il::ﬁnitie putem trage concluzia ci dezvoltarea o;gai{um;;gnzii \Yiltgi?lia ;l:]ln olosiroa
. .o . 5 ientei cu care se desIago L
anizatiei, in primul rind a eﬁcxcn,v S 16 Sk ! acesteia. a tuturor
”"ff‘i’*“aé’ﬁféﬁit;’;im;a in perfectionarca nu atét a dotirii tefnice, cht a mana gﬁﬁ;ﬁ‘l‘éﬁfﬂ v
gtitnfel ¢ - : ional, sistem decizional, sistem meto » €lC. ) :
i informational, sistem » voee - al®
subsmtemf’,lf:lr comll_J: nl‘::;em(zls:i:ﬁbﬁri efec%:ive ntr-o organizatie, este foarte dificil sa MFIZTeEtZ Eﬁnn;;rel e
he i i us L
organizactiac‘:ril (de egerﬁplu, sistemele) far3 a afecta normele cu(litu;vai)?i é;;ﬁggﬂ;;?;i:lc"p%ﬁ mbundtitcascs
: i i a de : : W
idic intrebarea: ,Care este prima sarcind a o im#. abordare a - -
lsc“nr;rdifir;la:izatic sau sa aducd schimbiri radicale ale culturii sistemelor ca o IJrl SR
sistemele ntr- ! R e
imbarii izajionale?’ L - - echipe, analiza.
Scmmba{};ﬂrfnma];zgri care abordeazd interventia folosind tefnict cum ar [ formarcs U BEVRS 0
lurilor, controlul calitafii si procesele de comunicare si Consmw{eaesuzbimdgcﬁt orientafi: pe. culturd.
ro ‘Llem’c (de exemplu imbundtilirea sisteroufui de CODd‘llCE{ﬂ) mai t%lre o (ot ar’ fi productivitate
IKO asta Tnseamnd ci el consideri cA organizafia se _gonﬁ”unza cu ]0 pmoblema. P aceste caztt
ce'talul etc.) §i obiectivut direct al acestei intervenfii este sa rezo ;’e Pl'aza o cadrul acestola mai
EZEQ coordoneaza procesul schimbrii accepta cultura organizatiei f‘ al;icfauzelc'- problerelo
decat si schimbe credintele, valorile de bazi ale cullurii, care au pute ului. Aceasta implica
ec Schimbarea Clll,tl.lrii este foarte diferitd de schimbarea 51ster§1 rS otivelo
: ; 3 €l
actiuni orientate asupra eficientei credintelor, valorilor de bazab}il apleager'shiﬁ i
schimbare a culturii organizafionale implicd o schimbare de ?ngafllaratc i structur
lideri impun noua lor culturd cu simboluri, credinfe st valorl. e '

i ioeany, . Michacl. Mil
* Fugen Burdug, Gheorghita Caprescu, Armemia Andromc“x.:.a:l:lg, :
organizationale, Ed Economica, Bucuregti 2000 e



Al e o PV YAIUAIS §1 U PE problemd; implica transformarea perceptiilor de baz3, orientarey
asupra calitafii vietii tn organizatie,

Esecul fnregistrat in urma unor schimbiri ale dezvoltarij organi

Esentiala este abilitatea managerului de a recunocagte diferenta dintre cele dous
apoi, in colaborare cy abilititile consultantului in dezvo
adecvati

tipuri de nevoi g
ltare organizafionald, si elaboreze o strategie

1. Postulatele referitoare la functionarea persoanelor

e In societifile moderne indivizii 91 afirmi din ce in ce
dezvoltare personald. Aceste nevoi sunt cu adeviirat satisfs
Drovociri,

* Majoritatea angajatilor sunt sub-utilizafi si ar putea fi mai responsabili de activitatea lor,

aducandu-si o mai mare contributic in realizarea scoputilor organizatici,

2. Postulatele referitoare Ia functionarea persoanelor in grupuri.
grupurilor Tn care exista interactiuni. Ei isi satisfac mai muite nevoi in interio
special al echipei lor de lucru, N

* O echipa de lucru este neutrd in sine. >

organizagiei,

* Membrii echipelor de lucry pot sa-si satisfaci mai bine nevoile

lucrand in colaborare, Dacs vrea sd-3i amelioreze randamentul

mai mult nevoile de crestere si de
cute infr-un medin de muncy ce oferi

Oamenii acordd importants
rul unor asemenea grupuri, in

upd caz, ea poate folosi sau , dimpotrivi, diuna

personale si exigeniele actiunii

, liderul formal ny poate si-si
§1 In orice Imprejurare,

exercite toate atribuiile de lider in interiorl grupului, absolut tot timpul
Membrii grupului devig mai eficienti daci se asistz reciproc.

3. Postulatele referitoare 1a functionarea persoanelor in organizafii
* Persoancle ay emotii

deterioreazi rezolvarea problemelor, satisfactia in munca §i dezvoltarea indivizilor.
¢ In organizatii nivelul de incredere, de cooperare si de susfinere int
mult maj scizut decdt este necesar si dezirabil.

* Doi manageri in relatic castigitor — perdant isi determina subordonatii si utilizeze
comportamente de acelagi gen — ascunderea informaiei sau ticerea — de teama de a nu i
percepufi de grupurile respective drept triidatori

* Numeroase conflicte de personalitate intre indivizi gi grupuri sunt determinate maj degrabi de
designul organizational decét de persoanele implicate.

* Deplasarea accentului de 1a rezolvarea confli i pri
schimb de idei faciliteazs dezvoltarea persoanelor si realizarea scopurilor Intreprinderii,

*  Structura organizatiei §i configuratia posturilor pot fi schimbate in asa fel incat s5 saijsfaci atit
nevoile persoanelor c4t §i ale grupurilor i organizatiei.

organizagionald §i dezvoltare organizationald,
Faptul ¢i dezvoltarea organizationald este planificati o deoscheste de schimbirile accidentale sau de
rutind care sunt rispunsuri imediate ale organizatiei la schimbirile de mediy,
Pe de altd parte, dezvoliarca organizationali se foloseste de stiinfele comportamentulu; pentru a
induce o culturd a autoexaminiirii organizationale i a disponibilitifii pentra schimbare

, fapt ce o distinge de
alte strategii de schimbare care se bazeazi doar pe principii financiare, contabile sau ingineresti.
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organizationald sunt de conjunctura.

TR S . ide grup si cauti
_ o ot 4 de procesele interpersonale si o | et
izationald este facilitati mai dcgr ab_ - P i 54 fie pregitita
dif?:ez;zlrtza}::;ggﬁumr?lio:lﬁmMe astfel incat organizatia si se constientizezo pe siwe § b
sﬁ mo . " . 1
adaptare. o bA asupra utilizirii in Intregime a talente or
pentrt izationali izeazd mai degrabd asup -~ . ii
. _Pezvolgca ;ir%ga;zégﬁ:naéde pe cnd schimbirile organizafionale cuprind domenii mai
angajatilor pentru a-

b i ntie la nivelul componentei umane. . ile de schimbare
dlverslﬁ;filte- Ef:“f;ed(;z!iflzrt;fiitorgmﬁzaﬁonale este una a schimbarii pe termen lung iar eforturile d
iloso !

. . . « and in
in dezvoltarea organizationald schimbarea leadership-ului este de obicei fundamentald pe cénd {
e ¥

Jelalte eforturi de schimbare, leadership-ul nu se schimba semnificativ.
: cel

g}l g l I 1) ta‘fl dat rate
I)[a (iSt]C—lI] 1n dczvo]talea or a]llzatlo]lala Imphca cxaminarca Cfccte 0 d iullCtIDIlall 1 0]

Tal{ tll]OI dc bazﬁ pe ca.ﬂd dlagﬂost.lcul m SChjn]baIe or gaIllza,tlm'ia]a ]Inph‘:a deSCOPEHI'Ca
p C—ep

- L . . schimbarea si
: ordantelor in/dintre sisteme. In tabelul de mai jos sintetizim diferentele dintre schim 3
* peconc L A0 ¢
" dezvoltarea organizationald.

- - - o = 3 - Iﬁ
Tabelul 1. Diferenta dintre schimbarea organizationali si dezvoltarea organizationa

DEZ A el
- interventie la nivelul componentei umane, vizeazd
umanizarea” orpanizatiei in ansamblul siu
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- yizeazi divérse omenii in care apar probleme

- se foloseste de stiinfele tehnice, f:zcopomice_,
matematice bazate pe principii ingineresti,
financiare, statistice

- este un efort planificat de schimbare

- eforturile de schimbare sunt pe termen lng(i
schimbarea realizdndu-se permanent chiar si cin
totul merge bine i i
i implici alorilor,
j i |- i ficul iImplici examinarea Vv A
i i sunt- de conjuncturi, dl_agnos _ implic ; .
: ;if()l']:‘ll‘ﬂﬁ Il:ielizsﬁ(;l]ﬂll? E:I :ﬁnd apare 0 amenintare | atifudinilor, relatiilor §i climatului de munci
schimbarea - t

sau 0 oportunitate

- este un efort neplanificat de schimbare

i funii  invizibile” a
- are efect asupra dlmens_mml K )
organizatiel reprezentati de integritatea Iucrfmlor
nemisurabile:  armomia, cooperarca, angajarea,
autoritatea, increderea, calititile relationale, etc.

- diagnosticul  intervine asupra strucfturn,
tehnologiei, performantelor economico-finanicare,
?tc’au efect asupra dimensiunii ,,vizibilf:”.1 a
organizatiei care ilustreazd lumea 'facml?a t(::r
palpabili ai afaceri care cer Per_fqnnantc si reznl

- intelegem aparitia unei noi star.

- intelegem Tmbunitifirea a ceea ce este,

3 di iuni izationale in acelasi timp.
3 i i 3 le doud dimensiuni organization: 3
te ci mulii manageri nu vad cele A Tgan: i
Consti f:cl"ohieﬁmz;xtizsstentei laturilor ,,vizibile” si ,,invizibile”, In mod succesiv i citeodat s
onstientizarea t -
i i . - - - w * mr - enl Ca c
uee s mcgpl]}ficqli]f;i;azﬁ numai in dimensiunea ,,vizibild” a organizatiei, ei Ui ’trateaf;ttepF;-l oea:grm Dagﬁ
n - .- a 3w .- .
iste 1 Da?aialr ereﬁllpplﬁtit in energie umand, creativitatea orf lipsa d_e ah!:ucre la sitizopr ga AN
ﬂiste__ucmﬂsm Ic)iof:’u' in dimensiunca ,,invizibild”, ei trateazi lucrurile §1doamtt3mn ‘tp R
. rod . i uferit. .
hqenl Dprr.)dut:tivita‘{t:a, orientarca citre scop, coordonarea i remltaltelc aude sccrc - aport comofional. Tar-o
e dimensiune care performanti 5i rezultate, a doua du.nensu_mc e ot e of
i 1:;:1211 succes este nevoie de améandoui. Lipsitd (.ie prima d1_metril51ulx:c;,aoa 3;‘5 o
;:ﬁadlllllszcasau servicii clientilor ei. Lipsitd de a doua dmlen_s;z;;, (cl)lriazl;gama :dc aovea ima gl ulel i
. : .
asi ui tel comun, unificator pentru organizaia div. monslun ests sarcin
It Gafiizgt;g det companii. Pentru ca o organizafie si ajungd lao Iira}.nst;om.l:;e agzi etk ?;1 oo oo
ire fO}' "y dezvolte transformiirii fundamentale a proceselor §i sporirii a Cfltlv B e o) olagi
’g‘ebuw_s?i iy izl?l:ilé” Tn acelasi timp, membrii organizatiei trebuie s inceapd si-si clade
imensiune v . ] T oreanizis) U
i infii si spiritulni, intr-o dimensiune ,.invizibila”. ] o ) Cctoars
fenvele mlE(litll o Sp;il;l;g:ﬁr]ﬁl;g ci notiunile de schimbare g1 dezvoltare orgamza’glonajgu;ed icr:[c:::l;;iuni
A e a 3 - - r :
i ocIaIErloc:s:le’de schimbare si de dezvoltare organizationala actioneazi asupra celo:
reciproc.
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Puterea agentului de schimbare organizationald vine din capacitatea de a pistra simultan in minte
cele doud elemente opuse, dat egale ca for{i. Aceasti sarcini cere devotament §i practicdi, priveste atit banij .
cét i relatiile; atét procesele ¢4t si cultura,

2. METODE SPECIFICE DE DEZVOLTARE ORGANIZATIONALA

Organizatia care cauti 3 se dezvolte recurge la o varietate de metode specifice, multe folosite

combinat.
in acest subcapitol vom discuta citeva metode care jlustreazi diversitatea practicilor

Dintre metodele specifice de dezvoltare organizanizationala amintim:

(1) Modelarea culturii organizationale

(2) Dezvoitarea potentialuini creativ al resurselor umane §i inovarea

(3) Formarea spiritului de echipa

(4) Imbunatatirea mecanismelor de comunicare

(5) Leadership-ul eficient

(6) Reengineering-ul

{7) Modelul japonez Kaizen

(8) invﬁgarea organizationali

(9) Coaching-u]

1.Metoda de dezvoltare bazati pe cultura organizationali, Cultura organizafionald influenjeazs

siilul, atmosfera si personalitatea unej organizafii. Prin urmare, asigurd un anumit mediu de munci i
influen{eaza modul in care oamenii muncese, O anumits culturd poate sprijini inovatia, asumarea de riscuri
sau secretul informafief. Extern, o culturi poate sprijini lozinca ,.clientyl inainte de toate” sau
comportamentul lipsit de eticheti fafd de_concurenfi. Cultura poate avea un impact foarte mare asupra
performantei organizationale gi asupra satisfactiei membrilor sii. _

2.Mctoda de dezvoltare prin inovare §i creativitste. Gandirea creativi §i inovarea au un impact
direct asupra costului, stilului san disponibilititii unui produs sau serviciu, asupra tehnologici, formelor de
organizare a muncii, etc.

3.Metoda de dezvoltare bazati pe formarea spiritului de echipi. Formarea spiritului de echipi
faciliteaz fmbunititirea proceselor interpersonale, clarificarea obiectivelor comune st a rolurilor, Ea poate
facilita astfel comunicarea si coordonarea. Modul in care se formeazi relatiile dintre diferitele grupuri din
organizafie influenfeazi calitatea mediului de {ucri,

4. Metoda de dezvoltare bazati pe comunicare. Mecanismele de comunicare imbundtitite creeaza
un climat de Jucru propice, favorizeazs inovarea, previne stirile conflictuale, ofera feedback specific si la
timp.

3. Metoda de dezvoltare prin leadership. Leadership-ul eficient exercita influentd astfel ncat
atinge obiectivele organizationale prin cregterea productivitatii, inovagiei, satisfactiei gi angajérii morale a
personalului.

6. Alte metode de dezvoltare organizationalii (reenginering-ul, metoda kaizen, invitarea
organizationali, coaching-ul).

Reengineering-ul presupune reproiectarea radicald a proceselor organizafionale pentru a obiine
imbunitétiri majore in factori ca timp, cost, calitate sau servicii.

Modelul japonez Kaizen demonstreaza ci progresul cu pagi mici, dar repezi duce la victorii sigure si
pe termen lung, Metoda Kaizen are jimpact asupra angajafilor determinindu-i si se implice in mod real si nu
formal in proces.

Organizatia care Inva (learning organization) pune accentul pe invifarea Impreuns, unul de la
celdlalt §i cunoagterea profundi dintre persoane. Organizatiile care invafi usureazi acest proces in toate
diviziile lor si asifel sc transforma continuu,

Coaching-ul reprezinta o sinteza a diferite principii, metode, teorii si tehnici de succes preluate din
psihelogie, management, dezvoltare personala . Scopul principal al coaching-ului este implinirea fiecaruia
dintre noi ca indivizi, pe multiple planuri (profesional, financiar, afectiv, spiritual etc.), prin definirea unor
obiective concrete si gasirea cailor optime pentru atingerea lor.
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* ypei oportunitifi putem vorbi §i de schimbiri planifi
. amane a organizatiel i care are drept scop circsterca pe
| Am incercat si fac o delimitare clard Infre concepiul
. organizationald

CONCLUZIX : L .
a frmbiri jce care intervin in urma declangiri
In afari de schimbarile clasice e etten oaro

unei crize sau pentru valorificarea
intervin la nivelul componentei
rformantei organizationale gi a eﬁciente% angajatilor.
de schimbare organizationald i dezvoltare

izati a inti i itati fafd de un
Etapele desfagurarii unui proces de dezvoltare orgamzapo?ala nu pr;:zanta ;Lail:zl:ila;m ke ;anjve}ul
es de sfhimba:e dect 1a etapa de diagnosticare, in acest caz diagnosticul se re umai
Foc

i Zal lOIlala, IDCCSul de Comlmlcare, cl 4l
componcntel umane ;)3 domenll SpeCIﬁCG cum ar ﬁ Cllltl.ll'a Orgalll t p .

de munc3, modul de colaborarea, gradul de motivare, gradul de instruire, pers
jvidului manag, ialul creativ, etc. ) ]
mleduiu;’tfﬁllofoif ;111:116 rogranf lc.fll: Iéf;;o;ft:ri organizationald suni folosite 0 serie de mc{ode spec;ﬁfc_::, ca ::
l}!-L :d,cil::rea cxﬁturii organizajionale, dezvoltarea potenﬁalulyi creativ al Tesuirse olr u{:ﬁgd,a Kmaizen
ex?l?:&:i- Igc echipi, imbuntifirea comunicarii, leadershipul cfu_:zent, reengineering-ul, ,
ird f

tnvatared organizajionald, coachingul. ¥
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ABS : izati
st 2 ﬁ_g’::ﬁﬁg}iﬁs‘;i Ogt;ci; cl_lauges, or_gamza_uonal development oceurs only at the level of human
riaten o the ﬁsx €" size to the integrity of the organization represented by non-measurable
ol emcrharmgeucy )‘;,f I.ert::lt on,( eg;gagement, authority, trust, relational skills, ete by changing understand
new states (which wi i clopm i
understunding of o will not necessarily be beiter) the development and improvement of
I H
"changel':'l_ t_}(g;cl;a‘lr ::?iage ﬂ;}ﬁcn the two concepts are facing and managers are out to rotate the term
organation bl anxlse U‘?; marx;i mgz;sagers are not aware of the “visible" and "invisible" side of the
: sau €. The first dimension requites performance and i
:;ml;.t;g?a;;l;ppqrt Finding tlius Ineans 10 unify the two dimensions is the jobof mmytltl:ms:cg;dTr;iqulres
q cation and practice of both money and relationships, both processes and cu.ltr.lrf:g stk

INTRODUCTION
More profound changes that mark the evolution of society in which we live, have an

appreciable impact in the world of affaifs and in the company management. Often there is inertia, or ev
en

effectively to the chailenges launched by these changes.

Ihf: Ol‘gaﬂlzailons are ra.rcly 1 cq y Ip
0 & state Of ulhblluln 1\4
. ost Uf the tlmeS Otl can su TI1SE thcﬂ} m
mor¢ or leSS dyllaﬂ}lc a.ﬂd fluctuat].ng tl'avclmg COndltlonS, n Wthh ﬂle change or the adaptatlﬂll of a Pa-lt Of

development” when it points out a change.

No matter how well the organizational development programs are planned, it will be doomed to

failure as long as they do not ha the initiati i
individul s ey o ve the initiative for their own development, this belonging only to the

empowerment and delegation etc,
The t
10 and s S,Se::a};z}s lit_acoanlle a concept, t.h(: umbrc_:l[a that covered about everything that might mean in th
srengthontan o fgm- zan ;onti czlmgcs and .mtervcfmons type: training, coaching, leadership development, th:
ganizational culture, Improving employment climate, selection and retention of staff,

“B()gdaﬂ Voda ? [_ID.iVCrSl‘ty Facllliy of E i i = poca,
LI " h o CONoIm1C SCIEIICCS 490560 Clu. Naj R{)ma] ia
N N ] (] 3]
Bogdan Voda' Umversxty, Faculty OfEchIOm.'[C SCIEHCCS, 400560, CIU--NapOCa, Roman.ia
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coftivating talents, skills de{relnpment, interrelationship between employees, development of the creativity,

interdepartmental training teams, teamwork, etc.. The concept came to dissipate in a variety of meanings that
become difficult to operate with him and the studies of the impact of such programs have reached a high

{evel of controversy. .

. However beyond fashion generated, OD had a role in the development of what we today call "human

sesources” as a function organizational department, pelicies, etc., is the approach that offered one of the

richest meanings, analysis and explanations on optimizing the relationship between man and organization.

Organizational development aims specifically at staff development and interaction between them and
defanlt optimization of what we call organizational communication and organizational culture,

In this definition the organization is seen as a system that can be optimized through human resources
development. Organizational development is a planned and continuous effort to change organizations to be
effective and human'.

It uses behavioral sciences to Infroduce a culture of organizational self-express and availability for

change. A strong emphasis is placed on the processes and interpersonal group.
In the attempt to make organizations more efficient and more human, organizational development

. supports the essential link between the personal processes as a leadership, decision making, communication
- and the productivity as the organization and behavioral sciences.

Organizational development seeks to amend the duties and roles so that the cultural organization to

© pe aware and be ready to adapt.

Focusing on the interpersonal group processes, they admit that the changes affects all the members

of the organization and that their cooperation is necessary for  implementation.

Organizational development recognizes that the systematic change of attitudes must accompany the

" change of behavier, this being required to review work processes, organizational structures and strategies.

The organizational development is the process of improveing the effectivencss of the organization
and welfare (well-being) members through planned interventions®. This means:
e Increasing the effectiveness - achieving the goals and objectives of the organization
e welfare of members - employees with job and working environment satisfaction
» planned interventions - sets of structured activities in which groups or individuals selected
are employed in tasks that are linked directly or indirectly by improving organizational.
At the most general purpose, organizational development is the successful implementation of
organizational change. It may derive from different targets:
e developing plans to organizational improve
reprocessing organization strocture
cultural changes makeing
increase the effectiveness of internal communication
clarifying roles and responsibilities
= stimulating the creativity and innovation
» increasing the effectiveness of decision-making processes, etc..

The reason of the organizational development is to improve organizations for their own benefit and
for the benefit of people who work in them.

Beckhard defines such organizational development: "The development organizations is a planned
effort on the size of the organization, managed to improve health and the effectiveness of interventions
planned by the organization on the organizational processes, using knowledge from the behavioral

. sciences®."

Five elements of this definition can be explained:

a) organizational development is an effort to planned change. This involves diagnesis of the
problems of the organization, developing a strategy and mobilizing resources to train the

desired change.

! Gary Johns, Component organizational, Editura Economicd, Bucuresti 1996, pag. 523
ZnMa.uagcmentul schimbarii, Suport de curs realizat in cadml proiectului de infrifire institutionald RO03/IB/OT/01
.|ntirirea capacitiifii UCRAP si a retelei nationale de modernizatori”, Uniunea Centrala pentru Reforma Administratiei

Publice”, pag. 30
* Yvan Tellier, Danicla Roventa-Frumusani, Resurse umane §i dezvoltare organizationald, Ed. Cavaltiotti, Bucuregti

1991
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b) organizational development of the total system. It is addressed to all organizations
dealing, for example, changing its culture, the system of rewards and sanctions strategy or

management of the organization.

¢) organizational development is managed by the management organization. Leadership is

not necessarily involved in all activities, but it supports the goals and methods.

d) organizationai development aimed at improving the health and efficiency of the

organization, In this connection we usuaily follow the purposes:

* developing a system that can organize in multiple ways according to missions and
tasks

* maxim determination of the effective (eg establishment) and temporary mechanismg _

(projects, committees) of the organization
® achieving a high level of collaboration between groups of interdependent
organizations
*» creating conditions in which conflicts are identified and resolved
*  sciting decisions based on knowledge, not status within the organization.
e)organizational development achieved its goals through planned

brocesses and interpersonal group.

A laborious definition was given by M. Beer, who believes "organizational development is a

comprehensive system of data collection, diagnostics, planning, intervention and evaluation, aimed at:

a) improving the consistency of organizational structure, organization, process, strategy, personnel

and cultural organization;

b) develepment of new and creative organizational solutions;

c) development of the organization for renewal; this can be achieved through cooperation between
members of the organization with agents of change who use behavioral science, research and technology” "

From this definition we can infer that organizational development is aimed at improving the
performance of ihe orpanization, primarily to the efficiency with which activitics are carried out, using
science mot improving behavior in both the technical equipment, such as management of alt subsystems
components (information system, decision-making system, methodological system, eic.).

When we propose effective changes in an organization, it is very difficult to work on 2 level of

organization (ex. systems) without affecting the cubtural norms and beliefs that support these standards.

It raises the question: "What is the first task of organizational development? To improve Systems in
an organization or to make radical changes in culture systems as a first approach to organizational change? "

Some managers dealing with intervention using techniques such as training teams, roles analysis,
quality control and communication processes and consultation, are primarily oriented issues (ex. improving
management) rather than focused on culture, This means that they consider that the organization is faced
with a problem (such as productivity, capital, etc) and direct objective of this intervention to solve the
problem. In these cases, individuals who coordinate the process of change accept the organization and work
with it rather than change their beliefs, values based cuiture, which may be cause problems itself.

Changing the culture is very different from chan ing the system. This involves taking of actions
targeted on the cffectiveness belicfs, values and basic perspectives. Typical processes of change in
organizational culture involves a change in the overall leadership of the organization. New leaders impose
their new cultural symbols, beliefs and values declared and related structures. This type of approach is
focused on value and not on the problem; involves transforming perceptions of the basic orientation of
quality of life in the organization.

Failure recorded as a result of changes in organizational development may be due to the option of the
manager who initiated the change to intervene in the system, when in fact it is necessary 2 major and
fundamental change of culture, If the manager is faced with a lack of confidence in the organization, concem
for the problems of low quality, little attention for the client, the change should focus mostly on the beliefs
and values than on basic systems. On the other hand, a few positive mutations in productivity can be made
with light and simple improvements to the system.

* Eugen Burdus Gheorghita Caprescu , Armenia Androniceanu, Michael Miles — Managementul schimbarii
organizafionale, Ed. Economica, Bucuresti 2000
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Table 1. The difference between organizational change and organizational development

overs various areas in which problems

»umanizarea™ organizafiei in ansamblul siu

- Intervention at the level of human concern states the
“humanizing” organization as a whole

- is a planned effort of change

- Is uses technical sciences, economic,
mathematical principles-based engineering,
financial, statistical principles

- is an unplanned effort to change

- Efforts to change are long-term ones, the change is
permanent even when everything goes well

- efforts to change are on short term, the change isa | - the diagnosis involves examination of values,
threat or an opportunity attitudes, relationships and work environment

economic and financial performance, etc.. organization represented by non-measurable things:
- the effect on the "visible” size of the organization | harmony, cooperation, engagement, authority, trust,
that illustrates the tangible factors of business that | relational skills, etc..

require performance and results

- understands the emergency of new states.

- improve understanding of what it is.

- interventic Ia nivelul componentei umane, vizeazg

‘o the competitors. | |
 mamber> ovation and creativity methed. Creative thinking and innovation have

- the diagnosis occur on the structure, technelogy, | - effects on the "invisible" size to the integrity of the |

The problem is that many managers fail to see the two organizational dimensions at the same time, -

Awareness of the existence of the "visible" and "invisible" side in succession and sometimes simultaneously,
can bring confusion to the top, &

I leaders are operating only in "visible” size of the organization, they treat people like things, and
the price paid can be enormous in human energy, creativity or fack of alignment purpose. If leaders are
operating only in the “invisible" size, they treat things and people very gentle, while so far, productivity,
orientation to the end, coordination and results have to suffer.

The first dimension requires performance and results, the second dimension requires emotional
support. In a successful organization both are needed. Without first dimension, an organization can not
provide goods or services to customers. Without a second dimension, the organization will not have the heart
and souf.

Finding a common goal, unifying the organization divided into two dimensions is the job of many
leaders of companies. In order for an organization to make a qualitative transformation, the leadership needs
to develop a fundamental transformation processes and increasing attention given to customers in 2 "visible"
size. At the same time, the organization must begin to re-build relationships between them at the mind and
spirit, in a "invisible" size.

That is why we believe that the notions of change and organizational development complement each
other. Processes of change and organizational development act on the two dimensions.

Power agent of the organizational change comes from the ability to simnitaneously keep in mind the

two opposing elements, given equal force. This task requires dedication and practice of both money and
relationships, both processes and culture.

2. SPECIFIC METHODS OF ORGANIZATIONAL DEVELOPMENT
Organization that secks to develop resorts to a variety of specific methods, many used in
combination.
In this chapter we will discuss several methods that illusitates the diverse practices.
Among the specific methods of organizational development we mention:
(1) Modeling organizational culture
(2) Developing creative potential of human resources and innovation
(3) Training team spirit
(4) Improving commumication mechanisms
{3) Leadership is effective
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{6) Reengineering

(7) The Japanese Kaizen _Model

(8) Organizational Learning
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PLANIFICAREA DE MARKETING SI PROCESUL DE MARKETING

FLORIN RADU PINTEA"

Cuvinte cheie: planificare startegica, plan strategic, conirol sirategic, proces de marketing

REZUMAT: Planificarea strategici se bazeazi pe definirea clari a misiunii companiei, pe -
stabilirea obiectivelor, pe conturarea unui portefoliu de afaceri si coordonarea strategiilor functionale. La
nivelul cel mai general compania igi definegte mai intdi scopul 5i misiunea. Aceasta din urmi va fi
oplindita ulterior in obiective detaliate care ghideazi activitatea Intregil compani,

Planu! strategic al companiei stabilegte in ce domenii de activitate va lucra compania §i care sunt
obicctivele pentru fiecare dintre acestea. Detalierea lor va fi fachti ulterior, de fiecare ramurd a
companief. Fiecare departament important, al fiectrei rapuri {marketing, finante, contabilitate, achizitii,
productie, IT, resurse umane) trebuie si coopereze pentrit a fodeplini obiectivele strategice. Planificarea
de marketing implici hotiriri asupra strategiilor de marketing care vor ajuta compania i obiectivele sale
strategice generale. Un plan detaliat de marketing este necesar penfru fiecare afacere, produs sau marci,

Controlul de marketing implici evaluares rezultatelor strategiilor si planurilor de marketing gi
Inarea de misuri corective pentru ca obiectivele si fie atinse. Controlul de marketing iraplicd 4 pagi. Mai
intdi, conducerea stabilegte scopuri precise de marketing. Apoi, ea masoard performanga pe piatd i
evalueazi cawzele diferenfelor intre performanta agfeptath si cea reald. Apoi, conduccrea ia mésuri
corective pentru a Inchide prapastia dintre scopuri si performanti. Aceasta poate implica schimbarea
programelor de actiune sau chiar schimbarea scopurilor.

PLANIFICAREA STRATEGICA

Planificarea poate aduce beneficii tuturor tipurilor de firme, mari sau mici, nou infiinfate sau mature.

Procesul de planificare poate fi la fel de important ca planul insusi. Planificarea incurajeazi echipa
de management si analizeze si analizeze in mod sistematic evenimentele trecute, prezente §i viitoare.
Compania va trebui astfel s isi defineascd mai concret obiectivele si politicile, iar diferitele departamente 15t
vor coordona mai bing eforturile, oferind standarde de performantd mai clare.

Planificarea riguroasd ajuti companiile si anticipeze i si rispundi rapid schimbdrilor, si
reactioneze pozitiv la posibilele situatii noi.

De obicei, companiile pregitesc planificiri anuale, planificdri pe termen mal mare de un an i
planificiri strategice, Primele doud tipuri de planificare se referd la derularea actiunilor curente ale firmei. in
contrast, un plan strategic implicd adaptarea firmei pentra a profita de foate oportunititile care se ivesc in
mediul economic, aflat Intr-o permanents schimbare. Planificarea strategica va fi deci definitd ca procesul de
dezvoltare si mentinere a unui echilibru strategic fntre scopurile §i capacititile organizatiei, pe de o parte, si
oportunitatile oferite de piati, pe de altd parte.

Planificarea sirategicii oferd cadrul pentru celelalte tipuri de planuri, ea se bazeazi pe definirea clard
a misiunii companiei, pe stabilirea obiectivelor, pe confurarea unui portofoliu de afaceri §i coordonarea
strategiilor functionale. La nivelul ccl mai general compania f5i defineste mai {ntii scopul gi misiunea.
Aceasta din urmi va fi oglinditd ulterior Tn obiective detaliate care ghideaza activitatea ntregii companii.
Apoi, se va hotari care este cel mai bun portofoliu de afaceri §i cum se sprijina aceste doua puncte importante
unul pe celilalt. Fiecare departament isi va dezvolta un plan de marketing detaliat care si sustind planul
global al firmei. Astfel, planificarea de marketing are loc la nivel de departament, produs, niveluri ale pietei,
participand la planificarea strategic a companiei cu detalii relevante, utile pentru identificarea unor
oportuniti{i de marketing specifice.

* Universitatea “Bogdan Voda”, Facultatea de Stiinte Economice, 400560, Cluj-Napoca, Roménia
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DEFINIREA ACTIVITATII SI MISIUNI COMPANIEI

Organizatiile exists 1

clare, dar ﬁmpt;cesteasz :rnixtlotd?:;[inza cu un scop. La _inoeput, 0 companie poate avea un scop si o misi

sau trebuie s3 faca fatd schimb a:ﬂo e, dacf':t organizafia se dezvoltd, adaugi noi produse, intr isiune

Pe o Linie descendents treboie oe .- nOMmICe. Atunci cind cchipa manageriala simte ci ¢ vt ai e

0 declara;?etigem}l‘? 5d reinnolasca scopurile §i misiunea acesteia. ¢ ¢4 organizatia s afly

realizeze. O declaratie h;:mr:.e Teprezinti o afirmare a scopului organizatie, a ceea ce dore

oreanteatiod isiune clari actioneazi ca o mand invigibils doreste aceasta sy
ganizatiei, mvizibild care ghideazi personalu}

) Declara{_:ia de misiune trebuie sj fie orientat céire
ne\-foale de bazi ale piefei riman aceleasi
satisfacerea nevoilor clientului, )

segmentele cele mai promititoare i se concentreazi asupra servirii gi satisfacerii acestora. Ea desemneazi
mixul de marketing care include produsul, pretul, distributia si promovarea. Pentru a gisi cel mai adecvat
wix de marketing si a-l pune in actiune, compania s¢ angajeazi in activititi de analizdi, de marketing, de
Janificare, implementare si control. Prin aceste activitli, compania se adapteazi actorilor i forjelor din
mediul de marketing. ’
Organizatiile ar trebui si find cont ¢ nu se pot conecta In mod profitabil cu toti consumaforii dintr-0
piatd dat, sau cel putin, nu cu toti in acelagi fel. Sunt multe categorii de consumatori, cu multe categorii de
gevol. Tar anumite companii sunt mai pofrivite pentru a servi anumite segmente de piaf. Astfel, fiecare
companie trebuje si divida piata totald, si aleaga segmentul cel. mai potrivit, si sa desemneze strategii pentru
a servi segmentele alese mai bine decdt competitorii sai. Acest proces implici trei pagi: segmentarea piefei,

piati. Produsele si tehnologiil i
€ T glile se inv i
O declaratia de misiune orientats citre piati s:cf:f?e?ad?;

Managementul trebuie si evi i
prea vasts. evite si-gi formuleze declaratia de misiune de o manieri prea ingusty ' tintirea pietei §i pozifionarea piefei.
Misiunile trebuie: sau : St:,gmentarea pietei. Piata consti in mai ml..lltc tipuri de clieni, produse gi nevoi. (Z'.onmn_natorii pf)t ﬁ
- grupati §i servifi in moduri diferite, In functie de factori geografici, demografici, psihografici i

- si fie realiste
- sifie specifice
E)rg anl:?zt:;?ta’ fari s se rchrf: la obtinerea de profituri
misiun ecu adc\_’ﬁra_t. Vizionare pun scopul inaintea
eaMu.n.or astfel de organizafii, ¢l va fi rezultatul inevitabil.
ISlunca companiei trebuie transformati in obiective detaliate ia fiecare

manager trebuie si aibi anumite objective s <3
buie 1ective i sa fi i i
Obieciivele strategice trebuie s ﬁ:: " responsabilpentr atingerca lor.

. comportamentali. Procesul de impirtire a pietei in grupuri diferite dé consumatori cu nevoi, caracteristici §i

comportamente diferite ce pot necesita produse sau mixuri de marketing separate, se numeste segmentare a

. pletei.

d Un segment de piagd consti in consumatori care rispund Iz fel unui set dat de eforturi de marketing,

Companiile sunt Infelepte atunci cand i3i concentreazi eforturile incercind si implineasci nevoile diferite ale
unuia sau mai multor segmente de piati.

Tintirea pietei. Firmele trebuie sd aleagh segmentele pentru care au avantajul concurential cel mai

mare. Dupi ce o companie si-a definit segmentele de piatd, poate infra fntr-unul sau mai multe segmente ale

profitului, desi profitul nu se regasegte in :

nivel managerial. Fiecare:

- masurabi
- flexibile te & unei piete date. Tintirea piefei implicd evaluarea atractivititit fieciirni segment de piath §i selectarea unuia sau
- clare mai multor segmente pentru urmérire. () companie trebuie si finteascd segmente in care poate si obtind cea
- realiste mai mare valoare de consum §i 53 o sustind 7n timp. O companie cu resurse limitate poate hotari sd serveasca
- acceptabile numai unul sau citeva segmente speciale, sau nige de piatd.

Meajoritatea companiilor intrd intr-o piatd noud servind un singur segment; dach aceasia are succes,

otientate spre actiune

Ghidat de d i et . N
planifica porfofofiul ?ia;?{til:ec!e mistune si de obiectivele companiei, managementul are acum sarci
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profitabile ale afacerii §1 mal putine sau deloc celor neprofitabile herior mal multe resurse acelor zone

Dintre metodele se analiza i

_ z3 a portofoliului de i i izatii

Electric (GE), Boston Consulting Group (BCQ), ete wiacert al wnei TERERH se ot enumera: Generl

wbicci I;Iamzl sirategic al companiei stabile e 0
lectivele pentru fiecare dintre acestea. Detalj
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portant. a1 Saeper  ler PR ; ecarc ramuri a companiei

ki imp arketing, finante ili i '
surse u‘Ifnalmc) ﬁ'cb_me Sa coopereze pentru a indeplini obiectigvele strir’ec'omablhtate’ Az, productle, IT,

aroarca g1 satisfactia oferite clientulni sunt i o

cle adaugh ale segmente. Companiile mari canti o acoperire completd a pietei in cele din nrmé.

Pozitionarea pietei. Dupi cc o companie a hotdrét ce segmente de piatd sii urmireascl, ea trebuie s
hotiirascd ce pozifie vrea si ocupe in cadrul acelor segmente. Pozitia unui produs reprezinti locul pe care acel
produs 1l ocupd relativ cu cele ale concureniei in mintea consumatorilor. Pozifionarea pe piafd reprezintd
grija ca un produs si ocupe in mintea consumatorilor {intd un loc clar, distinctiv i dezirabil in raport cu
produsele competitoare. Asifel, comercianii plinuiesc pozifii care diferenfiazd produsele lor de mircile
competitoare §i care le confera cel mai mare avantaj strategic In piata lor {inti.

in pozitionarea produsului sau, o companie identifici mai Intéi posibilele avantaje competitive pe
care si Isi construiasci pozifia. Pentru a cistiga un avantaj competitiv, compania trebuie si ofere o valoare
mai mare segmentelor de piati alese, fie oferind preturi mai mici decét competitorii, fie oferind mai multe
beneficii pentru a justifica prefurile ridicate. Astfel, pozitionarca eficientd Incepe prin diferentierca ofertei de
marketing a companiei pentru a oferi consumatorilor mai multd valoare decat concurenta.

Odati ce o companie a ales pozitia doritd, ea trebuie 53 ia msuri pentru a oferi §i a comunica acea
pozitie consumatorilor {inti. fniregul program de marketing al companiei trebuie si sustind strategia de

partamentele trebuie si colaboreze 1 . o pozitionare aleasi.
. eriru i U ¥ . . . A :
p a Indeplini Odata alcash strategia generali de marketing, compania esle pregatiti sg inceapii planificarea

- epartament poate fi d -
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efc.). Succesul firmei de iﬁd::1 este activititi generatoare de valoare (proiectare, productie livrarco paniet ch detaliilor mixulni de marketing, unul din conceptele majore ale marketingului modem. Se poate defini rmrixul
P hu numai de performantele fiecarui departament in parte ci Si, de mosillv ncza:e de marketing ca un set de instrumente tactice conirolabile pe care compania le combind pentru a obfine
tn care G

raspunsul dorit in piata tintd. Mixul de marketing constd in tot ceca ce firma poate s facd pentru a influenta
cererea pentru produsul siu. Numeroasele posibilitdti pot fi adunate in 4 grupuri de variabile denumite cei 4
- PLANIFICAREA DE MARKETING i P: produs, pref, piata (distribufia) s_i promovare. » . o

Plamd strategic defineste misjunea o Produsul inseamni combinatia de bunuri si servicii oferite de companie piefii tinti.
marketingul ajuti fa Tndeplinirea obiectivel : Pretul reprezinti suma de bani pe care clientii trebuic s3 o pliteasci pentru a obtine produsul.
izafi o Plasamentul (distributia) inclede activitsti ale companiei care fac produsul  disponibil

organtzafic sunt arfitate in fipnra de 2
care influenfeaz strategiilo d%umarkf::i?'lm J?s, care rezuma procesul de marketing in totalitatea luj si fomg consumaiorilor tinta.
Consumatorii fints stau in centgrj BSiOmplamctal_ Promovarea s refera la activititile care fac cunoscute meritele produsului si care conving clientit
. A . Scopul e i . . PP
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78 programelor de actiune.
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posibilitati. acfiuni de marketing pentru a determina cele maipburff:
% Plani . .
asupra. strategiilor I:]:;ﬂ‘:;:k |ti-e marketing. Planificarea de marketing implics hotirari -
generale. Un plan detaliat ;mg carc vor ajuia compania si obiectivele sale strat arl
x ¢ marketing este necesar pe egice
marca. pentru fiecare afacere, produs sau

st g Car¢ ¢ companie erd sa
g 5 ] Z1C k t
g prﬂl D Sp 1
() rategie de Hlalketl]l este 0. a ([C marketin 31 mdcpl!neasca

i,
'~ d - 'y A - x .
gandcasca mai Intdi la cei patra C §i apoi s4 construigses cei patru P .

aniw - - L3 .
pas ca efortului de marketing cuprinde patru funcii: analiza, planificarea, -

Tabel 1
Planul de marketing

Sectiune Scop

Rezumat Un scurt rezumat al principalelor scopuri §i recomandiri ale
planului de revizie a organizirii, ajutéind conducerea de top si
giseascd rapid punctele majore ale planului. O tabld de
materii trebuie si wrmeze rezumatulud.

Descrie piafa {inti si pozitia companiei in aceasta, incluzand
informaiii despre piati, performania produsului, concurent3 gi
distribugie.

Sectiunea include: :
— o descriere a pictei care defineste piafa st segmentele sale
majore, apei analizeazd ncvoile clientilor §i factorii din
mediul de marketing care ar putea afecta cumpdrarea
consumatorului

- o analizi a produsului care si arate vanzirile si pretul

— o analizi a competitiei, carc s identifice competitorii
majori §i si analizeze pozifia lor pe piati si sirategiile de
calitate, pref, distributie gi promovare a produsului

— o analizi a distributici care si analizeze curentele recentc

Situatia prezentd de piati

de vAnziri
Analiza amenintirilor si Evalucaza amenintarile §i oportunititile majore cu care s-ar
oportunititilor putea confrunta produsul

Stabilegte obiectivele de marketing pe care compania ar vrea
si le atingd la termen

Prezinta o logica de marketing prin care firma sperd si isi
atingi obiectivelc de marketing i detaliile pietelor tintd, ca si
nivelul de cheltuieli de marketing

Explica cum. vor fi transformate strategiile de marketing in
programe de  actiune specifich.  Se  stabilesc  exact
responsabilii, actiunile concrete si timpul necesar penfru
fiecare activitate

Obiective si probleme

Strategia de marketing

Programe de actiune

Bugete Detaliazi un buget de markefing care este esentialente o
analizi a profiturilor si pierderilor
Controale Arath coniroalele ce vor fi folosite pentru monitorizarea

progresului

o

% Implementarea marketingului

Daci planificarea implicA ce st de ce pentru activititile de marketing, implementarea s¢ adreseazi Iui
cine, unde, cdnd:§i cum.

O firmd poate avea aceeasi sirategie cu o alta si totugi ea poate cistiga piafa printr-o exccufie mai
rapidi sau mai bund Totugi, implementarca este dificila — este adesea mai ugor si creezi strategii de
marketing eficiente decét si le duci la indeplinire.

O implementare de succes & marketingului depinde de cét de bine comparia isi foloseste oamenii,
structura organizatoricd, sistemele de decizie si de compensare precurn cultura organizatiei iatr-un program
de actiune coerent care si 1i susfind strategiile. La toate nivelele, compania trebuie si fie Incadrata cu oameni
care asu capacitatea si motivatia necesard. Structura organizatorici a companiei joacd un rol important in
implementarea strategiei de marketing, ca si sistermnele de decizie §i recompensi. L

fn ceea ce priveste organizarea departamentului de markefing compania trebuie si proiecteze B -
departament de marketing carc sd desfisoare strategiile si planurile de marketing. Daci firma este micd, 0

persoand este suficientd pentru toatd activitatea de marketing: cercetare, vanziri, publicitate, serviciul ol

clientii, si alte activitati. Pe masurd ce firma se extinde, apare un departament de marketing_'pe_ntfu a
desfasura toate aceste activitafi. In firmele mari, acest departament include muli specialigti. L
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- peniru

In ceea ce priveste obiectivele strategice ale companiei, acestea trebuie sa fie :
~  misurabile

- flexibile

- clare

- realiste

- aceeptabile

- orientate spre acfinne

Totusi, marketingnl nu poate produce valoare singur. Toate departamentele irebuie si colaboreze

a indeplini acest obiectiv important. Fiecare departament poaie fi considerat o verigd din lantul de
valoare al companiei. Fiecare departament indeplineste activitifi generatoare de valoare (proiectare,
productie, livrare, vinzare etc.). Succesul firmei depinde nu numai de performantele fiecirui departament in

parte ci si de modul in care acestea isi coordoneazi activitatea.
| Un program cficient de marketing impleteste elementele mixului de marketing infr-un program

coordonat care urmiregte sa atingd obiectivele de marketing ale coi‘hpaniei, oferind valoare consumatorilor.
Mixul de marketing reprezinti trusa tactici de unelte a companiei pentru stabilirea unor pozitii puternice in

pletele inta.
Referitor la organizarea efortului de marketing,

acestuia:- analiza de marketing
- planificare de marketing
- implementarea marketingului

- controlul de marketing
Controlul operational implici verificarea performantelor actuale in functie de planul anual §i luarea

am prezentat cele mai importante patru functii ale

de misuri corective acolo unde este necesar.
Controlul strategic implici analizarea strategiilor companiei in comparatie cu oportunitiile.

Strategiile §i programele de marketing pot deveni rapid demodate gi fiecare companie trebuie s& isi
reanalizeze in mod periodic modul de abordare a pietei. Un instrument major pentru acest contro! sirategic 1l
reprezinta auditul de marketing, Auditul de marketing este o examinare cuptinzitoare, sistematicd,
independentd §i periodici a mediului, obiectivelor, strategiilor si activitatilor unei companii pentru a
determina zonele problemi §i oportunitatile. Auditul oferd date importante pentru un plan de aciune pentru

imbunstitirea performantei de marketing a companiei.
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MARKETING PLANNING AND THE MARKETING PROCESS
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ABSTRACT: Strategic planning it i i
L i g 1t is based on the clear definine of the ”s missi
gsnta:h::::;g ;:;cgrglalls, (::111 sti:lapmg a business portfolic and on the coordinfﬁon of mcgﬁizﬂzﬂmﬁ;f%::
1 a mor 1 level, the company defines first of all its goal and i :
mirrored Txtlxlto detaﬂefi objectives that guide the activity of the engtira ;flmpI:;;POSB. The Jatterwil be ater
compan “;] stratew 1(gl_c: plan of the company establishes what are the domains of activity in which th
performgd . e;:h t1.,11 and what arc the objectives for each one of them, Their detailing will be ]atc:
e az'mmﬁn ranch.o'f.the company, Every important department of each branch {marketin,
Boowar- o 'aqmls;_nog& production, I'I:, buman resources) has to cooperate in order f;
o wjﬂmhelig)lih ; é]:;t;‘;ensy a'_I:;{ci t:larkehr:lg plann.ing 1'-nvolves decisions of the marketing
nccessary for each busiaces peree 1 general strategic objectives. A detailed marketing plan is
The marketing coatrol impli i
1 plies the evaluation of the marketi i
" : I eling strategies and
ins ;f(glsslnft::ssogﬁ; correction measures in order for the objectives to be reachged. 'I?c nﬁiiiitliﬁsmct;n?rn?
3 of all, the management establishes precise marketing purposes. Then, it rgucasurgs

STRATEGIC PLANNING

Th . - .
e planning can bring benefits to all types of companies, big or small, newly released or with a i

bigger experience.

The planni ; .
team fo analjgc o i:gy I;:;J;;? can be as important as the plan itself. Pianning encourages the managemenct
dofine in a more concicte z;fannmanﬂcr ftl; thi pastt, prcscr:it or future events. The company will therefore have to

. N objectives an ici H .
coordinate their efforts offering clearer performance stangg:l?es, and the different departments will better

rigorous planning helps the companies to anticipate and to respond more rapidly when faced with =

the changes :ﬁd t;)h positively react when possible new situations appear.
s i j /
stratogis o é;zgsc ;ﬁglgﬂi; prepare annual Rlanmngs, plannings for terms of more than one year and
o cont;;m ¢ gmit Vo typcs_ of Planmngs refer to the development of the cument actions of the
ol the oo ti'l ! egic plan lmphes_ the adaptation of the company in order to take advantage of
¢ oppertunit al oceur in fhc ec.onomlcal environment, an environment that is under a ting o
mtranainsftaining X .Sﬁ.at: gsit::'a;cqilic;igll_?nnumlnbge nﬁ:l] bc: htheref(l)re defined as the process of transformation :1(::11 thzto 2;
af een the goals and iti izati
and the gpportumtlcs offered by the market, on theg other I?anfihc pucifies of the organization, ou ane band,
trategi i ' .
wmpmy’sgg‘;ci:o[;lagzlg;gtggﬁcr;the ﬁf;xame for the othc_r types of plans; it is based on the clear defining of the
3 smng the goals, on shaping a business portfolio and on the coordination of the

This way, th i i
Y, the marketing planning takes place at a depariment level, product, market levels participating at

the strategic planning of the com: i
h th i : P
opportunifies. pany with relevant details, usefil for identifying some specific marketing

* L‘B 3 r H 13
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DEFINING THE COMPANY’S ACTIVITY AND GOAL
Organisations always exist based on a purpose. At the beginning, a company can have a clear goal

and purpose, but in time these become confused, if the organisation is developping, it adds new products,
penctrates new markets or has to face economical chapges. When the managerial team feels that the

' organisation is following a descending line it has to reestablish its goals and purposes. .

A purpose declaration represents an affirmation of the organisation’s goal, of what exactly the
organisation is willing to accomplish. A clear purpose declaration acts as an invisible hand that guides the

personnel of the organisation.
The purpose declaration has to be orented towards the market. The products and technologies -

become old, but the basic needs of the market remain the same. A purpose declaration oriented towards the

market refers to satisfying the client’s needs.
Management has to avoid formulating its purpose declaration in a too narrow or a too broad manner.

The purposes have to:
+ be realistic v
« be specific

» motivating, without referring to the action of gaining profits.
The organisations that truly foresee things happening, put purpose before profit, although the profit
is not part of the goal of such organisations, it will tum out to be the unavoidable result.
The goal of the company has to be transformed in detailed objectives at cach managerial level. Each
manager has to have certain objectives and to be responsable for their accomplishment.

The strategic objectives have to be:
* measurable
« flexible
e clear
o realistic
= acceptable

e oriented towards action
Guided by the purpose declaration and by the company’s objeciives, the management has now the

task of planning the business portfolio — a presentation of the products and of the company’s activities. The
ideal business porifolio is the one that can be adapted to the strong and to the weak points of the company, to
the opportunitics offered by the environment.

The most important stage in the strategic planning process is the analysis of the business portfolio, that
is the evaluation of the company’s current activity. That will later allow more resources to those profitable
areas of the business and fewer or none to those that do not produce any profit at all.

Among the analysis methods of the business portfolio of an organisation, the following ones can be
enumerated; General Electric (GE), Boston Consulting Group (BCG), etc.

The strategic plan of the company establishes what are the domains of activity in which the
company will work in and what are the objectives for each one of them. Their detailing will be later
performed by each branch of the company. Every important department of cach branch (marketing,
financing, accounting, aquisitions, production, IT, human resources) has to cooperate in order to accomplish
the strategic objectives. :

The value and the satisfaction offered to the client are important ingredients of the success recipe.
Nevertheless, the marketing is unable to produce value on its own. All the departments have to colaborate in
order to achieve this important objective. Each department can be considered a link in the company’s chain
of value. Each department accomplishes value generator activities (projection, production, delivering, sales
etc.). The success of the company depends not only on the performances of each department but also on the

manner in which these departments coordinate their activity.

MARKETING PLANNING :
The strategic plan defines the purpose and the general objectives of the company. In every company,’

marketing helps in accomplishing the general strategic objectives. The role and marketing activities in an
organisation are presented in the figure below, a figure that resumes the entire marketing process and the

forces that influence the marketing strategies of the company.
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Ahe target consumers stand at the center. The purpose is the creation of some strong and proﬁtaljl'
bounds with these consumers. The company first identifies the entire marke

adequate marketing mix and in order to put it into action, the company engages itself in analysis, Mmarketing
planning, implementing and control activities. Through these type of activities, the company is adapting 5

the actors and to the forces in the markeiing environment,

The organisations should take into account the fact that it cannot connect in a profitable manner wig,
all the consumers on a given market, not with all in the same way. There are several categories of consumers,
with many categories of needs. Certain companics are more appropriate to serve certain segments of the
market. In this way, cach company has to divide the total market, to choose the most appropriate segment

called market segmentation,

A market segment consists of consumers that respond in the same way 10 a given set of marketing

efforts. The companies are wise when they focus their efforts trying to accomplish the different needs of one
or of several market segments,

Market targeting. The companies have fo choose the segmenis for which they have the biggess

competitive advaniage.

Most companies penetrate a new market by serving a single segment; if this one meets success, they :

add other segments too. The big companies search for a full covering of the market in the end,

Market positioning. After a company decided what market segments it will follow, it has to decide’

value to the market segments it has chosen, whether by offering smaller prices than the competition, or by

offering more benefits in order to justify the high prices. In this way, the efficient positioning starts by .

differentiating the marketing offer of the company in order to offer to the consumers more value than the
competition.

Once a company has chosen the desired position, it has to take measures in order to offer and
communicate that position to the target consumers. The entire marketing programm of the company has to
sustain the positioning strategy it has chosen.

Once the general marketing sirategy has been chosen, the company js prepared {o start the planning
of the details of the marketing mix, one of the major concepts of the modern marketing. The marketing mix
can be defined as a set of tactic controlable instruments that the company combines in order to obtain the
desired answer on the target market. The marketing mix consists in all that the company can do to influence
the demand for its product, The humerous possibilities can be gathered in 4 groups of variables called the
4P’s: product, price, market (distribution) and promotion,

Product means the combination of goods and services offered by the company to the target market.

Price represents the sum of money that the clients have to pay in order to obiain the product,
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{arget consumers.
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Some critics believe th tart with a P does not justify their omission. The answer is that the services

K into consideration the vision
. The concept of the 4 P’s takes in 1sider 1 ]
e lef the coI;lsumcr. From the consumer’s point of view, ina

Product Customer solution
ro
Price Customer costs
ric
fort
Disposal Com
distribution
Promotion Communication

i ? build the 4 P's on this platform
i think first at the 4 C’s and then | : 1
flg 1 The pr%?ﬁgﬁiﬁ%tliint de marketing si elementele mixului de marketing

ORGANIZING THE I:IA(I;-];;_: Ign(c:i; f;Ff)'g;Rizto action the marketing .mix that wg}n I;:iitnz?h;zxy;hi:
bjecti o i(': (&E;pgx)égf anllzsrkgt The organisation of the marketing cffort inciudes 4 : X
objectives o . |
plglmiﬂg, e C?Iltif Ltarts by a complete analysis of the company’s situau?n. The :Irta:::j?i::g' _
i analyt§ls- environment have to be analysed in order to find atiractive .olth relt
and the ma'g(:h 'ngueatcnings of the environment. The strong and the wealtch po;n s: o... he,
anfngumi;oiiave :o be analysed as possible marketing actions o determine the .e -
co

et isi oting sﬁ‘afcgiés :
e eting s i ing involves decisions of the marketing strategt S
X i ing. The marketing planning in s de | o
& x;r‘ﬁ?ﬁlﬁglgl‘;?z:ipany and its general strategic objectives. A detailed markctmg .p nls.
i t or brand.
ecessary for cach business, pl’Odl'lC )
A markcliing st?”;{cgy is the marketing logic through which a company

hopes to achieve its marlcetmg el

objectives.




Table 1

oot The marketing plan
Seen— | Purpose

0Af illllort Summary of the main purposes and recommendations

e cxmmnatlon_ plan of the organisation, belping the top

management to rapidly find the major points of the plan. The
The carront vt o Bu;lsnna;y has to be followed by a table of contents, -
the marven cribes the target markef and the position of the company

within it, including informations ab
out the market, thy
performance of the product, competiti istributi )
The section includes: petiion and distrbution.
— adescription of the market that defj
) nes the market and i
fr;l:{or s'egtrhneuts, then analyses the clients’ needs anddtllltz
013 1n the marketing environment that
of buying of the consumer could affect the ac
— an analysi 1
riod ysis of the product that will show the sales and the
— an analysis of the competition, that wil] identi
2 . N identify th j
zggltpfntorsl .and that will analyze their position orfy the i-lnz:?li::
e quality strategi i istributi i
an pmd?,ct Ly stralegies, price, distribution and promotion of

~ an analysis of the distributi .
trends in sa]{: ) e distribution that will analyze the recent

The analysis of the Eval j
} uates the major threateni iti
threatenn.lgs and product could be confronted w:ltl%s el opportuniies thal the
| epportunities i

Obiecti p -
jectives and issues Establishes the marketing objectives that the company would

want to achieve in due time
Th i
e marketing strategy Presents a marketing logic through which the company hopes

fo achieve its marketing objectives and the details of th
ta.rget_markets, as well as the marketing expenses level )
Expl'am how. the marketing strategies will be transfom-;ed into
spec:lt:ic action programms. The exact responsables  ary
established, the concrete actions and the time necess :
each activity, o

Detail a marketing budget that is i p
profits and of the iosses_g Is in fact an analysis of the

Cﬂntl OIS ( Show ﬂle COHH(}IS ﬂlat Wl” l)e HSEd n OIdCI to mo for 17e ”]e
i1

ol

F the I Tl}e marketing im plementation
plannning implies whar i iviti i

(0 who, wherg e g impl and why for the marketing activities, the implementation is addressed

A company can have the same strategy as another co;

through a more rapi . mpany and, despite that, it ;
o t%) . i:fr_alrnd ora bct‘tcr execution. Nevertheless, the irnplementatiofllJ is d‘ﬂ" I ]can.w.l 1 the market
Y cate efficient marketing strategies than to accomplish them nrecult — it is often more

A successful marketing ; i
A Keling implementation depends on ho
organfsatgona:l structure, its decision taking and compensationw s
orgaz_nsatlm} In & coherent action programm that will sustain its s
provided with people that have the necessary capacity and moti

company plays an i in i ; .
systems, piay. mportant role in implementing the marketing

Action programms

Budgets

the company uses jts people, its
systems as well as the culture of the
tra’{cgles. At all levels, the company has to
vation. The organisational structure of the
strategy, as well as the decision and reward

As far as the erganisation of the marketing department is concerned, the company has to design a
marketing department that will develop the marketing strafegies and plans. If the company is a small ong,
one person is enough for ensuring the entire marketing activity: research, sales, publicity, public relations
and other activities, As the company expands, a marketing department appears in order to provide all these

activities. In the big companies, this department includes a lot of specialists.

The modem marketing departments can be engaged in different ways. The most common form of
markeling organisation is the functional organisation fn which the different marketing activities are
conducted by a functional specialist — a sales, publicity, marketing research, public relations or new products
manager. .

The geographical arganisation allows the sales agents to establish themselves in a territory, to know

their clients and to work with a minimum consumption of time and travel costs.
The companies that trade several products or different brands ofien create an organisation of product

. management. Thus, a product manager develops and implements a strategy and a complete marketing
. programm for a product or a specific brand.

Many companies consider that the present business environment requires less attention for the brand
and more attention for the consumer. There is, in this way, a pissing towards the equity consumer’s
management. The profitability of the products leaves space to the profitability.

For the companies that sell a line of products on different markets and to consumers with different
needs and preferences, a market or client management organisation would be welcomed. A market
management organisation is similar to a product management organisafion. The market managers are
responsable for the developpment of marketing strategies for specific markets. The main advantage of the
system is that the company will be organized around the needs of some specific client segments. The big
companies that produce a lot of differcnt products for many markets usually use a combination of the
functional, geographical and market organisation forms. In this way, each function, product and market
receives its part of managerial attention. Nevertheless, this system can add expensive managerial levels and
can reduce the organisational flexibility. Thus, the advantages of the organisational specialization usuvally

surpass the disadvantages.

% The marketing control
Because many surprises appear when implementing the marketing plans, the marketing department

has to apply constant controls. The markeling control implies the evaluation of the marketing strategies and
plans results and the applying of some correction measures in order for the objectives fo be reached. The
marketing control involves 4 steps. First of all, the management establishes precisc marketing purposes.
Then, it measures the performance on the market and evaluates the causes of the differences between the
expected performance and the real one. Then, the management applies some correction measures in order to
close the abyss between the purposes and the performance. This can imply the changing of the action
programms or even the changing of purposes.

The operational control implies the verifying of the actual performances according to the annual
plan and the applying of some correction measures where necessary.

The strategic control implies the analysis of the company’s strategies in comparisen with the
opportunities. The marketing strategies and programms can rapidly become old-fashioned and each company
has to re-analyze systematically the manner in which it approaches a market. A major instrument for this
strategic control is represented by the marketing accounting. The marketing accounting is a broad,
systematic, independent and periodical examination of the environment, objectives, strategics and activities
of a company in order to determine the issue zones and opportunities. The accounting offers important data
for an action plan in order to improve the marketing performance of the company.

The marketing accounting covers all the major marketing zones of a company. It evaluates the
business environment, the markefing strategy, organises the systems, the marketing mix, as well as the
productivity and profitability. The accounting is usuaily managed by an entity outside the company,
objectivé and experimented. The discoveries can represent a surprise and very ofien a shock for the
managerial team. Then, the management decides upon what actions have to be implemented, when and how.
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CONCLUSIONS )
The main purpose of the project is to analyse the marketing planning ana also to detail the marketing
process , which are actuaily extremely important management keys used for the success of the companies.
Apalysing the strategic planning , it goes to the ideea that its starting point is defining the mission .
and the purpose of the company. Thus, the missions of the companies have to be:- realistic :
- be specific
- motivating, without referring to the action of gaining profits
Regarding the sirategic purposes of the company, they must be:
- measnrable
- flexible
- clear
- realistic
- acceptable
- oriented towards action -
Nevertheless, the marketing is unable to produce value on its own. All the departments have to .
colaborate in order to achieve this important objective. Each department can be considered a link in the : -
company’s chain of value. Each department accomplishes value generator activities (projection, production,.
delivering, sales etc.). The success of the company depends not only on the performances of each department .
but also on the manner in which these departments coordinate their activity. :
An efficient marketing programm combines the elements of the marketing mix in a coordinated. .
programm that wants to achieve the marketing objectives of the company, offering value to the consumers, -
The marketing mix represents the tactic case of tools of the company in order to establish some strong
positions on the target markets
Regarding the organization of the marketing effort, T focused on the most important four fuctions:
- market analysis 5
- marketing planning
- the marketing implementation
- the marketing control
The operational control implies the verifying of the actual performances according to the annual plan
and the applying of some correction measures where necessary,

The strategic control implies the analysis of the company’s strategies in comparison with the
opportunities. The marketing strategies and programms can rapidly become old-fashioned and each company
has to re-analyze systematically the manner in which it approaches a market. A major instrument for this
strategic contrel is represented by the marketing accounting. 7he marketing accounting is a broad,
systernatic, independent and periodical examination of the environment, objectives, strategies and activities
of a company in order to determine the issue zones and opportunities. The accounting offers important data
for an action plan in order fo improve the marketing performance of the company.
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MOTIVATIA FACTORILOR POSTALI LA DIRECTIA
REGIONALA DE POSTA CLUJ

JANETTA SIRBU" |
AURORA ILEANA BiLC
GABRIELA LES-MARIES ™

Cuvinte cheie: motivatie, chestionar, subiecti, itemi, muncd

REZUMAT: Articolul prezinti rezultatele unei anchete, efectuate cu ajutorul chestioparului, In
cadrul Directiei Regionale de Pogti Cluyj, in rindul factorilor postali, Cu ajutorul itemilor au fost reflectate
tipurile de nevoi ierarhizate dupd piramida lui Maslow. Fiecare item a fost mésurat cu scala Likert ale
cirei valori sunt cuprinse intre -3 i +3 , unde -3 reprezinti dezacordul total iar +3 acordul total.

Rezultatele obfinute relevi faptul ci nevoile fiziologice sunt dominante penfru factorii postali,
urmate de nevoile de afiliere si stimi, in timp ce nevoile de securitate s-au situat doar pe locol 4. Faptul ci
nevoile fiziologice s-au situat pe primul loc pentru factorii postali, ne confirmd ,temerea™ ci aceasti
categorie de salariati nu este motivatii corespunzitor la Iocul de munci.

INTRODUCERE

Principala resursd, principiul dinamizant al evolutiei si nu doar factor cu pondere caleulabild, precum
energia, materia primd sau tehnologia, este omul. Problema aspectului diferentiat al calititilor psihice si
fizice ale omului a devenit tot mai actuald pe mésurd ce s-a accentuat divizivnea muncii §i revolutia
stiintifico-tehnica a dus la sporirea gi diversificarea profesiunilor. Astfel, ”s-a modificat gi rolul conducerii de
personal, care este tndrumath si se ocupe si de formare, pe ldngi achizitia consensului in vederea
directiondirii spre cultura organizational a intreprinderii” (V. Gandolfi, 2006, pag. 203).

“Angajafii sunt cea mai prefioasi rezervi a Pogtei Roméne. Sistemul de valori de baz al companiei
desemneazi principalii vectori pentru construirea spiritului de echipd, care trebuie sa fie urmati de toti
angajatii. Armonia este obtinuta prin interesul in bunastare, Incredere si obicctive clare. Aceasti armonie va
stimula angajatii s& coopereze §i s creeze. Cooperarea se obtine prin incredere reciproci, respect pentru
punctele de vedere §i angajament. Spiritul de cooperare gi viziunea clari vor stimula angajatii spre
creativitate, perseverentd i méndrie, méndria fiind determinats de simtul de proprietate, realizirile obfinute
si recunoagterea acestora™ (viziunea gi misiunea Companiei Nationale Pogta Roménd S.A.).

Pornind de la cele spuse mai sus prin prezentarea articolului s-a Incercat o relatare a rezultatelor unei
anchete, cu ajutorul chestionarelor, in rAndul factorilor postali. Utilitatea chestionarelor relevd din faptul ci
trebuie utilizafe cit mai devreme In viafa unei organizatii pentru a se diagnostica din timp, tipul de nevoi care
motiveaza angajafii. De asemenea, ele trebuiesc aplicate din nou dupd o anumiti perioadi pentru a se vedea
eventualele modificiri, stiut fiind faptul ci o nevoie odatd satisficuti genereazi o alta. Cind o nevoie de
baza a fost satisficutd ca mu mai constituie motivatorul primar. indati ce o persoani arc resurse fiziologice
suficiente si se simte in sigurantd, el nu va mai cauta factorii care satisfac aceste nevoi, ¢i se va orienta spre
alte surse de multumire. Dupa A. Maslow, singura exceptie de la acesta regulf sunt nevoile de autoimplinire,
fiind considerate nevoi de “dezvoltare®, care revin din ce in ce mai puternice pe misuri ce sunt satisficute.

METODA DE LUCRU

Am ales pentru fucrarea de fatd analiza dominantelor motivationale la o subunitate postatd din cadru]
Directiei Regionale de Pogia Cluj, una din cele zece regionale ale Companiei Nationale Pogta Roméini S.A.
{CNPR).

:*Um'versitatea “Bogdan Vodi™, Facultatea de $tiinte Economice, 400560, Cluj-Napoca, Roméania
Directia Regionald de Pogta Chuj, 400110, Cluj-Napoca, Roménia

%k . .
Universitatea “Bogdan Voda”, Facultatea de Stiinfe Economice, 430333, Baia Mare, Roménia
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In cali i i
ttate de instrumente de cercetare am folosit testul (chestionarul) privind motivatia resurselor
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conside rg E;::;a ;{bistt:én;ﬂ;ic relevd faptul ¢ nu au fost acordate punctaje de -2 si -3, motiv pentru care put

scondate o S < ezalcord_ sau dezacord puternic cu privire Ia itemii testului. Prin insumarea unlt}:]: ?m
e afilions (515 121)! fct 1j[cnunlor ce caractc.:rizeazz‘i nevoile fiziologice (1,4,16,20), de securitate (g 3,9 ‘13901-
de il (312,15, e nsltg?:n (:,8,14i1p si nevot de autorealizare (10,11,13,18), 5-4 obfinut cel it Smﬁ
(Tabeiat 3, grupa, fiind considerate nevoile dominante la aceasta categoric de salariati

candidati au obti j iori
e CUPI:ﬁ saﬁbif;tumm? e%ale_ la depart.aj;.ire au prioritate: salariatii care au mai lucrat in posti minimum
! sofia fogtilor salariati postali care si-au pierdut capacitaten de munci in urma uul-::i1
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aceident de munca, orfanii i viduvele salariatilor pogtali, copii sau soful/sotia salariafifor postali sau fostilor

- galariafi postali.

Tabelul 3

Ierarhizarea nevoilor

Surprinzitor, dar nevoile de securitate s-au clasat doar pe locul 4, avénd In vedere riscurile la care se
supun factorii pogtali prin natura atributiunilor lor, vehicularea unor sume foarte mari de bani la distribuirea
pensiilor, alocatiilor pentru copii, alocatiilor de sprijin §i a mandatelor pogtale, distribuiri care se fac la
domiciliul destinatarilor. Pentru a prevenii actiuni de tilhirie asupra lor, fiecare salariat a fost dotat cu
telefoane mobile de serviciu, iar factorii disiribuitori gi cu sprayuri paralizante, In plus, conducerea
companiei 2 suportat pentru o parte din salariafii biirbati, contravaloarea cursurilor de atestare in meseriile:
“agenti de ordine §i pazi”, respectiv “agenti de garda gi Insotire persoane fizice §1 valori”.

Exceptie de la clasamentul general fac tinerii care fncearcd ,escaladarea” nevoilor fiziologice in
favoarea celor de stimi si statut social, respectiv aurcrealizare, ei dorind direct funcfii cit mai bine plitite,
program de lucru flexibil si realizare materiald imediath, dac3 se poate in schimbul unui efort minim. Acest
lucru explica ponderca mica in unitate a salariatilor snb 23 de ani: 1,76% femei, respectiv 0,8% biirbali.

CONCLUZII
Valabilitatea chestionarului a fost probati fotr-o misurd importantdi de confirmarea ipotezelor

formulate. Chestionarele au ins# si limite, cea mai importanta fiind legatd de rigiditatea lor. Dacéd admitem ¢i
existi nevoi de ordin inferior gi nevei de ordin superior, ne indoim iInsd de faptul ¢i oamenii tind s le

satisfaci in mod sistematic §i Intotdeauna de jos in sus.
Persoanele care se afld in categoria nevoilor de nivel inferior: fiziclogice sau de sigurantd sunt

susceptibile spre motivatia extrinseca (doar bani), in timp ce perscancle care se plaseazil in categoria
nevoilor superioare sunt susceptibile spre motivatia intrinseci (prestigiu, desdvérsire). Ca urmare, proiectarea
activititii trebuie realizatd in asa fel incit salariatii s8 se automotiveze. O Intreprindere trebuie s& asigure
satisfacerea nevoilor salariatilor sii pentru ci altfel ei vor ciuta solutia rezolvarii lor in afara acesteia. Acest
fapt este demonstrat n cazul CNPR prin fluctuatia mare de personal.

Testele au demonstrat ca sunt instrumente utile de investigare teoretici prin confimmarea ipotezelor si
investigare practici prin furnizarea datelor legate de motivatia la locul de munci. Lipsa de deschidere totald a
managerilor autohtoni fafi de cercetdrile gtiintei manageriale dincolo de efectele gi implicatiile practice
reprezinti un semn al lipsei de pregitire teoreticd a acestora. Avand in vedere ci asteptérile, atit cele clar
exprimate (explicite) cét §i cele neexprimate (implicite) ale salariatilor nu au caracter absolut, ele se modifica
permanent, molivajie nu trebuie si preocupe managerii sau conducitorii organizatiilor azi, méine sau

poimdine, ci zi de zi.
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i Faptul ci nevoile fiziologi
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Teprezint de fapt - :

Anexal

TEST PRIVIND MOTIVATIA RESURSELOR UMANE

or care exceleazd in munca lor.

1. Cresteri speciale de salarin ar trebui acordate lucratoril
ar fi preferabil si avem descrieri mai bune ale

7. Pentru ca lncritorii si §lie exact ce se agteapti dela i,
posturiler.
3. Trebuie s se aminteasci

concurentel.
4. Un gef trebuie s acorde multé atentic conditijlor fizice de munci ale lucratorilor s&i.
5

tacratorilor ¢ locul de muncd depinde de capacitafea organizatiei de a face fafd

Un gef trebuie s& lucreze el insusi setios in vederea crefirii uni climat in care si demneasca prictenia

intre salariati.

6. O recunoagtere individuald a unui randament peste normé are o mare semnificatie pentru lueritori.

7. O conducere indiferents poate deseori lovi sentimentele lncratorilor.

8. Lucratorilor le place si vada cd abilitatile si capacititile lor sunt deplin utilizate in munca desfigurati.

9. Planurile de pensionare §i programele de cumpérare de actiuni oferite de intreprindere i incitd puternic
pe indivizi s&-gi pastreze locurile de muncé.

10. Orice post de munci poate fi structurat in mod atrégitor ti poate reprezenia ¢ provocare.

11. Multi lucriitori sunt gata si dea ce au mai bun In munca pe care o fac.

12. Conducerea ar irebui s3 manifeste mai mult interes fatd de lncrétori, organizind intalniri sociale dup#

orele de program.

13. Mindria resimtits fati de propria munc constituie In prezent 0 recompens# importantd .

14. Lucratorilor le place si se creadd “cei mai buni” in timpul de munci care le este incredintat.

15. Calitatea raporturilor sociale in cadrul grupurilor de muncd este un element imporiant .

16. Primele pot Imbunétiti randamentul lucritorilor.

17. Este important pentru fucritori si cunoascd managerii de varf,

18. Lucrdtorilor le place , in general , s&-gi stabileasc orarul de munci si sd ia decizi legate de munca lor,
in conditiile unui contro! minimal.

19, Securitatea loculni de munci constituie un element important pertru lucritori.

20. Un echipament adecvat si in bun¥ stare este un element important pentru lncritori,

Temii de mat sus reflectd urmitoarele tipuri de nevoi, ierarhizate dupd piramida [ni A.Maslow:
Nevoi fiziologice : itemii 1,4,16,20.
Nevoi de securitate: itemii 2,3,9,19.
Nevoi de afiliere §i apartenentd la grap: itemii 5,7,12,15.
Nevot de stima: itemii 6,8,14,17.
Nevoi de autorealizare: iternii 10,11,13,18.

95



e RS . _ . ¢ office from
;VO?MI_(ING MET];OD ﬁosen the dominant motivational analysis at a subunit of the post o
or this paper we have ¢

: : ian National Post Office. . . vation of the
Cluj, one offthe ﬂio rcglonal_uziisu gf thceﬁfsmifgal?s o the 1est (questionsaire) regarding the motivation
As for the researching {rium s

MUTIVATION OF POSTMEN AT THE REGIONAL POST OFFICE IN CLUJ

f needs arranged according
o . kers answers) reflect the type o . ikert’s scale
ANE iRB dage 1). The items (worke ; easured using Like
AURJORA El‘; : A BIiI;_.C - bumen s o (A%I:egflu%fh cglarastcrize the subject. Each item has beent]::nd +3 total agreement (Table
GABRIELA LE‘;NMARIE_ s . M}?Slglw . pmtwem 3 and +3, where -3 means the total disagreemen
- which values v. " ?
D Table 1
Keywords: motivation, guestionnaire, subjects, items, work Presentation of Likert’s scale . -
ABSTRACT: The article presents the resuits of an inquiry based on the questionnaire among the 3 +2 o 0 Eight Disagreement | Total

workers of the Regional Post office in Chyj, Using the items all types of needs have been reflected Total Agreement | Partial Do not & ement disagreement
according to Maslow pyramid. Each item has been measured by the Likert scate, which values vary eement agreement | know Sage
between -3 and +3, where -3 means the total disagreement and +3 fotal agreement, ' s

The obtained results show that the physiological needs are
workers, followed by the necds of affiliation and
left on the 4th place. Dye to the situation that
1% place — the fear that they are not properly

o
predominant among the post office

personal appreciation, whereas the security needs are
appears with these workers - the Physiological needs on the

T 1; i | h st 1itains 20 ems a]ld haS bceﬂ apphed on 10 Choseﬂ Sublects ﬁ'om the ])(]St ()f.ﬁcc WOIkcIS.
moti Uated at ﬂ] e test co
S WO lﬂﬂgp ace 15 ch-ﬁmed

Pp Iy 10 yeeS, bccause ﬂley Icprese!]

We COIISldelcd necessar y to ai ls‘ thc test to ﬂlese Catcgo Uf <mp t t] ) [ il]St

lule- Of the COIIlpa.lly aﬂd that thell llCCdS If:ﬂcct ﬂl&u‘ at‘tll'llde towa.rd the Organ’.mtlﬂn. The Sﬁlccted Sub[ﬁcts
both d WO 1, b H4 b Tween 0 a.nd 60 ycars, ﬁ'om bO CIty an thi ¥ -

wWEre men an men, bein . crwee 2 [] (I coun Suie

INTRODUCTION .

The main resource, the main dynamic principle of evolution and not only a factor of calgulation such i OBTAINED RESEULTS ding points to all questions, the subject number 3 gaining the
as energy, raw material or technology, is the man. The problem of the different physical and psychical . - S Each questioned person gave corresponding p :
qualities of man has become more and more important as the technical and scientific revolution led to an ok

mo 4 v y W i i I 2 N
st p()ints 6 l‘especﬁ 61 hcreas the 1aSt one Obtalncd a total 0f35 pomfs (tab (+] )
» 2

S Table2
uisition of consensns in order to fargeting. < . . - biects
organizational culture of enterprise” (V. Gandolf1, 2006, pag. 203). b Points given by the questioned subj
“The employees are the mo, '

values of the company names the main vectors to build up the team spirit, which must be respecied by all
employees. The hammony is obtained through maintaining the interest for well-being, understanding,
confidence, and clear objectives. This harmony will determine the workers to cooperate with each other and

to be creative. Cooperation is determined by trust among the employees, respect for each points of view and
commitment. The cooperative spirit and clear vision will stimulate the employees to be creative, perseverant
and proud. The pride is determined by the sense of Pproperty, obtained results and their recognition.” {Vision
and mission of the Romanian National Po,

Taking into consideration a1 that has

st Office Company SA)
been said up to now, thraugh this article we tried to
results of an inquiry, done with the help of
of questionnaires is relevant, they being n

a questionnaire, among the post office workers, The Importance

motivates the employees. However, they must b

oW R oW NN W ow R
WO W W N W W N W
uwumpmuu;,'
o B R e RO b
Nuum,_.uwmu:
Mo W o e W R W e
- R RN W
[ Y N N T ¥ 3
S I -
BOROR W W NN W
oW W R W W W W

2
3
3
2
Z
3
2
2
2

,
AN
N W W oW W W b

NN RN W W R W N WW

i lude that
o ints of -2 and -3, that is why we can conc
e it o slow ihe e cxception ffom his | We sty nofice that ﬁzr:;:v eé:ﬁiﬁtﬂ?ﬁiﬁr?;:ﬁ:items of the test. When makénggmt;g?egﬁgg
. ' pmEnt”, which reappear o there is o dlsag;‘}fﬁmell)l'teg‘:st?; each i%:m that characterize the physiological negdsg(lff’]lﬂ’ and ,the needs of
points given by19e lelejaﬁiliaﬁon needs (5, 7, 12, 15), the self esteem need;l ( 51 ‘;f the first group, thus
e (2,13’ 9,6111: )(=10 11, 13, 1R), the highest score has been achieved for3 \ e N
el deve cidered the dominant needs for this category of employocs (o . oup, which is absolutely
being considere d in place are the needs of membership and aﬁiha:non ;J ’ hgf os=t Sffice workers are &
d swflgzbizc:;sidegng the social nature of humans in gcnsi;al. tl;artxculzrai@M:ﬂl:h of Postmen, an event
under: : a year for the Ann » &
ily i ly that gets together once a yez ther proof of affiliation to a
huge family in deed, a fami ional. national and in the Balkans. Ano proof
i i levels: county, regional, na is a valid job and after the
organized at different ; i tective labor contract that when _thcrc is a val ) < bavin
gou s ﬂlethﬁ1ct H::ltl\ggn:aiu;ﬁiaigs having the same score, the following have priority: employee: &
examination there ar

after they have been satisfied,

—_—
:"‘Bogdan Voda” University, Sciences of Economics Faculty, 400560, Cluj-Napoca, Romania
...Regional Post Office in Cluj, 400110, Cluj-Napoca, Romania
“Bogdan Voda™ University, Sciences of Economics Faculty, 430333, Baia Mare, Romania
96

97




o v ewer wi yout, cnitaren or hushand/ wife of prior employees of the Office that ‘
have lost their capacity of work after a working accident, orphans or widows of Post Office workers, children

or husband/ wife of employees or ex-employees,

31,43 17,14 22,86 14,29 14,29

£

Surprisingly the needs of security are placed on the 4% position, considering the risks to which the
employees of the Post Office are facing, working with a lot of money when distributing pensions, children
allowances, supportive allowances and money orders. All these deliverances are done to
To prevent their employees from robbers, the Post Office has given them mobile phones, and to the
distributors even paralyzing sprays. In addition, the company’s managers have paid for certain male
employees even training courses ag “guardians”, or “persons and vaiues guardians™,

There is an exception however, namely the younger generation who seam more interested in the
needs of esteem and social status tather than in physiological needs. They all want better paid jobs, flexible
working schedule and immediate material achievement, with minimum of effort. This fast is easily seen in

the reduced presence in the company of people under the age of 25: 1, 76% female employees and 0,8 %

male respectively.

CONCLUSIONS

the great fluctuation in the personnel,

The tests have demonstrated that they all constitute useful instruments for theoreticat investigation
by confirming all hypotheses and for Practical investigation by supplying the data regarding motivation at the
working place. The lack of total understanding of modern managerial science of our lpcal managers
represents a sign of poor theoretical knowledge of this subject. Taking into consideration that ail
expectations, both elearly expressed by the employees as well as those unexpressed by them do not have an

R R s e . tion of all
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abso B
Managers.
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Appendage 1
Test regarding the motivation of human resources '

1. Special salary incréases must be given to employees that are the best in their position.

2. So that employees know what is expected of them, better description of the job obligations must bc_
drawn. L

3. Employees must be constantly reminded that the working place depends on the capacity of the o
organization to face competition. g

4. A manager must be attentive to the physical working conditions of the employees. e

5. A manager must himself work serious so that a climate of friendship among employees is obtained.

6. An individual recognition of good performance has 2 great impact for the workers. :

7. An indifferent management may hurt the feelings of the workers.

8. Employees like to see that their abilities and skills are fully used in their job. =

9. The pension plans as well as the possibility of buying company’s shares determine workers to be * -
interested in keeping their job. :

10. Any kind of job can be attractive and may be a challenge for anyone.

11. A lot of workers are ready fo give their best for the job.

12. Management should be more interested in the employees needs, organizing social meelings after the
schedule.

13. If the employees feel proud of their work, this represents an important reward in the present.

14. Employees like to consider themselves as “the best” during the work they perform.

15. The quality of social relationships in the group is an important element.

16. Bonuses can increase the employees’ efficiency.

17. It is important for employees to know the high management of the cornpany.

18. Employees like, in general, to establish their working timetable and to take decisions regarding their
waork, having a minimal control.

19. A secure position represents an important element for all employees.

20. Adequate and good equipment represents an important element for all employees.

The above items reflect the following types of needs, being arranged according to Mallow’s pyramid:

Physiological needs: items 1,4,16,20
Security needs: items 2,3,9,19

Affiliation needs: items 5,7,12,15

Esteem needs: items 6,8,14,17

Self achievement needs: items 10,11,13,18
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CAI DE, CﬁEsTEkE A EHCIENIEI ACTIVITATII DE ASIGURARE
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Cuvinte cheie: asigurare, eficienta, venituti, cheltuieli, indicatori, risc
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REZUMAT: Imbinarea elementelor oferta-consum cu cerintele §i interesele asiguritorului i ale:
asigurafilor potenfiali reprezinti punctul de pornire In ldrgirea activititii de asigurare. Realizarea unei
eficiente sporite in domeniul asigurérilor reprezinti scopul final al societitilor de asigurare.

ABSTRACT: Combining the offer-consumption elements with the requests and interests of the
potential insurant and insurer represents the starting point of the expansion of the insurance activity. The
final goal of the insurance firms consists of achieving a superior efficiéncy in the insurance feld.

INTRODUCERE
Realizarea unei eficienfe sporite In domeniul asigurdrilor reprezinti scopul final al societifilor de

asigurare. Aceasta nu Inseamnd ca ca poate fi realizati in detrimentul activittii asiguratilor, care constituic
de altfel, suportul tuturér operatiunilor de asigurare. Imbinarea celor doua elemente, oferta-consum, cu
cerinfele si interesele asiguritorului si ale asigurafilor potentiali reprezim punctul de pomnire in largirea
activititii de asigurare, reprezints interesul general al managementului asigurérilor.

Activitatea de
asigurare

Fig.1.Echilibrul oferta-consum in cresterca eficientei activitatii de asigurari

Promovarea unor oferte declanseazi in rdndul societiiilor comerciale de asigurare o activitate cu o
complexitate ridicata, care de alifel reprezinti strategia produsulul (ramura de asigurare)', Lansarea unor noi
produse de asigurare se face Tn functie de cerintele piefii, utilizind in acest sens studii, informatii cu privire
la conditiile pietii, prognoze privind evolutia acesteia, resursele interne ale asiguritorului  planul de
implementare a produsului, determinarea i masurarea performantelor, reacfia concurentilor. Noile produse,

* Universitatea “Bogdan Vodi”, Facultatea de Stiinje Economice, 4060560, Cluj-Napoca, Romania

** Universitatea “Bogdan Voda”, Facultatea de Stiinte Economice, 400560, Cluj-Napoca, Rominia

Ly, Neagu, V. Stefinescu, N. Teodorescu, Modele ale investigdrii comportamentului consumatorului, O.1D.C.1.,
Bucuresti, 1984, pag.274-277
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Tarifarea activitatii de asigurare pornéste de la calenlul primelor nete (sau pure) §i al primelor brute
(tarifare sau comerciale), incluzind in acest ultim caz diferenele financiare care si dea posibilitate
asiguritorului de a face fatd acelor cheltuicli necesare gestionarii si comercializérii contractelor de asigurare.
0 tarifare corespunziitoare a primelor brute, care pentru asiguritor reprezintd un venit, iar pentrue asigurat un
cost, va avea in vedere elemente specifice: prima netd, cheltuielile de achiziie de contracte de 0 anumitd
valoare, cheltuielile aferente actiunii de Incasare a primelor (comisionul incasatorului stabilit in procente

din prima brutd), cheltuieli de administrafie anuale, cheltuieli de reglementare a prestafiilor exprimat in

procente din prima netd.

ACTIUNI DE LIMITARE A PAGUBELOR IN PRACTICA ASIGURARILOR .
In primul rdnd ne referim la realizarea unor actiuni specifice de cifre asiguritor, ca de exemplu:

efectuarea la timp si in bune condifii a inspectiilor de risc din care si rezulte modul in care s-a derulat
activitatea tehnica §i financiard a asiguratulul; utilizarea sistemelor moderne de stocare §i prelucrare a
informatiilor in vederea stabilirii corecte a primelor de asigurare si a despigubirilor aferenie riscurilor
asigurate; analiza pierderilor de productie multianuale 5i compararea acestora cu situatiile din analiza
activitdtii altor asigurati care au conditii tehnice, economice, naturale asemanitoare.

In al doilea rdnd, asiguritorii vor avea in vedere ca pentru cazurile de risc de importants deosebits,
si incheic o reasipurare. In aceasti situatie, eficienta economics privitd sub aspectul reasigurrii poate fi
analizati din punctul de vedere al activitdtii de primire in reasigurare si al activitdtii de cedare in asigurare.
fn cazul primirii unor oferte in reasigurare, acceptarea de ciitre Teasiguritor este determinati de informatiile
pe care le are privind volumul primelor de reasigurare pe care le va Incasa, totalul despagubirilor, eventual al -
comisicanelor pe care (obligat fiind prin contract) le va achita gi rezultatele finale ce vor obtinute. Avantajul
unei reasigurfiri trebuie privit si ca dezavantaj. In general, reasiguritorii obliga (avind in vedere gradul
ridicat de risc §i valoarea foarte mare a unei pagube probabile si posibile) acceptarea condifiilor impuse,
chiar daci reasiguratii se obligi s4 obtini cele mai bune rezultate de pe urma ceddrilor in reasigurare. Daci
nu ar fi acceptate condifiile impuse de reasiguriitori, reasigurarea nu ar putea acoperi eventualele riscuri
produse prin actiunea fenomenelor asigurate.

Cregterea si dezvoltarea comerfului mondial a impus o crestere a volumnului asigurdrilor si In primul
rind al asiguririlor in valutd, a cedirilor ¢i primirilor in reasigurare. Situatia este determinati si avantajati si
de faptul ci valoarea probabild a unor daune posibile din feromenele asigurate poate fi la acel nivel pe care o
societate de asigurare romdneasci nu l-ar putea suporta dacll existd schimbiri esentiale in ceea ce priveste
volumul primelor gi al despdgubirilor de asigurare care sunt in sarcina asiguritorului, cu atit cedirile de
asigurare vor fi mai avantajoase.

Cresterea eficien{ei economice nu poate fi realizatd de asiguriitor gi reasiguritor, daci legea nu
oferd un cadru juridic corespunzdtor desfagurdrii activititil de asigurare. Prin absenta unor reglementir, in
ceea ce priveste infiinarea, functionarea gi supravegherea societétilor de asigurare, iar spatiul de desfasurare
a acestei activititi nu este solid si coerent 5i nu inspir credibilitate, nu se poate realiza o activitate eficients.
Un aspect negativ In domeniul legislativ este acela ci ritmul de adaptare a cadrului legal propice desfiguririi
si dezvoltinii activititii societitilor de asigurare este mult mai lent decat cadrul in care se dezvoltd piata
asigurdrilor. Stabilirea unor jaloane flexibile ale cadrului legislativ, care si dezvolte posibilitatea realizérii in
conditii de garantare i sigurant3 a asigurfrilor, si in paralel, schimbarea mentalitdfii populatiei fati de
conceptul de asigurare, ar constitui la ora actuald, principalul mod de acfiune adaptat schimbdrilor
economice, seciale, politice ale Roméniei.

Un alt mod de actiune 1l reprezinii cooperarea Inire societifile de asigurare existente, agreate si
incluse In cadru organizatoric gi lucrativ al unor organisme existente sau In formare. In acest sens, agrearea
unor societdfi de asiguriid, cu o infrastructuri puternici si cu un know-how, ar constitui cadrul realizirii
competitivitatii in asiguriri. Acest cadry, care teoretic ar rispunde problematicii actuale, trebuie si valorifice
capacitatea de actiune si adaptare a tuturor asiguritorilor.
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) “VOIES })’ACCROISSEMENTDE L’EFFICIENCE
' “DE L ACTIVITE D’ASSURANCE

DELIA BEATRICE OPREAN *
SIMONA MIHAELA ILIES ~

Mots-clé: assurance, efficience, revenus, dépenses, indicateurs, visque

RESUME: L'assemblement des éléments affre-consommation avec les demandes at les intéréls de
Passurewr ef des assurés potentiels représente le point de départ dans | ‘Elargissement de Uactivité
d'assurance. Réaliser une efficience accrue dans le domaine des assurances, ¢'est Uobjectif final des
sociétés d'assurance.

INTRODUCTION

Réaliser une efficience accrue dans le domaine des assurances, c’est Pobjectif final des sociétés
&’assurance. Cela ne signifie pas qu'elle peut &tre réalisée au détriment de Pactivité des assurés, qui
constitue, d’ailleurs, le support de toutes les opérations d’assurance. La réunion de ces deux éléments, offre-
consommation, avec les demandes et les intéréts de I’assureur et des assurés potentiels représente le point de
départ dans 1’élargissement de Pactivité d’assurance et représente ’intérét général dans le management des
assurances.

o o s F_—m

Activiié
d’assurance

Fig. 1. L'équilibre offre-consommation dans ]a croissance de l'efficience de l'activité d'assurances

La promotion d’offres déclenche dans les sociétés commerciales d’assurance une activité 3
complexité élevée qui, d’ailleurs, représente la stratégie du produit (a branche dassarance)’. Le lancement
de nouveaux produits d’assurance s’effectue en conformité avec Ies demandes du marché, en utilisant dans
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1y, Neagy, V. Stefinescu, N. Teodorescu, Modele ale investigdrii comportamentului consumatorului, 0.1LD.CL,
Bucarest, 1984, p.274-277
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Lorsqu'un assureur offre des produits qui ne se i{rouvent pas sur le marché des assurances, il
s’orientera en fonction des modifications de structure et de la capacité financigre des potenticls assurés. En
agriculture, il y aurait, selon nous, un intérét réel pour Passurance des serres et des forceries, des animaux de
reproduciion, de i’inventaire meénager. L approche de ’efficience économigue de Pactivité d’assurance,
uniquement pour les produits implémentés ou nouveaux, peut Etre effectuée seulement 3 travers /g
perspective de la mise en ploce d'un équilibre optimal dans le cadve des rapporis existants sur le marché des
assurances.

Lorsque I'équilibre est instable, fait dfi 4 des informations incomplétes, nous disons qu'une décision
peut étre optimale, si I’information est maximale, en comparaison avec I'information totale possible. Sj
Péquilibre est stable, cela signifie que toutes les informations sont correctes.

LA CROISSANCE DE L'EFFICIENCE DE L’ACTIVITE D’ASSURANCE ET LA DIMENSION DES
" REVENUS ET LE NIVEAU DES DEPENSES AFFERENTES

La croissance de i’efficience de Pactivité d’assurance, quelle que soit [a forme juridique, la branche
d’activité, le risque assuré, la sphére couverte ou les rapports qui s°¢tablissent entre I’assureur et I"assuré, elle
dépend de: la dimension des revenus et le niveau des dépenses afférentes.

Les revenus ont pour fondement les primes encaissées afférentes aux assurances réalisées et aux
sommes encaissées 4 la sufte d’autres opérations spécifiques. Tandis que les sommes encaissées 2 Ia suite
d’autres opérations dépendent du marché financier et des demandes de celui-ci, le volume ictal des primes
encaissées est dépendant et déterming par la demande d’assurance. Généralement, les sociétés d’assurance
ont en vue ia réduction de la prime moyenne pour un risque assuré, de maniére 4 influencer par cela Ja
croissance de Ia demande d’assurance, du point de vue du nombre d’assurances et des objets assurés et,
implicitement, réaliser par cette voie une dispersion du risque et une réduction relative du niveau des
dédommagements,

A tous les problémes énumérés ci-dessus, Ja stratégie peut trouver réponse seulement sur le
fondement de rapports permanents enire Pactivité d°assurance et les consommateurs potentiels.

La stratégic a comme objectif la détermination, premiérement, des potentiels clients d’une assurance
et de leur profil d’activits, ct, secondairement, des offrants existants sur e marché, qui peuvent ou non
constituer une concurrence séricuse, Dans ce sens, les offrants seront analysés 2 travers le prisme deg
caractéristiques qui peuvent mettre en place une concurrence: les ressources qu’ils détiennent et les
possibilités d’extension de I’activite d’assurance, les effets de 1activité d’autres assureurs sur I’activiié
propre, ia stratégie actuelie de Ja concurrence, ies réactions d’autres assureurs an moment de I’augmentation
de Pactivité ou de I"implantation d”un nouvean service sur le marché des assurances,

Les dépenses afférentes aux opérations d ‘assurance, aussi bien directes (les dédommagements et
Peffort de mise en place et de gestion du fonds d’assurance), qu’indirectes (actions diverses, publicitg,

réclames), sont prises en compte par les assureurs. D’abord, vu que les pafements pour dédommagements
occupent fa place prioritaire dans le total des dépenses, la croissance de Pefficience peut étre réalisée surtout
par la diminution de celles-ci. Néanmoins, une réduction exagérée, au-deld de Ia [imite objective,
Tepresenterait une action anormale et risquée, car le dédommagement est Ieffet final de toute I’opération de
activité d*assurance. La fimize objective dans laquelle doit &tre encadré un dédommagement est le nivean
réel du dommage produit par un phénoméne assuré, sans prendre en considération les influences
défavorables dues an caractére subjectif qu’ont les actions entreprises ou non. Toutefois, dans certains cas le
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i € Qu caractere supjectt
dédommagement est sipérieur. 4 Ia himite objective acceptée ;,mflcxﬂal?:g; : gﬁu;hénoméne oy JSi on
dans [établissement du niveau du dédommagement et de la réalité _z_ détablissement des dommages e la
prend en considération les assurances agricoles, le caractére subjecti " lo non respect des technologies
remise des dédommagements se réferent a des Sitm}tmns dlversess; our limiter les effets des calamités
I'utilisation des variétés a productivité réduite, la non prise des mesures p

- i < iné hénoméne
o La dépréciation des résultats lors de 1’évaluation des dommages dciterminés par un p

i bien & i jcation avec retard par ’assuré des dc_vrmnagf:s
;‘:f,tfljr;ts e;:, ﬁf Seurciizh?:fisgntg:: p:::nlzsfttst SZI;Z'E:J(;{LU;THOR rapport avec les mesures de prévention ou/et
£l
de limitation d‘?S dé:‘_:iﬁls-d ’activité d’assurance part du caleul des primes nefies (ou p}]\res) et. des primes
o tzfnﬁcz;non ecrcialcs) en incluant dans ce dernier cas les différences ﬁna_nc;erc.s qui permettent
l\;ru,tes (tanfaﬁes; .conf::e aux dépcnses nécessaires 4 la gestion et & la commerm'fﬂasatlon des contrats
a,I assurcur de 3;; fication convenable des primes brutes, qui pour 1’assureur reprcsentent, un revenu, cf
g = Iason e fit, aura en vue des éléments spécifiques: la prime nette, les dépen.sl'es d acquisition .de
pour 1 a,SS"ll'é s cm{t’ aleur, les dépenses afférentes de l'action d'encaissement de‘s primes (la commission
canlf‘ats d une czgzc;;?:eczmme }pourcentage de la prime brute), les dépenses d ’adnf.unistmnon anmuelles, les
ﬁplei:;f ;;ziz;’;kmenmﬁon des prestations exprimées comme pourcentage de la prime nette.

S LA PRATIQUE DES ASSURANCES )
LIMITATION DES DOMMAGES DAl.‘vI ) . : .
ﬁfi(zzlrglr{é]if:lzl—g]a pratique des assurances montre qu’il y a une multitude d’actions, par I’application
ut obtenir une limitation des domn}agefs. L . ’ :
desqudis:;r?z?éfzmem nous nous référons 2 la réalisation d’actions _spemﬁql.les par 1 assurgur, tchlfst ;11:36 1{.:
Salisation & temps e't en bonnes conditions des inspections de risque qui pm's:sept _?m;e cccl)e p  do la
ma, l'{ie {Zians laqfcllc s’est déroulée "activité technique et financiére dedl aSS;III:C, Iuti z:'ta zc;r; : 1?‘3 :ypﬁmes
moder i Stati ) i vue d’établir cormrectem
d’interprétation des informations en ; :
m’ode]rlmnens dee‘tmi);skﬁlgéfjoentunagemfnts afférents aux risques assurés; ['analyse c{es p.?e.n"ez ’de tfroduc:;z
. a}s;anmf:;es et la comparaison de celles-ci avec les situations de Uanalyse de Uactivité d’autres ass
i :
ui ont des conditions techniques, économigques, naturelles semb-lablcs. les cas do risque & irts grande
q Secondairement, les assureurs tiendront compte du fait que pour les o oo & fxts grande
i conclut une réassurance. Dans cette sitnation, 1efficience économique vue ol Pﬁvftg’ Lo
HPPOITaﬂCf’s Ogut étre analysée du point de vue de 'activité d acceptation en réassurance etl e c;cur vie de
reassiuran;cagsumnce. Dans le cas de la réception d’offres d_e réassura’nce, i acccpta;t‘;on pa;ssirrealse ureur cst
Ze’:swr%rféc ar les informations qu’il a sur le volume des primes Eic réassurance qu’i enttr:a:) ma,leS total dos
dgtf;rn;:nagelljnents éventuellement des commissions gu’il acqmttera_(obélg?l;s)ﬁ) i:';?lnc Oamc o
. ’ & ance doit &tre envisageé a X
i seront obtenus. L avantage d’une réassurance : i  Sesavaniage,
22?1?1‘2111[;:1&% les réassureurs obligent (vu le dcgrc.eleve fic risque et_ la trcés gr‘;alr‘:édsesfgllﬁgcgtué Somom 1%: °
robable et possible) 4 I’acceptation des conditions imposées, méme si ]?§ réass > obligont & obtenlr les
Eleilleurs résultats & la suite des cessions en réassurances. 'S'll les' contilt;;sr:?s érl‘r:éopmdulzts o P A
i = : ourrait pas_couvrir les éventue
n’étaient pas acceptdes, la réassurance ne p
wnomg ” ialai i me des
Pheﬂﬂmilfilisi:;w et le développement du commerce mondial a imposé une azgmentat;fézls (:11; r;ﬂ;l; o des
i i des cessions et acceptations en - C
emiérement des assurances en devises, ¢ > e
a?tiuiﬁgﬁezs:tdg:emﬁnée et avantagée aussi bien par le fait que Ia.YEl’IGl:l‘ probable de Igzirgzn::egzsﬂ En- -
; osenus des phénomenes assurés peut &tre  un niveau qu’ung sociéte d ascisuranc]e ;}; prel yoird o
glipporter g’il v a des modifications essentielles pour ce qui ei;ﬁn: dZ: gessmns e eoes o
c Stant 4 la charge de 1’assureur, ce qui en uran
dédommagements d’assurance étan
g Salisé i g tant que la
avamagil;zsl:oissance de P’efficience économique ne peut tre reahsee’ par l_a'ssu7rcur et rcassgrlli,rabsencic i
loi n’offre pas un cadre juridique convenable au déroulement de 1act1v1tf: d assgransc(;c‘;iétés P
o1 ]Ementatli)ons en ce qui concerne la création, le fonctionner_nent etla rsurvellla::t':e es Ny
rf;gt Vespace de déroulement de cet activité n’est pas solide et cohérent t_:t n mspllrig ot it 1o Lythe
o ngivitépcﬂ"lcicnte n’est pas possible. Un aspect négatif dans le domaine lfiigls 1% ;c tivitéq e
Icjf’]e‘:dapta’ci()n au cadre légal propice au déroulement et au développement de
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d’assurance est beaucoup plus lent que le rythme dans lequel se développe le marché des assurances, -
L’établissement de jalons flexibles au cadre législatif, qui développent Ia possibilité de la réalisation dans Jes
conditions de garantie et de sécurité des assurances et, parallélement, la modification de la mentalité de la
population par rapport au concept d’assurance, constitueraient a Iheure actuelle Ia principale modalits
d’action adaptée awx changements économiques, sociaux, politignes de la Roumanie. .
Unc autre modalité d’action est représentée par Ia coopération entre les sociétés d’assurance
existantes, agréées et incluses dans le cadre organisationnel et lucratif de certains organismes existants ou en
cours de formation. Dans ce sems, Pagréation de certaines sociétés d’assurances, avec une puissante -
infrastructure et avec un savoir-fiire, constituerait le cadre de la réalisation de la compétitivité dans les
assurances. Ce cadre, qui théoriquement répondrait 4 la problématique actuelle, deit valoriser la capacité -
d’action et d’adaptation de tous les assureurs, :
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