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CAMBIAMENTO AMBIENTALE E STRATEGIA AZIENDAILE

VALENTINO GANDOLFT'

Parole chiave: cambiamenio ambientale, strategia aziendale, approcci strategici, ruolo della
strategia, vision

Sommario: L'autore ha classificato i diversi contributi teorici sulla concezione della strategia
aziendale in ire fipi di approcci: Vapproccio preserittivo, 'approccio contingentistico, ['approccio
vision-based T tre approcei rappresentano ire fasi successive dell’evoluzione del capitalismo indusiriale
dagli anni '60. L ultimo approccio & quello meno teorizzato, ma sembra quello piti adatto per definire
attualmente il ruolo della strategia, che consiste in uno schema df riferimente per integrazione
coordinata delle decisioni operative che vengono prese nel tempo e nello spazio nell'ambito delle

organizzazioni aziendali.
Anche gl approcei precedenti a quello “visionario” trovano un riscontro nella realta attuale.

Gli approecei descriiti nell’articolo corvispondono infatti a differenti situaziont decisionali, che possono
coesistere anche nella medesima impresa.

PREMESSA
Nelle organizzazioni aziendali vengono prese quotidianamente molteplici decisioni, alcune delle

quali hanno degli effetti determinanti sulla performance complessiva. Affinché siano efficaci, tali decisioni
devono essere conformi a un disegne complessivo di sviluppo, ovvero alla strategia aziendale. In termini
generali, q]uest’ultima pud infatti essere intesa come uno schema di riferimento per tutte le azioni
strategiche’. ’

Il termine strategia ha un’origine militare ed & stato coniato nel diciannovesimo secolo (von
Clausewitz, 1976), ma & entrato nel linguaggio economico solo nell’ultimo dopoguerra: prima, negli anni
*50, con un contributo di Drucker (1954) e poi, negli anni 60, con le opere di Ansoif (1965) e dell"Harvard
Business School (Learned, Andrews, Christenses, Guth, 1965).

Nel tempo, a seguito della crescita della complessitd ambientale, il concetto di strategia ha assunto
significati diversi (Rumelt, 1980, 1981). In questo articolo si vuole rilevare proprio tale evoluzione e
focalizzare la concezione di strategia aziendale che sembra pit adatta per il governo delle imprese
nell’attuale contesto ambientale. A tal fine, prima preciseremo iI ruolo demandato alla strategia, a
prescindere dalla concezione assunta nel tempo, poi rileveremo la distinzione tra gli approcci strategici
teorizzati. .

I diversi contributi teorici sulla strategia aziendale possono essere raggruppati intorno a tre principali
approcei, che sono emersi in successione storica: ’approccio prescriftivo, I’approceic contingentistico e
’approccio vision-based. A seconda dell’approccio, cambia il modo di intendere ¢ definire il ruclo della
stratepia. Fondamentalmente, quest’ultimo consiste -nell ‘ordinamento delle decisioni operative prese nel
tempo e nello spazio nell’ambito delle organizzazioni aziendali; un ruolo che si espleta in maniera
complessa, cioé con una varieth e variabilitd di risposte manageriali, atte a valorizzare sotto il profilo

"Universith degli Studi, Facolta di Economia, Parma, Ttalia

YE> utile distinguere la strategia generale dalle azioni strategiche. Mentre la prima consiste in una linea guida, le
strategie sono le azioni per realizzare fe decisioni strategiche. Queste ultime, a differenza di quelle esecutive, sono le
decisioni che hanno degli effetti di medio lungo termine sulle attivitk aziendali ¢ sono relativamente irreversibili.

In un sisterna aziendale si distinguono tre fondamentali livelli di decisioni strategiche, che danmo luogo ad
altrettanti tipi di strategfe: le strategie di corporate, che riguardano tutta I'impresa; le strategie di business, che attengono
a specifiche business unit; le strategic funzionali, che interessano le specifiche aree di attivitd{produzione, marketing,
approvvigionament, finanza, ecc.) (Grant, 2006). La strategia generale o strategia aziendale riguarda tutti i livell di
decisioni strategiche.



economico “la varieta e la variabiliiy delle minacce-opportunitd specifiche broposte dall’ambiente™ (Di
Bemardo, Rullani, 1986, p. 41). Questa capacitd verifica il noto principio del reguisity variety di Ashby

L’APPROCCIO PRESCRITTIVO

E’ I'approccio che accomuna i primi conitibuti teorici della strategia aziendale, quelli elaborati negli
anni *50 ¢ 60 del secolo S¢orso, in corrispondenza della massima esaltazione della produzione d; massa,
quando I’ambiente esterno all’impresa e il mercato si caratterizzavano per una relativa stabiljta. Chiaramente,
il contesto ambientale non & mai stato stabile, ma in quegli anni i cambiamenti erano relativamente lenti ed
erano possibili valutazioni prospettiche abbastanza attendibil;.

In tale situazione, le imprese erano in grado di definire un insieme di decisioni strategiche che
potevano essere realizzate senza sostanziali mutamenti di contenuti, a prescindere dalla lore formalizzazione
0 meno in un piano strategico. In un’impresa vi pud essere una strategia anche senza la sua esplicitazione in
un documento, potendo essere circoscritta nefla mente imprenditoriale. La strategia pud essere il risultato
dell’intuizione dell’imprenditore o deil’elaborazione mentale dello stesso sulia base dj informazioni fornite

da ristrette cerchie di persone dentro 'impresa o da soggeiti importanti esterni con cui Iimpresa si rapporta.

* selezionare i business in cui I'azienda opera o sta per entrare;

* perseguire un vantaggio competitivo difendibile nel tempo in ciascuno dei business interessati,

meta-obiettivo(quale, per esempio, la massimizzazione de] profitto), ma a un traguardo, un risultato ben
definibile nelle sue coordinate quantitative o temporali, coerentemente con i valor, la cultura, le attituding
dei membri dell’organizzazione, Secondariamente, i] rispetto di detto requisito significa che Ja strategia deve

1 seconde aspetto concerne P"assunto della stretta integrazione tra i tre livelli di decisioni fondamentali
di cui si & detto. Aj contrario, nelle imprese si creano spesso dei contrasti tra livell decisionali, che si
ripercuotono sulla performance competitiva

Siffatta concezione della strategia e la connessa procedura di formulazione hanno cessato di essere
valide a seguiio della nuova connotazione assunta dal cambiamento ambientale a partire dagli anni 70,
L’ambiente si & fatig “turbolento”, il cambiamento & diventato pii rapido e pitl complesso, sempre meno
prevedibile. Cid ha svuotato Ia portata della strategia configurata nello schema volto a ordinare le decisioni
operative nei diversi livelli decisionali, E’ cosi emersa I'esigenza di un nuovo modo di Tare strategia in gran
parte delle organizzazioni aziendali e per molte situazioni decisionali della singola organizzazione:
Iesigenza di una nuova quatificazione di quel ruolo fondamentaje d’impresa di cui si & detto, conforme alle
nuove caratteristiche ambientali.

2 Sulla medesima linea di pensiero troviamo Andrews (1980), Chandter (1980), Glueck (1980, Rumelt (1980).
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Figura 1 Stadi del processo strategico .
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dei processi decisionali. Si rileva al riguardo una stretta relazione tra sirategia emergente, nel senso positivo
dato, e la 'creaﬂvité/spontaneité che viene lasciata alla struttura organizzativa dell’impresa®,

In altre parcle, lo schema strategico proposte da Mintzberg e Waters dimostra che la strategia
realizzata deriva da due componenti fondamentali, che riflettono anche due differenti concezioni teoriche: la
“strategia intenzionale” ¢ la “strategia emergente”, le quali da differenti tipi di apprendimento. La prima &
basata essenzialmente sulle fimzioni aziendali di pianificazione ¢ di controflo. La strategia emergente nasce
dall’apprendimento strategico, dall’esperienza e dal’intuizione del management della lettura del
cambiamento. Mintzberg e Waters privilegiano I"apprendimento ai fini della formazione delle strategie:
menire le strategie deliberate, appena formulate, precludono Papprendimento, quelle emergenti lo
alimentano. Tuttavia, le sole strategie emergenti non escludono il controllo. Quindi, i processo di
formulazione di strategie deve procedere combinando le due modalita strategiche: quella che genera strategie
deliberate e quella che consente che le strategie emergano. Al limite, nessuna delle due vie di per s€ ha
molto senso: “I°apprendimento deve accompagnarsi al controllo” (Marchini, 1995, pp. 61-62).

Lo schema strategico focalizzato da Mintrberg e Waters rivela, molto verosimilmente, che nelle realta
aziendali il processo strategico & in continua ridefinizione e che percid esso mal si coneilia con I'idea di una
strategia definita da obiettivi, confini di aree di business, comportamenti definiti. Questo contrasto serve a
spiegare almeno in parte perché nelle stesse grandi imprese ~ le pid interessate a definire linee strategiche di
lungo termine e quelle pid in grado di realizzarle — il processo formale di elaborazione deila strategia trovi un
limitato riscontro.

Nonostante tale diffuso comportamento del management aziendale in ordine alla strategia, resta [a
necessitd di avere un riferimente su cui configurare le aitivitd aziendali ¢ coordinare i diversi liveli
decisionali. Se & vero che le strategie emergenti costituiscono un elemento di grande interesse per il futuro
deli’impresa, & anche vero che la casualita ¢ if caos non devono costituire 1’essenza del governo dell’impresa;
L£id  significherebbe una rinuncia alla creazione di una “trama strategica”, che per il- management risula
invece essenziale ¢ frrinunciabile. =

L’APPROCCIO VISION-BASED

Il superamento del rischio di dissolvimente del ruolo della strategia insito nell’approceio
contingentistico sembra trovare un fondamentale apporio nelle teorizzazioni incentrate sulla “vision”™,

1l concetto di vision viene talvokta inteso con lo stesso significato di mission. E’ perd opportuno

distinguerli®. La visione pud essere fatta coincidere con cid che “I"impresa potrebbe/vorrebbe diventare”,

*E’ indicativo al riguardo il caso deill’impresa Honda nel mercato americano negli anni *60. Dopo il successo delle
proprie motociclette nel mercato domestico, ove poteva realizzare economic di costo grazie all’elevata scala
produttiva, I'impresa ha deciso di entrare nel promettente mercato Usa, puntando perd non tanto sulle motociclette di
piccola cilindrata, come in Giappone, guanto sulle moto di medio-grande cilindrata, conformemente all’offerta nel
IMercato americano.

In realtd le vendite della Honda di tali moto stentavano a decolfare. 71 successo & invece arrivato per fe moto di
piceola cilindrata, che nel mercato americano venivano wtilizzate solo dal personale dell’impresa giapponese. Tl ttto &
iniziato quando una catena americana di supermercati ha chiesio alla Honda di vendere la 50cc, Nonostanie il
Dpessimismo dei dirigenti della Honda, la domanda ha cominciato a crescere, e attraverso non i dealer di motociclette ma
inegozi di articoli sportivi.

Conta rilevare che il successo delle vendite del segmento di 50cc & derivato non dall’effetto di una strategia
progettata, bensi dalla capacita dei dirigenti della Honda di rispondere tapidamente a scgnali del mercato, spostando le
risorse dalle moto di grossa potenza al modello di 50ce, che veniva richiesto non in virth del basso costo e del livello
tecnologico ma dell’orientamento del consumatore, andando verso moto facili da guidare, da acquistare non per
oceasioni ludiche ma per utilizzare nel trasporte quotidiano (Pascale, 1984 ¢ Pellicelli, 2005 ; nostri adattament;).

Per una rassegna esaustiva delle concezioni di vision e mission si rinvia in particolare a Kotler((2004),
In termini generali, per missione d’impresa si intende Iattivita fondamentale — gia intrapresa o da intraprendere —
ovvero cid che I'impresa fa o si propone di fare. 11 termine pud percid essere riferito tanto alla sitnazione esistente,
quanto alla situazione aziendale firura. Possiamo definire la missione sulla base di tre fondamentali parametri (Sicca,
1998): L’offerta, ovvero I"ampiezza dei setfori/segmenti o del portafoglio prodotti/servizi che qualificanc [a prestazione
aziendale; i segmenti di domanda a cui si tivolge I’impresa, cioé I’ampiezza del mercato (anche in senso geografico); le
tecnelogie produttive utilizzate, vale a dire le competenze esclusive connesse all’ampiezza dell’output e-del mercato. La
Ietteratura di management attribuisce una rilevante importanza al concetto di missione: Ia sua esplicitazione all’interno
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Collis e Montgomery danno altresi rilevanza all’infrastruttura organizzativa. Secondo la letteratura
che si ispita all’economia industriale, tale relazione va intesa essenzialmente nel senso che la struttura
organizzativa & una derivata della strategia; in base ai contenuti di quest™ultima, elaborata in dipendenza del

contesto ambientale, va progeftata I’organizzazione € vanno costituite o ricercate le risorse ¢ le competenze

per le singole aree di affari (Chandler, 1962). In realtd, gli studi di matrice aziendale hanno ben messo in
evidenza anche una relazione inversa, nel senso che vi & il condizionamento esercitato dall’organizzazione
sulla definizione della strategia (Roberts, 2004) & percid sulla rivisitazione della stessa visione. :

Da ultimo occorre rilevare che, in stretta coerenza con quanto si & appena tilevato, il triangolo della
straiegia di Collis e Montgomery focalizza Pattenzione strategica sulle tisorse umane. Queste sono infatti
pasilari non solo sul piano dell’implementazione della strategia ma anche su guello della progettazione della
stessa e, ancor prima, in ordine alia verifica e alla rivisitazione della visione.

In stretia sintesi, una chiara visien pud rappresentare quelia trama che le imprese ricercano per saldare
1a progettazione ¢ le emergenze di cui si & detto precedentemente. “Le imprese — & stato rilevato da Simon e
Zatta (2006) — si muovono sempre lungo una softile linea sospesa tra L ordine e il caos, tra la previsione ©
I’'imprevisto... troppo ordine conduce alla paralisi, mentre una dose cceessiva di caos pud distorcere la

strategia®(p. 149).

CONCLUSIONE
&i & visto che in relazione alla molteplicita di decisioni che vengono prese a vari Iivelli gerarchic,

nelie imprese serve uno schema di riferimento, ovvero una guida per assicurare 'interdipendenza tra le
stesse e la loro conformita alle finalita imprenditoriali. Tale quadro di tiferimento costituisce la strategia
generale, una sorta di meta-decisione, che sovrintende alle diverse decisioni. A guest’ultimo riguardo si &
rilevato che nel tempo & mutato il modo di fare sirategia. In tale evoluzione sono stati proposti diversi
contributi teorici, i quali possono essere raggruppati in tre ordini di approcei strategici. Questi approcci
esprimono una sequenza temporale, che ha inizio negli anni *60. Essi corrispondono a tre fasi del capitalismo
fordista: 1a fase della massima espansione degli anni *60; 1a fase di crisi delie grandi imprese degli anni 70,
in cui si & sviluppato 1’orientamento aziendale della flessibilita nei confronti della crescente complessita
ambientale; Ia fase in atfo, caratterizzata dalla globalizzazione dell’economia e dall’impatto delle nuove
tecnologie dell’informazione.

Fino agli anni "60 la strategia poteva svolgere il suo ruolo atfraverso la definizione di un insieme
integrato di decisioni di lungo termine. Successivamente, tale ruolo si & dissolto e al management & venuto 2
mancare wn riferimento generate per le diverse decisioni operative. E> a partire dagli anpi 70 che la
letteratura manageriale si & arricchita di numerose tearizzazioni della natura contingentistica della strategia
aziendale, :

Proprio al fine di ricuperare il Tuolo essenziale della strategia, nell’ultimo decennio Pattenzione delle

i e degli studiosi di strategia & stata incentrata sul concetto di vision,

jmprese operanti in mercati complessi
quale dimensione essenziale della strategia. La vision, chiaramente, rappresenta una forma indefinita di

strategia ma costituisce una guida per io decisioni fondamentali, Essa si traduce in strategia soprattutto
attraverso I’impegno dell’crganizzazione aziendale nello sviluppo di processi cognitivi volti all’ innovazione
continua delle attivith produttive, organizzative, gestionali e dei modelli di business.
L’idea di strategia come prospettiva, ovvero come un “intento” o una “visione®, & un qualcosa che
sta a indicare il futuro ¢ I'azione complessiva dell’organizzazione senza lasciare completamente la “scena” al
caos. La strategia non deve perdere il suo confenuto progettuale di fronte alle disfunzioni generate dalla
casualita e dallirraziopalita dei comportamenti individuali: deve tenere conto di tali disfunzioni fondando la
sua risposta dinamica sulle competenze e sulle capaciti di apprendimento delle persone ¢
dell’organizzazione. La strategia deve continuare a indicare la “strada” e a rappresentare le grandi idee
innovative su quel “che si fard” e su quel “che va fatio” oggi perché Iimptesa possa essere qualcosa di

diverso in futuro.

nella fase iniziale dello sviluppo strategico non si applichino 1 modelli tradizionali. Si deve essere di vedute pinitosto
quanto lontano e

larghe in merito al settore del business nel quale si combatieranno le proprie battaglie, nonché su
quanto veloce si vuole andare. Questo processo mentale & tutt’altra cosa dal tipo di insegnamento tradizionale delle

husiness school riguardo a come si fortmmla una strategia {Ohmae, 2005, con adattaments).




Le tre concezioni del ruolo della strategia rappresentano senz’altro una suceessione temporale. Non
vanno perd intese nel senso di una progressiva sostituzione. Nella realtd odierna si riscontrano tutti gli
approcel illustrati, Nelle organizzazioni aziendali che operano in situazioni ambientali meno dinamiche
conserva una certa validita la strategia conforme alla concezione pili strutturata o prescrittiva. Per comntro,
uelle organizzazioni incentrate su intensi processi innovativi e sul capitale intellettuale, posizionate in reti del
velore carafterizzate da intense interazioni intersoggettive, predomina la strategia “visionaria”, Gran parte
delle imprese fa tuttavia ampio ricorso a modalitd strategiche proprie della transizione post fordista, che
fanne leva sulla flessibilita operativa (approccio contengentistico).

La coesistenza tra le modalita strategiche dei tre approcei si riscontra spesso anche nella medesima
organizzazione aziendale. Qui possono infatti esistere aitivitd aziendali che si rapportano a differenti contesti
operativi, gestibili con modalitd decisionali riconducibili ai different; approcci strategici.
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ABSTRACT: Three different theoretical approaches to company strategy are described:
prescriptive, contingency and vision-based. The approaches represent three phases in the evolution of
industrial capitalism since the 1960s. The vision-based approach jas been less subject to theorefical
discussion but appears to be most appropriate lo define the current role of strategy, a Jramework of
reference for the coordinated integration of operational decisions taken in time and space by compary

management.
The prescriptive and contingency approaches can also be found today; the three approaches

correspond to decision-making situations which may coexist int the same company.

INTRODUCTION
In the life of firms, numerous decisions are taken every day and some of them determine the overall

performance. In order to be effective, these decisions need to follow an overall plan of development, or
company strategy. In  general terms, company strategy is in fact a reference frame work for all strategic
actions’.
The word ‘strategy” was originally. a military term coined in the 19th Century (von Clausewitz, 1976)
and was used in business language only after the Second World War, first in the 1950s by Drucker (1954)
then in the 1960s in the works of Ansoff (1965) and the Harvard Business School (Learned, Andrews,
Christenses, Guth, 1965). .

Over time with the increasing complexity of the business environment, the concept of strategy has
taken on different connotations (Rumelt, 1980, 1981). This article traces the evolution of the concept of
company strategy and focuses on the conceptualization most useful for company management today. The
role of strategy over time is first examined, Jeaving aside changes in the concept, and subsequently the
distinctions between theoretical approaches are described.

Theoretical contributions on company Strategy can be grouped into three main categories which
appeared in a chronological sequence. These are the prescriptive approach, the contingency approach and the
vision-based approach, The role of strategy is defined differently in each, but basically it consists of “fhe
ordering of operational decisions taken in time and space” in the firm. The role is complex in that there can
be u wide range and variation of managerial solutions to “vatiety and variability of threats and opportunities
posed by an environment ” (Di Bernardo, Rullani, 1986, p. 41). This capacity to find a solution is tested by
Ashby’s (1956) well-known Law of Requisity Variety which states that the complexity of what is to be
governed needs to be matched by the instruments of management. As Ansoff points out, “For an efficient
response to the business environment, the complexity and rapidity of company solutions must equal the
complexity and rapidity of challenges posed by the environment. The firm will be unsuccessfil if its
response is foo simplistic or too complicated” (1984, p. 27).

" University of Studies, Faculty of Economics, Parma, Ttaly
U1t is useful to distinguish overall strategy, or guidelines, from strategic actions which realize strategy. These have

medium or long term effect on company activity and are relatively irreversible.

There are three levels of strategic decision and thus three different types of strategy in a company: corporale,
concerning the whole company; business, which concern specific business units; and functional, which concern areas of
activity such as production, marketing, procurement, finance, ete. (Grant, 2006). Overall or company strategy concemns

all levels of strategic decisions.
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Fig. 1 Stages in strategic process
Adapted from Mintzberg and Waters, 1985

The degree of overlap between “intentional strategy” and “realised strategy” depends of course on two
main types of factor: the degree of consensus over strategic plan in the firm and the control tht management
is able to exert over the external environment. But as Fig. 1 shows, the processes leading to the strategic
result are complex, Intentional strategy is ofien only the start or inspiration of the process, and it can be the
result of formal analysis or the informal expression of entrepreneur initiative. Contingencies in this play a
large role; new, unforeseen relevant facts can lead to slight or important medification being undertaken. It is
often precisely these unexpected occuirences which lead to a company’s success. They may go to prove that
management has been able to read weak and unexpected signals from outside the field of formal decision
making, There is in fact a close relationship between “emergent” strategies, in the positive sense and the
creativity or spontaneity that the structure of the organization is allowed .

In other words, Mintzberg and Waters show that rezlized strategy is the result of two main
components, which involves two different theoretical conceptions: “intentional strategy” and “emergent
strategy” which involve two different types of learning. “Intentional stratepy” is based on management

functions of planning and control. “Emergent strategy” is based on strategic learning and management
experience and intuition in reacting to change. Mintzberg and Waters give emphasis to learning for forming
strategy. Deliberate strategies freshly formulated leave no space for learning, while emergent strategies make
it more important, But emergent strategies in themselves do not exclude control. Strategy formulation
therefore needs to combine the two types, deliberate strategies and emergent strategies need to be allowed to
exist at the same time. Neither type of strategy can usefully exist by itself: in Marchini’s words: “Learning
must accompany control,” (Marchini, 1995, pp. 61-62).
Mintzberg and Waters’ model shows that strategy in firms is being continuously defined, which

appears to fit real world observation. Strategy is not only a question of objectives, limited areas of
responsibility and defined behaviors. This conflict partly explains why in large firms, which are most

* An example of a company reading unforeseen signals is Honda on the 1960s US market. After the success of its
motorbikes on the domestic market, where high output made scale economies possible, Honda entered the US market,
offering not so much the smaller models popular in Japan but medium-large models like those already for sale in the

Us.

Sales were slow to take off, but smaller motorbikes, which were at first used only by Honda staff, became more
successful when a supermarket chain asked to sell the Honda 50cc. Honda management was pessimistic, but demand
increased through sports shops rather than motorbike dealers.

The success of the S0cc was thus not due to planned strategy, but rather to management capacity to respond quickly
to market signals. Resources were shified from production of large models to the smaller ones as a result of consumer
orientation. Smaller models were popular with consumers not because of their low cost or technological characteristics
but because they were handy for daily transport rather than leisure (Adapted from Pascale, 1984; Pellicelli, 2005).
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inferested in defining long-term strategies and most able to realize them, the formal definition of strategy is
not frequent.

Although the disregard for formulating strategy is widespread in company management, a framework
is however necessary in order to configure company activity and coordinate the different levels of decision-
making. Emergent strategy is very important for the future of a firm, but change and chaos must not be the
essence of company management. For management a ‘strategic line’ is an essential requirement.

THE VISION-BASED APPROACH

Vision-hased approaches seem to remove the risk of the disappearance of strategy effected by the
contingency approach, Vision is sometimes held fo be the same as ‘mission’, but it js helpful to distinguish
the two concepts’. Vision can be what “the company could / would like to be come”, or “an idea of the
future” (Sicea, 1998, p. 722). This is a useful normative concept in that it can be an important point of
reference for company organization as a whole. Hame] and Prahalad (1994) significantly interpret vision in

the sense of “strategic intent”, or long-term indications to motjvate human resonrces, A vision-based

approach, based on the desired fature for the company is therefore similar to the idea of mission,

company, “It has been observed that for a vision to be translated into a positive reality it must be
disseminated inside the organization and percejved by every component” {Macchia, 2010, pp. 140-141), Lt is
useful to note that an important precondition for sharing vision is sharing company culture, made up of the
convictions and values “which give meaning to what the members of an organization do, and supply the
rules goveming behaviour in the organization” (Davis, 1984, p. 1).

The “visionary’or ‘prospecﬁve’_’_ approach (Invernizzi, 2004, p. 8) is usefilly represented by Collis and
Montgomery ( 1995) as a triangle of Strategy. Fig. 2 shows that general strategy consists of identification /
sharing of a vision according to the business objectives and main targets of the firm. These targets concern
firm development in quantitative terms (growth rate) and qualitative terms {approach 1o innovation) and
constitute constraints for the different management levels of the firm, They may be wider than economic
decisions, bui they determine overall strategy,

—_—

See Kotler (2004) for the concepts of vision and mission,
In general terms, company mission is the majn activity, already undertaken or ¥et to be undertaken, or what the
company aims to do. It can therefore concern the existing company situation, or the future one, Sicca (1998) defines
mission on the basis of three parameters: supply, or the 1ange of sectors/segments or the portfolio of products or

This means that mission is a wider concept than core business, which means only the idea of the product, Mission
on the other hand includes skills used to pursue competitive positioning or preparation of output.
" The concept of mission js clear in the case of Pirelli, Company statues state that the mission is to produce tires and
cables to transport people, poods, energy  and information in different national markets round the world, nsing
distinctive techaical and research skills (www.it.pirelli.conﬂweb/govemance).
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Fig. 2 Company strategy as a triangle
Adapted from Collis and Montgomery, 1995,
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business areas (Chandler, 1962). In reality, company structure studies show that there is also an inverse
relationship in the sense that the organization influences the definition of strategy (Roberts, 2004) and thus
review of the vision itself,

Lastly and consistently with the above, note that Collis and Montgomery’s triangle focuses strategy in
Human Resources, Human Resources are in fact fundamental to sirategy planning and implementation, and
also, perhaps more importantly, to the checking and review of the vision, )

In short, clear vision can be the story or plot that firms need to link planning to contingencies. Simon
and Zatta (2006) write “Firms always walk a narrow line between order and chaos, the expected and the
unexpected ... too much order leads to paralysis but too much chaos can distort strategy”(p.149).

CONCLUSION

1t has been seen that companies require a framework of reference for the multiple decisions to be taken
at the various hierarchical levels. They need guidefines to make sure that decisions correspond to
management aims. This framework constitutes a sort of underlying meta-decision. The way strategy is
formed has changed over time, and the three main theoretical approaches starting from the 1960s were
outlined. The three approaches correspond to three phases of Fordist capitalism. The first corresponds to the
expansion phase in the 1960s. The second approach corresponds to the crisis of the large firm in the 1970s
which saw the rise of flexibility in response fo increasing complexity of the environment. The third current
phase is characterized by globalization of the econtomy and the impact of new information technologies.

Until the 1960s, strategy was formed by an integrated set of long term decisions, Management
subsequently lost this overall reference for operational decisions, and from the 1970s literature on
management has been enriched by the theorization of the contingent nature of company strategy. Precisely in
order for sirategy to regain its esgentigl role, in the last decade the attention of firms operating in complex
environments and strategy experts has been focused on the concept of vision as an essential dimension of
strategy. Vision, of course, is an undefined form of strategy, and constitutes guidelines for basic decisions, It
is translated into strategy especially in the involvement of company management in leamning processes for
continuous innovation of production, organization management and business models.

The idea of strategy as forecast, “intentjon’ or ‘vision’, makes strategy into something indicating the
future and overall action without giving way to ‘chaos’. Strategy must not give way to malfunctioning
caused by chance and irrationality of individual behavior; it must take account of these problems and
respond dynamically on the basis of skills and learning capacity in the firm. Strategy needs to indicate the
way ahead and represent important ideas for innovation in ‘what will be done” and “what needs to be done’
today so that the firtn can adapt to tomorrow.

The three different approaches to the role of strategy occur in a time sequence, but they are not to be
understood as replacing one another over tine, All three can be found today. For firms operating in less
dynamic contexts, the more structured or prescriptive approach remains vaiid. But in firms where innovation
or intellectual capital is more important, operating in value networks with intense interaction between
subjects, the vision-based approach tends to prevail. Most firms of this type however make recourse to the
contingency approach, more typical of post-Fordism, in their need for operational flexibility,

The coexistence of three approaches to strategic models also often occurs within the same firm,
There may in fact be company activities connected to ditferent operational contexts that are run at the same
time through decision-making policies reflecting all three approaches.
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O ABORDARE PRIVIND AUDITUL SITUATHLOR
FINANCIARE IN MEDIU INFORMATIZAT

SABINA FUNAR™
CLAUDIA IONESCU®

Cuvinte cheie: mediu informatizat, situatii

financiare auditate, tehnici de audit asistat de
calculator, riscul nedetectdrii, evaluarea riscurilor IT

REZUMAT: Generarea informatiei JSinancigrcontabile tnir-un mediu informatizat poate avea
consecinge economice majore, impundndi-se implicarea activitdfii auditorilor, acestia avdnd menirea de
a mdri credibilitatea situatiilor fnanciare publicate de citre diferite entitdli. Asa cum prevede Cadrul
general LASB (International Accounting Standards Board), peniru elaborarea §i prezentarea situatiilor
Jinanciare, principalele caracteristici calitative pe care trebuie

84 le indeplineasci situatiile financiare
sunl: imteligibilitatea, relevanta, credibilitaten §i comparabilitatea
Dezvoltarea societddii informationale, carvacterizate prin

proceselor 5i controalelor, prin sigurania in fincfio

dependentei fafei de acestea, insotitd, de asemenea, de cregierea necesitdilor de informare corects §i

operativid creeazd necesitatea unor noi abordiri ale procedurilor §i arhitecturilor de auditare g
sistemelor financiar contabile. Bung Simetionare a sistemelor informatice financiar contabile frebuie si
Jie asiguratd prin proceduri IT specifice care au in

vedere aspecte caracteristice prelucrdrii in mediy
informatizat care au impus st necesitatea auditulii.

Auditul informaiei conigbile in condifiile wtilizétrii sistemelor informatice este un demers prin
intermediul cariuia se wrmdrese: exprimarea urei opinii cu privire la corectitudinea sitnafiilor financiare,

determinarea gradului de sinceriiate in raporiarea situatiilor financiare, detectarea fraudelor §i erorilor,

integrarea 5i aulomatizareq
nare crescutd a sistemelor dar §i prin creglerea

INTRODUCERE

Practica a demonstrat, in mod explicit, ci existi un conflict de interese intre cei care culeg,
prelucreaza si sintetizeza informatiile financiar-contabile si utilizatorii acestor informatii. Adesea, utilizatori
manifestd o lipsi de incredere in informatiile furnizate de contabilitate, deoarece producitorii de informaii
financiar-contabile nu sunt, de reguld, independenti in raport cu operatiunile efectuate si situagiile prezentate,
Consecinfele economice majore care pot rezulta, au fieut necesard interpunerea activitiii auditorilor
financiari, acegtia avind menirea de a miri credibilitatea situatiilor financiare publicate de citre diferite
entitdfi. Pentru ca informatia contabild si rdspundd cerinfei de a reflecta imagirtea fidela a situatiei
patrimoniale, financiare si a rezuliatelor unei organizatif sau a wmi grup de societdf, ea trebuje si
indeplineasca anumite criterii de calitate,

Asa cum prevede Cadrul
elaborarea §i prezentarea situatiilor
indeplineasci situatifle financiare sun
de acestea se mai pot ment
calitative,

general IASB (International Accounting Standards Board) pentru
financiare, principalele caracteristici calitative pe carc trebuie si le
t: inteligibilitatea, relevanta, credibilitatea si comparabilitatea. In afara
iona: oportunitateq, echilibrul cost-beneficin, echilibrul intre caracteristicile

Uniunea Europeani a optat pentru ideea de
timp ce I4SB (Tnternational Accounting
a standardelor internationale., Tendin
financiar-contabila se modeleazi con

armonizare, consideratd a fi un proces mai flexibil, in
Standards Board) a ales normalizarea ca modalitate de omogenizare
{a vizibila, In prezent, este ci directivele europene privind activitatea
form Standardelor Internationale de Contabj litate,
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4. Datoriti interventiei umane, care nu are intotdeauna asociate protectii stricte privind autorizarea
accesului §i intervengia asupra fondului de date, in dezvoltarea, fntrefinerea si operarea sistemului
informatic, existd un potenjial foarte mare de alterare o fondului de date f3ird o dovadi explicitd.

3. Ca urmare a gestiondrii automate a unui volum mare de date, farx implicare umana, existd riscul
nedetectiirii pentru o perioads hungd de timp a unor srori datorate umor anomalii de proiectare sou
de actualizare a unor componerite sofiware.

6. In cazul uner proceduri say tranzactii executate in mod automat, autorizarea acestora de cifre
management poate fi impliciti prin modul in care a fost proiectat si dezvoltat sistemnul informatic si
pentru modificitile ulterioare, ceea ce presupune lipsa unei autorizéri similare celei din sistemul
manual, asupra procedurilor §i franzactiilor.

7. Eficacitatea procedurilor manuale de control este afectatd de eficacitateq procedurilor IT in
situafia in cave procedurile manzale se bazeazd pe documente st rapoarte produse i mod automat
de sistemul informatic.

8. Extinderea structurii de control intern cu proceduri specializate, bazate pe wtilizareq felmologiei
informatiei, are efecte in planul monitorizzirii activitifii entitdii prin utilizarea unar instrumente
analitice oferite de sistemu] informatic,

9. Efectuarea testiirii asupra unui volum mare de date, prin utilizarea tehnicilor §f instrumentelor de
audit asistat de caleulator, este Jacilitatd de existenta ynor proceduri de prelucrare s analiza oferite
de sistemul informatic,

10. Evalugrea riscurilor in cazul misiunilor de audit in mediu informatizat trebuie $i aibd in vedere
probabilitatea obtirerii unor informafii evonate cy Impact semnificativ asupra auditulii, ca rezultar
al unor deficiente in Junctionarea sistemulyi informatic. Aceste deficienfe pot fi legate atit de
calitatea infrastructurii hardware §i software, de dezvoltarea §i intrefinerea aplicatiilor, de operarea
sistemului, de securitatea sistemului gi a informatiilor, de calitatea personalului implicat in
functionarea sistemulut, de calitatea documentatiei tehnice, cit §i de interventiile neautorizate asupra
aplicatiilor, bazelor de date sau conditiilor procedurale impuse In cadrul sistemului,

Ca urmare a cerintelor impuse informatiei contabile de citre utilizatorii s#i, produsele informatice
trebuie si indeplineasca, la rindul lor, o setie de cerinte specifice. In Romania existd o multitudine de
dezvoltdri ale unor astfel de produse care trebuie si se raporteze la o serie de criterij si cerinfe minimale
reglementate, in principal, prin norme metodologice ale Ministery] Finantelor Publice preluate de Corpul
Lxpertilor Contabili i Contabililor Autorizafi (CECCAR). Acestea se referd la controlul intern si extern.

Pentry controlul intern, anditul are cu prioritate in vedere urmatoarea problematici:
1. Actualizarile sisterauluj informatic in concordanta cu modificirile legislative;
2. Cunoasterea functionarii sistemului informatic de citre utitizatori (personalul de operare);
3. Accesul la date {confidentialitate, utilizare de parole de acces la date si 1a sistem);
4. Optiuni pentru alegerea tipului de suport magnetic pentru copiile de siguranti:
5. Posibilititi de depistare gi rezolvare a erorilor.

Pentru controlul extern, audiml utitizeazd metode de verificare completd (a Intregii populatii) sau prin sondaj
{ptin egantionare) si are in principal ca obiject:

L. procedurile de prelucrare informatizati:

2, operatiunile inregistrate automat in contabilitate;

3. testele de contro] asupra fluxulni de de prelucriin automate,

CONCLUZII

Auditul informatiei contabile in condifitle utilizirii sistemelor informatice este un demers prin
Jmtermediul cévuia se urmdrese: exprimarea unei opinii cy privire la corectitudineq situaffilor financiare,
determinareq gradulyi de sineeritate in raportareq situgfiilor financigre, detectareq Jraudelor si erovilor. De
asemenes, extinderea misiunilor de aundit atat ca arie de desfisurare cat §i ca grad de complexitate impune
accentuarea necesitifii informatizirii acestora si evidentierea particularitafilor realizarii umy astfel de proces
intr-un mediu informatizat,
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AN AUDIT APPROACH OF FINANCIAL STATEMENTS IN A COMPUTERISEL ENVIRUNMEBN §

accordance with eertain criteria. Normally, the criteria may relate to generally accepted accounting principles

or any other accounting method adapted to the specific organization.
Over time, the primary objective of the audit has evolved to detect fraud and errors in cerfifying

financial statements, to verify their compliance with certain predetermined criteria. The audit objective
change required the development of audit techniques. In the globalized economy and internationalization of
financial markets, traditional methods of verification of transactions involving a comprehensive -control
praved too costly and time consumer. For this reason they were replaced by random sampling and statistical
techriques, computer audit assisted technigues, the anditor asking the same time, an emphasis on efficiency
and effectiveness of internal control. .
Financial auditor identifies and assesses risks for each category of economic transzctions. At the
same time, the auditor should consider whether there is a risk for error in the entity's audited financial
gtatements, and if they were made intentionally or upintentionally. Auditors must identify and report
deviations consisting of: infernal control weaknesses, inconsistencies in the way of preparation of financial
siptements accounting resulting economic errors or unusual transactions, which indicates the existence of

fraud, lack of probity or corruption.

INFORMATION TECHNCLOGY AND AUDIT
Information technology can contribute significantly to business efficiency, including the aspect of

enterprise governance, through appropriate and effective use. In most cases it is difficult to determine which

technologies are relevant to business needs and when appropriate use of options is not always clear.

Development of information society, characterized by integrating the automating processes and
controls, by increasing operational systems safety and by increasing dependence on them, accompanied also
by increased information needs and operative approaches creates the need for new procedures and
architectures for auditing the financial informatior systeros.

The complexity of the computer system is provided by a number of features relating to: the volume
of transactions, procedures for data validation or dota transfers between applications, fransactions
automatic generation, communication with other applications or complex systems, computational
algorithms, use of information from external data sources. .

Increasing the exchange of computerized data, development management facilities, elecironic
services proliferation are issues that lead to the need of confidence in information and the need for systematic
verification of the reality of information acquired. Production and communication of accounting information
is a service involving the concepts of time consuming and risk.

The adequate functioning of financial accounting systems should be ensured through specific IT
procedures implemented in the computerized environment and characterized by following specific aspects of
the paperless environment which determine the need to audit.

Complexity can lead to lack of processing flows intermediafe transaction forms, yielding in

most cases only one shape and sometimes only available in electronic form or only for a

short period of time. In the absence of appropriate validation procedures, errors can be

difficult to detect by mamal procedures.

s Alteration of accounting information can be caused by the existence of anomalies or
systematic errors of the eperation of programs that affect the entire processed database and
lead to the erroneous results, difficult to correct by means of the manual procedures, given
the high volume of transactions and complexity of processing algorithms.

» The concentration of functionally incompatible operating procedures in the same individual
procedures, according to the laws or regulations concerning the separation of duties, would
be operated by different people, gives the opportunity of incompatible functions to access
the information content based on persomal interests and alter them. An important
requirement is related to the operation of computer applications within the entity by
distributing and allocation of the use rights in accordance with the need for separation of
duties imposed by law. _

Due fo human intervention, which has not always associaied with strict protection and

intervention over the whole data collection, admission in the dévelopment environment,

computer maintenance and operation, there is great potential for altering the substance of

data without explicit proof.
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» Following the automated management of large volumes of data without human involvement,
there is a risk to undetect of error due to design faults or updating of software components,
for a long period,

s In the case of proceedings or tramsactions executed automatically, authorization by
management may be implicit in the way it was designed and developed system and for
subsequent changes, which implies the absence of an authorization systemn similar to the
manual for the procedures and transactions.

= The effectiveness of the manual control procedures is affected by the effectiveness of IT
procedures when the manual procedures are based on documents and reports produced
automatically by the computer system,

 Expanding specialized internal control procedures structure based on the use of information
technology affects the monitoring plan of the entity by using analytical tools provided by the
computer system. .

» Performing tests on a large volume of data, using techniques and compuier assisted audit
tools is facilitated by the existence of procedures for processing and analysis provided by the
computer system.

* Risk assessment for the audit paperless environment should consider the likelihood of false
information with significant impact an the audit, as a result of deficiencies in the information
system. These deficiencies can be related both to the quality hardware and software
infrastructure, applications development and maintenance, operating system and information
system security, quality of personnel involved in the functioning, quality of technical
documentation and unawthorized interventions on applications, databases and procedural
requirements imposed on the system,

As a result of accounting information requirerments, the computer must meet, in furn, a number of
specific requirements. In Romania there are many developments of such products which must be reported to
a number of criteria and minimum requirements and governed primarily by the methodological norms of the
Ministry of Finance taken by the Corps of Chartered Certified Accountants (CECCAR). This refers to the
internal and external control.

For internal control, audit is mainly to the Jollowing problems:

1. Computer system update in accordance with legislative changes;

2. Knowledge for users regarding the computer operation system (operating personnel);

3. Access to data (privacy, use of passwords for access to data and system);

4. Options for choosing the appropriate type of magnetic media for backup;

5. Possibilities for detecting and resolving errors.
For external control, andit evaluation methods using compiete (the entire population) or randem (sampling)
is mainly oriented to;

1. Computerized procedures;

2. Automatically record of the accounting operations;

3. Control tests on the flow of automatic processing,

CONCLUSIONS

In terms of the audit of accounting information systems, the approach is fo express an opinion on the
Jairness of financial statements, determining the degree of trust in reporting financial statements, identify
Jraud and errors. Also, the extension of audit on the area of deployment and complexity requirement
ingrease their need for computerization and peculiarities of such a process to achieve a paperless
environment,
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REZUMAT: Din labirintul de interese, stiri conflictuale proprii lumii afacerilor, iese §i
supaviepiegte numai managerul care este capabil sa se transpund n locul fiecdrni client, care si-a
format potenticlul psikologic de cdgtigdtor in afaceri §i care aplicd cu succes In practica afacerilor
principiile §i regulile ce-i sunt proprii. Complexitatea crescdndid a activitdfilor de conducere i ritmul
wetual al schimbdrilor din economie fac necesard analiza intreprinderilor din punct de vedere al
managementului sub toate aspectele acestuia. Acolo unde nu exisid fundament managerial bine stabilit
solufia este tramsferul competentelor manageriale strdine al céiror efect i economie afost deja verifical.
Avesi transfer nu poate fi flcut sub forma prelucrdrii soy imitdri sutd In sulil a ceea ce fac alfii.

Succesul intr-un asemeneq confext il reprezinti adaptarea tehnicilor manageriale la
particularitéfile nationale. Intotdeauna §i peste tot in lume, instituiile mari gi-au dezvoltat propria for
culturd, succesul lor fiind parantat de capacitalea de a se conforma §i adapta realitdfilor. In zilele

noasire cultura majoritiii societffilor pune accent pe logicd si rafionalitate gi, in plus, analigtii tind sd
fie mai apreciafi decd! inovatorii.

INTRODUCERE

Plectnd de la ideea de bazi ¢4 in practica managetiald se urméreste optimizarea dinamica a tuturor
resurselor umane, materiale si financiate, in vederea atingerii obiectivelor stabilite pentru flecare societate In
parte, se considerd ci, prin esenfa i natura sa, activitatea practicd a managerilor nu se poate desfisura la
Intdmplare fiind necesari solufionarea situaiilor ridicate de viaja manageriald pe baze stiintifice. in practica

manageriald trebuie promovati stiinta, iar mavagerii trebuie si elimine empirismul gi s& se sprijine in
aclivitatea lor pe stiinga manageriala i recomandirile acesteia

Desi in tara noastri s-au realizat o seric de mutatii majore fn modul de funciionare a sistemului
economic, lipsa unei strategii coerente datoratd unor indecizii politice a ficut ca Tn domeniul economic sd
coexiste atit principiile unei democratii economice cét ¢i rémisite ale trisiturilor sistemutui de conducere
centralizat §i de comanda. In aceste condifii promovarea si aplicarea managementului in cadrul unei societati
nou infiingate trebuie neaparat si respecte conditiile stiingifice §i eficiente, prin eliminarea tuturor
mentalititilor invechite, pentru mentinerea pe o piath caracterizati de schimbiri brugte si continue.

Problematica manageriali care decurge din responsabilitaile §i preocupirile managerilor, in vederea
asiguririi unei existente cit mai indelungate a firmei in domeniul activititilor economice, trebuie si respecte
principiile fundamentale ale managementului stiintific. Managerul unei societifi trebuie si cunoasc §i sd
aplice metodele specifice de conducere eficients, acestea constituind baza activitafii conducitorului.

TIPURI DE MANAGERI iN ORGANIZATIHLE DIN TME UE
Indiferent de domeniile in carc profeseazi, managerii organizaiilor din irile UE suni
“profesionigti™: au o competengi ridicatd, talent, experients, autocontrol, responsabilitate sociald si etic Tn

afaceri, inteligentd sociald, flexibilitate etc. opusul unui manager profesionist este “amatoristul’” (vezi figura
de mai jos).

! Universitatea “Bogdan Voda”, Facultatea de Stiinte Economice, Cluj-Napoca, Rominia
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n Marea Britanie, in activitatea de conducere pragmatismul inlocuiegte profesionalismul, de cele
ulie ori managerii fiind considerati mai puiin pregitifi. Accentul se pune pe inteligenta sociald, pe
de a influenta pe altii si de a negocia eficace. Totusi, managerii britanici au autoritate scazuta in
Juluj functional §i a muncitorilor. Majoritatea managerilor sunt pregititi in domeniul tehnic, sunt
u ca acestia si aibd o pregatire academicd de specialitate. Ei au o
considerabild autonomie gi libertate, In controlul alfora. In Marea Britanie functioneazi Institutul de
Management al Personalului care oferd pregitirea necesard managerilor, crednd o serie de asociatii nationale.
Managerii britanici au o pozific sociald privilegiata deoarece el defin, de cele mai multe ori, proprietati in
domeniul productiei §i sunt considerai c& fac parte din elita societatii.

mai m
capacitatea

faja persona
putin calificati si nu este obligatori

COMPORTAMENTUL MANAGERIAL )
Comportamentul managerial in Europa este caracterizat ca fiifid mai pufin performant decét in SUA,

1 sunt mai capabile de a recunoagte succesele, altele, decat realizarea unui
maxim de profit. Nu putem spune & realizarea unui maxim de profit nu este o problem3 importanti pentra
companiile europene dar ele consideri ci si celelalte performante pot cintiri mult mai mult decit realizarea
acestui maxim de profit. Aceste consideratii ar putea include una sau mai multe din urmitoarele:
obligatiile sociale sunt difuze in comparatie cu asteptirile culturale ale organizatiei;
rolul companiei ca o institufie locali si regionald;
rohul companiei fafd de angajati;
rolul companiei de a fi un centru de stimj i afectiune In relatiile cu comunitatea;
rolul companiei de a fi emblema nationala;
. roluf companiei de a fi un instrument de guvernare politicd.

in acelagi fel, performantele nu sunt determinate numai de realizarile manageriale iar specificul
muncii de manager este mai putin comun in Europa decét oriunde in lume si performangele de lungd duratd
sunt mai importante decdt promovarea unor angajati tmbracati in costume §i a unui management de mijloc.
Mal mult decit atit, performantele executivului sunt mult mai putin judecate, accentul punindu-se pe
realizarea obiectivelor propuse anterior. Deci, in Europa satisfactia indivizilor conteazi la fel de mult ca si
atingerea obiectivelor, deci putem vorbi de un management in care este implicat un element intangibil care
este mult mai calitativ si bineinjeles, mult mai evident consolidat, gi anume, raporturile relationare.
Remuneratiile In legaturd cu performantele individuale sunt mai putin importante in Europa decét in orice
parte a lumii iar difereniele de remunerafie reflecta mivelul consideratiel si exclude pericolul ,Jofalitdfii
banuha" §i pe cel al stimuldrii uoni profit pe termen scurt tn detrimentul unei strategii pe termen lung.
Convingerea, chiar accentuarea acestor finte ar putea submina calitativ gi valorile refationiste. fn Olanda, in
1980 spre exemply, consultan{i Tmputernicifi si implementeze §i si promoveze scheme de actinne a
sistemului pe actiuni ar putea ajunge la péreri contradictorii fagi de sugestia implicit: ,,cd vor lucra mult mai

dar companiile luate ca un ansambl

Sl

greu doar pentru bani”.
Stilul si personalitatea privitd din punct de vedere al integrarii sociale §i acceptirii interpersonale

poate fi consideratd ca factori care guverneazi practica manageriald. In céteva {iri europene trebuie luat in
caleul ca un element de stimd, si performantele oblinute, de exemplu in Marea Britanie. Consideratiile
privind performantele vor fi deseori modificate prin constatiri cum ar fi: ,se potriveste”, deci realizirile pot

fi judecate Intr-un context relationist.
Aceasta structurs autoritara precum $i o struchurd a puterii care este diversificath o putem intélni si in

afara Europei, Citeva tiri europene au bine inridicinate puternice culturi egalitare, cum ar fi térile din
Scandinavia si mai ales Danemarca spre exemplu, care este o fard caracterizati printr-o structurd larg
jerarhizats, institiionalizati si de elaborare de decizii consultative.

1 Germania exercitarea autorititii va fi mai des inrddacinati §i specializatd mai mult pe cunoagtere
si experientd, dect prin referinfe de rang.

fn Franta putem observa birocratiile in companiile sale pe un loc secund deoarece angajatii sunt

constringi mai mult de reguli decét de presiunea superiorilor, aceasta sustinand intr-o oarecare masusd
individualismul.

Pe de altd parte, in Marea Britanic comenzile sunt date asemenea unor ordine precise, confruntarile
interpersonale sunt evitate, ameningirile sunt folosite in tnod indirect i sanctiunile sunt invocate ca un ultim
resort. Aceste comentarii aplicate conflictului dar cu o noti mult mai generald, converg spre ideea ca in
Europa conflictul nu este acceptat ca fiind natural si bine venit. Conflictul este considerat ca o perioada de
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crizd atét la nivel individual cat si la nivel de organizajie si nu poate fi considerat a fi un principiu de baza in

practicarea managernentulu;i.

Similar, existd dreptul individului de a contesta o decizie care nu este aplicabila dar care trebuie
aplicatz datorita implicarii unor factori. ]

fn Marea Britanie existd, de asemenea, un nivel scizut de acceptare a conflictului, deoarece,

inceperea unui contlict in cadrul companiilor este des privit ¢i ar indica o greseald de conducere, o lipsa de

la aceasta reguls; aici conflictul este mai bine tolerat dar numai in cazul asumdrii unei rezolviri a acestuia
prin diseutii, negocieri sau chiar compromisuri, de aplicare a unei rezolviri fntr-un concept rezonabil.

in Europa, mobilitatea (in cadrul sau intre companii), este privitd cu anumite TeZerve, acceptarea sa.
fiind priviti cu o anumits refinere. In multe tri existd bariere in acest sens, spre exemplu in Germania,
mobilitatea este restrictionat, managementul este privit fntr-un maod profesionist punctind astfel competenia,
ea fiind inriddcinata in functiile managementului. Aceasta este schema de lucru in Germania. Totusi o
mobilitate poate fi observati in postul de designeri din diferite companii, dar un manager nu poate agtepta si
renunte Ia o intreagi industrie $1 sd accepte prezenta unei pozitii rion tehnite,

in Franta se poate observa o mobilitate internd, ea fiind considerata radicina suceesului, companiile
avind o orientare mai largs, recrutind angajatii pe baza credibilitiii educationale, in speranta ajutdrii
acestora In a-gi atinge potentialul maxim in cadrul organizatiei.

STRATEGH MANAGERIALE
fn privinta strategici manageriale, managerii europeni abordeazi mult mai pragmatic rohu] executiv,
in comparatie cu strategia din SUA care este considerats de managerii europeni puiin doctrinars. Din acest
motiv nu s-a observat o dezvoltare strategicd efectivd pana la inceputuriie anilor 1980. fn cateva téri,
strategia este vizuts in mod evident §1 particular de catre fiecare, cum ar fi spre exemplu:
= executivul german poate decide c3 strategia lor este “o infiltrare cdt mai bund pe piald’;
~  In Marea Britanie stratcgia este de multe of vazuti intr-un mod simplist, fiind inerents In optiuni si
operatii ale firmei.

Desi constatim diferite apropieti intre strategiile existente in interiorul Europei, managerii par si
persiste pe intrebarea: “cine este cel care conduce strategia?”

Cind se elaboreazi o strategie de firm, intreprinderile europenc tind sa planifice pe un interval mai
indelungat de timp. fn cateva tari ca: Germania, Austria si Elvefia, creditul financiar predoming maj mult
decdt legalitatea financiard, evitind astfel presiunea raportdrii profitului pe termen scurt, In Franta,
implicarea direcia a guvernului in economie este doritd si consideratd normals, iar aceas(d politicd nationali
preleveaza asupra societitilor pe acfiuni. Implicarea directd a guvernului in economie este o latird comund
in Europa, guvernele detin o importantd parte din economic cum este de exemplu in Italiz sau Inir-o
proportie mai mici in Franga,

Guvernele ar putea fi considerate ca o a treta forta in afacerile din afara uniunilor si federatiilor de
angajafi sau guvernul poate trata intr-un mod tacit politica industriali.

Managementul in Europa pe de alta parte tinde sa accepte existenta unei uniuni comerciale, unde rata
coalitiei este la nivel inalt, daca luim in considerare standardele din SUA.

Sistemul democratic industrial este bine stabilit tn Europa, cu unele particularititi in Germania,
Olanda sau Trile Scandinave $i mai putin extins in Frania. In Europa aceastd democratie indusirial ar trebui
etalatd ¢i nu constrinsd cum este, de exemplu, in Italia, care are rezerve democratice scrise in constitutie dar
care totusi nu tind si fie implementate in practici.

fn final exista o afitudine europeani de schimbare, Europa fiind marcats de o lipsi relativi a
optimismului g de realizare a proiectelor, existand o foarte mare ingrijorare datorita constréngerii resurselor,
Greselile sunt astfel penalizate, iar costul greselilor oportune este mare. Putem spune c¢i in companiile
curopene se observi o tendinii de evitare 2 riscurilor atit la nivel de corporaie cat si la mivel individual, fn
concluzie, companiile europene sunt in mod traditional mult mai conservatoare favorizand o politic pasiva

- in detrimentul unei politici active.
Pénd acum ne-am confruntat ¢y ideea ci wmajorifateq [drilor" se pot caracteriza din punct de vedere

al managementulni. Orice discutie am face despre managementul in Europa, ar trebui accentuat faptol ci
existi o mare diversitate intre diferiiele {éri din Europa.
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Fran{a, Germania §i Spania. Cel mai mare scor (cea mai dorita calitate) pentru cele tre Tari Scandinave erg
abilitatea de a coopera. Intr-adevar raspunsurile scandinavilor reflectau o orientare socialz §i inferpersonali,
Relatiile fntre managerii germani sunt evidentiate prin abilitatea de & comunica; pentru britanici maj existi i
O cerintd a varstei (ru neapiirat o virsts inaintata), cerinfa care este observaty §i la francezi, iralien; $i

spanioli,

DIVERSITATEA MANAGERIALA 8I EXTINDEREA AVANTAJULUL COMPETITIV PE PIATA

INTERNATIONALA

Pentru a incerca s3 explicAm cum reusegte Europa s3 aibi o abilitate in diversitatea manageriali ar
trebui si ne ajutim de o comparatie cu SUA s Japonia. in primul tind, ar trebui s3 compardm diferitele
regiuni europene care an un grad foarte ridicat aj diversificarii unde FeVoia de-a conduce este Infotdeauna o
provocare”, In al doilen rdnd, diversitatea din Europa nu are un echivalent perfect cy managementu japonez.
In al treilea rind, in dezacord cy managerii din SUA, managerii europent nu privese sistemul de a condyce
ca un lucru esenfial of managementului profesional.

Poate ci cel maj interesant Tucry ar f 58 compardm raspunsurile date de corporatii la diversitates
intemaﬁonalé, deoarece de mai bine de treizeci de ani, companiile americane incearcs si realizeze contacte
de afaceri pe tot cuprinsul globului, incercand in permanenti o extindere a piefei de desfacere a bunuritor de
larg consum. Aceasts orientare a fost stopatd pe pericada celuf de-al doilea Rizhoi Mondial, observandu-se o
decidere a managementilui european in acea perioadi si o crestere g managementului nord american,

Totad (T

e Ui
Religie gi
anforeglare

Constmator
Beneliciarn

expansiunea in dezvoltarea si extinderea firmei, identificarea de noi oportunitig, elaborarea unei scale mari
de oportunitati Pe termen lung, expansiunea strategics, crearea si extinderea competitivitiii pe piata

internationals, Procesul de creare a competitiviti{ii poate ardta astfel:
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Termen lung, perspective )
™ si scald largd de oportunitagi

Dezvoltarea fjrmel'or
Expansiune strategici

F 3

Profitabilitate suﬁcier.lté
pentru dezvoltare si
expansiune

Crearea §i extinderea
avantajului competitiv pe
piata internationals

5
Acest lucru poate fi reprezentat astfel:

Structura
Viziune tavigarea
Schimbar Leadership procesel
ea
Elasticitate
Mobilitate

Succesul competitional

3] (le ‘ A resurselor umane COﬂS' Tam Cé,
i i 1 lde
Tot il'] a,Ce]a§1 context ideaﬁc, Eﬁgat pEI'feCthnal'ea COI-ltlnua A ) 7]
mar SImMentuy) hebu'e S8 aiba 1 perman lltﬂ in Vedere Urmatﬂarele concep ie
ag i 1 It [= te interferen

* ¢ oot: A Eu aped 1 Mo z.ageme i 1405131- Prentice Hali I'JEW'&OIk, Londoﬂ, TO‘l'Ol‘tD, 1994
' .
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0 cerinfd a virstei (nu neapdrat o virstd inaint

spamioli,

DIVERSITATEA MANAGERIA

INTERNATIONALA

Daca cineva pretinde ci diversitatea este o cara
importanty: este Evropa capabili in a diversifica aceastd

Sunt citeva motive

urmi o predilecfie europeani si este o contradictie a pute;
cooperarea internationald. Asa cum a fost sugerati mai
trigdtura cheie a dezvoltirii europene Incd din timpul
asemenea, perioade de succes a cooperatilor regionale car

bine intemeiate pentru a pres

prin abilitatea de a comunica; pentru britanici mai existi gi
atd), cerinta care este observatd si la francezi, italieni si

LA §1 EXTINDEREA AVANTAJULUI COMPETITIV PE PIATA

cleristicd europeand, atunci ramfne o intrebare
capacitate de a conduce?
upune ci diversitatea de a conduce este in cele din
rii. Un rispuns tradifional ta aceasts diversitate este
devreme, cooperarea de-a lungul granitelor a fost
celui de-al doilea razboi mondial. Ay fost, de
e au implicat citeva state, asa cum a fost Uniunea

Benelux si Uniunea Nordici. Pentru a pune Intr-un contrast Furopa si SUA cdnd Congresul SUA a votat

NAFTA, a fost nevoie de mulii ani pAni cind Europa a acc

Pentru a incerca sa

trebui s ne ajutim de o comparaie cu SUA si Japonia.

regiuni europene care au un

provocare”. In al doilea rénd, diversitatea din Europa nu are un echi
In af treilea ténd, in dezacord cu managerii din SUA, managerii e

eptat formarea unei asociatii de comert regional,

explicdm cum reuseste Europa si aibd o abilitate in diversitatea manageriald ar

in primul rdnd, ar {rebui sg comparam diferitele

grad foarte ridicat al diversificirii unde »evoia de-a conduce este intotdequna o

" ea un lucru esengial al managementului profesional.

Poate cd cel mai interesant lucru ar fi
internationald, deoarece de mai bine de wreizeci
de afaceri pe tot cuprinsul globului, incercind in

valent perfect cu managementul Jjaponez.
uropeni nu privesc sistemul de a conduce

s& compardm rdspunsurile date de corporatii la diversitatea
de ani, companiile americane fncearcs 3 realizeze contacte
permanentd o extindere a piefei de desfacere a bunurilor de

larg consum. Aceasti orientare a fost stopata pe perioada celui de-al doilea Rizboi Mondial, observindu-se o

decddere a managementului european in acea perioadi §i o ¢
Japonia tinde pe anumite segmente si defind suprematia mondial

Se consideri ci se p

Consumatort
Benehicrars

oate vorbi de o calitate a sistemului

Psihologie 7\,
\

Autrenare si educatio

Bl 1 T

Religie i
antoreglare

regtere a managementului nord american,
a’pe pietele de larg consum,
{organizatief) de urmatoarea forma:

Fig. nr.2 - Crearea gi extinderea avantajului competitiv pe piata internationali

Dacé rezultatele se concretizeazi intr-o profitabilitate suficients

'expausiunea in dezvoltarea
de oportunititi pe termen
Internationald. Procesul de ¢
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si extinderea firmei, identificarea de noi
lung, expansiunea strategicsi, crearea

se creeazdi premise pentru;

‘oportunitati, elaborarea ynei scale mari

si extinderea compe

Ubvitdtii pe piata

B EANA
: v : COMPETITIVITATE EUROP
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Termen lung, pcrspecti_v:e .
si scali largd de oportunitatl

h

. Dezvoltarea firmelor
Proﬁtab:i:itatc S;’:frcele;?m » Expansiune strategicd
pentru EZVIO
expansiune

Crearea si extinderea
avantajului competitiv pe
piata internationald

orilor de influenid etc, poate conduce la situatia

ii. minimizarea fact N Hivitati.
tor corelafii, minimizare . ere a competitivitaii.
_ vNerespectall'edE‘ei‘;zzre a competitivitdtii s& se transfon:n}e in procesldt:i di?ni-:ilgfﬂ creare ;f si extinderea
nedoritd ca procestl sulagia, dar In mod deosebit angajatii, au un rol decis
In generat po )

3
Acest lucru poate fi reprezentat astfel:

Structura
Viziune invitarea
Schimbar Leadership procesel
ea
Elasticitate
Mobilitate

r Succesul competitional 4[

¥ig. nr.4 - Corelatia dintre angajati §i cresterea competitivititii

Tot in acelasi context ide pte interferente:

vedere le conce
aiba anenta m d urmétoare On
l[lana.gementul trebule 5a b n pe!’m Ia

R. Calomi Ph. de Woot A uroperm lanagement MOdei Prentice Hali, New- iolk, Lond: Toronio, 1954.
> 01,

inui considerim ca,
atic, legat de perfecfionarea continui a resurselor urpane,
,
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Conducerea
populagiet
{resurse umane)

]

necesitate,
impuls in
perfectienare

Dorinti

QJE‘O[}IIED
‘sfwauoduion

Cooperare intre
scolile de
management gi
experienta
organizational

Flg. ur.5 - Interferenta dintre resursele umane §i management

L. Primul concept presupune:
- dezvoltarea educatiei si trainj it
si training-ului in i §t psi i

L oo el i ranir 55, relatiile umane § psihologice;

- gerfectionarea comuaicaftilor;

- ezvoitarea §i perfectionarea ; itudini

0 titud i

2, Cel de-al doilea concept presupune: prmdnilor manageriale

- a31.m.ilarea de limbi striine;

- ;re;mx;}g in rlnanagementul §t cultura transnationali;

- elecia {irilor striine in vederea col Arif §i cooperirii
3, Cel de-al treilea concept presupune: Plaborarilsi cooperai.

- facilitdfi reciproce tn inva ca si atitud;

2 dtarea si atitudinea noil i i
- generalizares rapida prin intermediul SI si I'ir""o Hortendingsale managementului

Considersim ci fn itii
ac .
managementulti, o corefarcesatec?ndml se poatc_e vorbi de o nouid dinamica si dimensinne internati
leadership-uhyi, abordiri stfen] rrllpeufn;elo'r §1 competitivitagii, formarea colectivelor d ”llf"‘Ilonal:'Z-i a
a populatiei gice §1 mu in ultimul rind o competitivit jatd Y de calitate si a
populatier. petitivitate apropiati a angajatilor si tn general

Va apare o diferentiere intre manageri:

- managerul diversificat car i
doscentralimm ¢ va manifesta respect fafi de orice culturd si cu inclinatie spre
;Ent]anageri sp?cializaﬁ pe activitiiti concrete si specifice
Ste acceptatd ideea ci politicul §i cultura au infl :

Pornind de | uentd gi FE
a aceasta, pro = A 31 determini emele d

€ propunem urmitoarea dinamica a sistemelor de manaJc,ntrr:ensff,t ele de management.
) In Europa:
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Factori

/ /ga:(:xraﬁ \

Filozofie gi < —> 1 imba, artd, efc.
religie I

I ' tiingi $i

Consilmatori'\ > tf}moiogie
Sistem \ i .
educations . Comunicare i

¢ infrastructurd
Guvernul,
polmf‘::t \ Guverne §i
econor_mca # politici
sociali internationale

v

Afacen

Fig. nr.6 - Dinamica sistemelor de management in Europa

CONCLUZU
Analiza petformantelor echipei de management se face in functie de obiectivele fixate in planul de

afaceri, prin observarea atentd a rezultatelor ce reflectd obiectival propus, precum si prin observarea In
ansamblu a activitétii companiei. Echipa de management trebuie sa instrujasci personalul companiei, astfel
incat fiecare anpajat si fie congtient de rolul sau in cadrul organizatiei in vederea atingerii obiectivelor
propuse.
Cantonandu-ne in lumea actuald a afacerilor, vom constata c& foria concurenfiald a unei firme
izvotaste din crearea sau identificarea unui sistem managerial adecvat pentru realizarea unel performante
sidicate. Prin conceptie, constituire si manifestare, managementul performantei se constituie ca un asamblu
esential si complet teoretic, pus direct in serviciul rezolvrii problemelor complexe intdlnite In practica luptei
pentru cucerirea si dezvoltarea clientelei. El studiaza categoriile § structurile fundamentale ale firmei,
functiile managerilor de combinare a tuturor sensurilor prin care pot fi realizate scopurile organizatei. Unele
dintre aceste scopuri sunt intrinseci, aliele sumt impuse de ambianta in care opereazi firma si care se
confrunti astfel cu complexitatile interactive economice, sociale §i culturale ale pietei.
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ABSTRACT: From the maze qf interests, the business world's own conflict situations, leaves
and survives only the manager that is able to translate each client, which formed his psychological
potential of winner in business and successfully applies the principles and rules of business practiced by
his own self. The increasing complexity of business management and the: current pace of change in the
economy are necessary io analyze comparnies in terms of management in all of its aspects. Where there is
no well-established foundation management sohution there is the trangfer of foreign managerial skills in
the economy whose effect has been verified. This transfer may be made in the form of 100% processing or
imitating what others do. Success in such a context is to adapt to specific national monagement
technigties. Abways and everywhere, larger institutions have developed their own culture, thelr success is
guaranteed by the ahility to conform and adapt to realities. In today's culture most companies Sfocus on
Ingic and rationality and, further, analysts tend io be more valued than innovators.

INTRODUCTION :
Starting from the basic idea that the practice is intended to optimize dynamic management of ail

puman, material and financial resources, to achieve the targets sel for individual companies, it is considered
that by its essence and pature, the practice of managers not can iake place at random as necessary to resolve
sifuations of high managerial life on scientifically basis. In the practice of management, science must be
promoted and managers need to eliminate empiricism and support their work on knowledge management and
recommendations.

Although our country has achieved a series of major changes in the functioning of the economic
system, lack of a coherent strategy due to political indecision made to coexist both in the economic
principles of economic democracy and the remnants of the management system features centralized control.
Tn these circumstances the promotion and application of management in a newly established scientific
condition must necessarily follow and effective, eliminating all outdated attitzdes to maintain a market
characterized by sudden changes. .

Managerial issues and concerns arising from the responsibilities of managers, o ensure a long
existence of a company in economic activities must respect the fundamental principles of scientific
management. The manager of a company must know and apply specific methods of effective leadership, as
these are based on the activity of the manager.

MANAGER TYPES IN EU ORGANIZATIONS

Regardless of the areas in which they are practicing, managers of organizations in EU countries are
"professionals" and have a high competence, talent, expetience, self-control, social responsibility and
business cthics, social intelligence, flexibility, ete. opposite of a professional manager that is "amateurish”

(see figure below).

* “Bogdan Voda® University, Faculty of Economics Sciences, Cluj-Napoca, Romania
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In Britain, in the operation of pragmatism replaced professionalism, most managers arc often less
ared. The emphasis is on social intelligence, the ability to influence others and to negotiate effectively.
However, British managers have a decreased authority on functional staff and workers. Most managers are
{raiped in technical areas and it is pot mecessarily that they have an academic specially. They have
considerable autonomy and freedom, to contro] others. In the United Kingdom operates the Institute of

Personnel Management that provides the necessary training to managers, creating a seris of national

associations. British managers have a privileged social position because they, most oftenhave proprieties in

the production area and properties are considered to be part of elite society.

prep

COMPORTAMENTUL MANAGERIAL
Management behavior in Europe is characterized as being less powetful than the U.S., but
taken as a whole are better able to recognize successes, other than achieving a maximum profit.
profit is an important problem for European companies

profit.

companies
We can not say that the achievement of maximum
but they believe that the other performances can weigh at least the same as achieving the maximum
These considerations would include one or more of the following:

social obligations are diffuse in comparison with cultural expectations of the organization;

1.
2. company's role as a local and regional institution;
3. role of the company's employees; :
4. company's role as a center of esieem and affection in relationships with the community;
5, company's role as the national emblem;
6. company's role as an instrument of government policy.
Similarly, performance achievements are not only determined by management and work-manager

maiter that is less common in Europe than anywhere in the wotld and long-term performance is more

important than the promotion of employees. Moreover, executive performance are much less heard that the
pe thinks that individuals count as much as the targets, so we can

emphasis is on achicving goals. So as Euro
speak of a management involving a intangible element that is more qualitative and of course, more obviously

strengthened, namely, the relationship. The remunerations in individual performance is less important in
Europe than anywhere in the world and the differences in earnings reflect the comsiderations and exelude
danger - this is considered to be “loyalty money” - and the stimulation of short-term profit at the expense of
long-term strategy. Increasing these targets could undermine the relation quality and values. In the
Netherlands, in 1980, for example, consultants are empowered to implement and schemes, to promote action,
and the system could reach actions inconsistent with the implied views, "they will work harder just for the

money.”

Style and personality seen in terms of social integration amd acceptance of people can be considered

as factors governing the practice of management. In several European countries this should be taken inio
account as an clement of respect, and performances, eg the United Kingdom. Performance considerations
will often be modified by findings such as: "/t fits", so achievements can be judged in a relational context.

This authoritarian and power structure that is diversified and we can meet it outside of Europe. Some
Furopean couniries have strong rooted cgalitarian cuttures, such as Scandinavian couniries and especially
Denmark, for example, is a country characterized by general hierarchical strueture, institutional and
consultative decision-making.

In Germany the exercise of authority is often rooted and more spec

is cmphasized rather than by reference to rank.

In France we see the bureaucracy is on a back seat because employees are more constrained by rules
than by the pressure of superiors, arguing for a certain degree of individualism.

On the other hand, in the UK orders are also given precise, interpersonal confrontations are avoided
using the indirect threats and sanctions are invoked as a Iast resort. These comments applied to the conflict
but with a more general note, in Europe they converge towards the idea that conflict is not accepted as
natural and not welcomed. The conflict is comsidered as a period of crisis at both individual and
organizational level and can not be considered as a basic principle in practice management.

Similarly, there is the individual's right to challenge a decision which is not applicable but must be

applied due to the involvement of factors. .

ialized knowledge and experience
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In Europe, mobility (withip and between companies) is viewed with some reservations, acceptance is
viewed with some apprehension. In many countries there are obstacles in this regard, for example in

the presence of a non-technical positions.

In France, interna] mobility is considered the root of success, companies with a broader orientation,
recruiting people based on their educational credibility in hopes of helping them to achieve their full
potential within the organization.

there was no effective strategic development until the early 1980s. In some countries, the strategy is clearly
seen individual by individual, such as for example:
= German executive may decide that their strategy is “the best possible market penetration;

+ persist on the question: "o is leading the strategy?”

When developing a business strategy, European companies tend 1o plan on a longer period of time.
In some couniries Tike Germany, Austria and Switzerland, the financial credit is much common than the
financial legality, thus avoiding reporting short-term profit pressure. In France, the government's digect
involvement in the economy is desired and congidered normal as is that national policy on actions taken on
the companies, The direcy involvement of government in the economy is a common side in Europe,
governments have an important part of the economy such as in Maly or a lesser extent in France,

Governments could be considered as a third force in the affairs of unions and foderations of
employees or treatable in a tacit policy of industry,

Management in Europe on the other hand tends to accept the existence of a trade union, where the
coalition is the high rate, if we consider U.S, standards.

Industry is a well established democratic system in Europe, with some peculiarities in Germany, the
Netherlands and Scandinavian countries and less extensive in France. Industrial democracy in Europe should
be displayed and not constrained as by example, in Italy, who has written democratic constitution reserves
but still tends not to be implemented in practice,

Finally there is a changing European attitude that Europe is marked by a relative lack of optimism
and achievement of the project, with a great concern due to resource constraint. Errors are thys penalized,
and the appropriate cost of mistakes is high. We can say that European companies have g tendency to avoid
risks at both corporate and individual levels, Finally, European companies have a traditionally more
conservative policy favoring passive at the expense of an active policy.

So far we have dealt with the idea that "most countries” can be characterized in terms of
Mmanagement. Any discussion we make about the management in Europe should be emphasized that there js
great diversity between countries in Europe.

The Legacy of European communism and the €Conomic system continues to have an impact in the
region, In the early 1990s, attention was focused on post-crisis economy of Eastern Europe, with analysis of
issues and barriers to reach to West's level. However, with the sysiem and material considerations, we could
say: "there is still o Sediment”, as well as a seed of truth in some ways of doing things.
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MANAGEMENT DIVERSITY AND THE EXTENSION OF COMPETITIVE ADVANTAGE ON

INTERNATIONAL MARKET

If someone claims that diversity is a European feature, then an important question remains; s

Eurepe able to diversify in this capacity for leadership? .

There are some well-founded reasons to believe that diversity to drive is finally a European
preference and power is seen as a contradiction. A traditional response to this diversity is international
cooperation. As was suggested earlier, cooperation along the borders was a key feature of European
development since the time of the Second World War. There were also periods of successful regional
tooperative involving several countries, such as the Benelux Union and the Nordic Unjon. To put it in

contrast t0 Evurope and the U.S. when Congress passed NAF TA, it took many years before Europe accepted - .

the formation of regional trade associations,
To try to explain how Europe manages need have a skill in diversity management a comparison with
the U.S, and Japan should help us. First, you should compare the different European regions with a high

degree of diversification where "the need to drive is always a chailenge.” Secondly, the diversity of Europe .

has no equivalent in J apancse management. Thirdly, managers disagree with the U.S., European managers

dan’t see the system of management as an essential aspect of professional discretion aof the management.
Perhaps the most interesting thing would be to compare responses to the diverse international

corporations, because for more than thirty years, American comparies frying to make business contacts

during the Second World War, a decline is seen in Europe at that time and an increased it the North

American management. Japan tends to have primacy in certain segments of consumer markets worldwide,
We believe that one can speak of a quality system (organization) of the following form:

Totat (TS
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Informations
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Traing and education

Fig. no. 2 - Creating competitive advantage and expanding international market

If the resulis are reflected in profitability sufficient to create preconditions for: expansion and
extension of the company, identifying new opportunities, developing a large scale long-term opportunities,
strategic expansion, creation and expansion of international market competitiveness. The process of creating
competitiveness can look like this:
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CONCLUSIONS P
Performance analysis of the management team is made according to targets set in the plan of

business, through careful observation of the results to reflect the target, and by observing the overall business
activity. The management team must train its personnel, so that each employee should be aware of its role
within the organization for achieving objectives.

Referring to today's world of business, we find that a firm's competitive strength stems from the
creation or identification of an appropriate management system for achieving high performance. By design,
formation and manifestation, performance management is an assembly of essential and fully theoretically
notions put directly into service to solve complex problems encountered in practice and fight for customer
development. He studies the fundamental categories and the firm's managers to combine all the functions
that can be make sense for organizational goals. Some of these goals are inside ones, others are imposed by
the operating environment facing the company and interactive way with the complexities of economie, social

and cultural needs of the market,
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_INGINERIA ORGANIZARII INTREPRINDERII §1 ABORDARILE DE MARKETING

VICTORIA OPREAN

Cuvinte-cheie: marketingulfumctie a intreprinderii, politici si strategii de marketing, portofoliu -
echilibral, aborddri sistemice ale cercetdvilor, informatizdri

T

REZUMAT: in perioade de dificuitii economico-sociale, adaplarea intreprinderilor la mediul
afacerilor se realizeazd prin metode creative gi flexibile cum este §i inginerid/analiza valord, atdt pentru
produse, servicii sau fucrdri generatoare de valoare, cdt si pentru insdsi structurile fabricatiet si de
functionare existente. In acest confext, ingineria organizatiilor’, in condifiile definirtl, gestiondrii §i a
‘managementului afacerilor, este o melodd de prolectare 5i reproiectare a structurilor organizatgrice, in
concordani cu cerinjele dinamicii mediului de afaceri §i cu scapul sporirii valorii de piatd a firmei,
Scopul principal vizat prin ingineria irtreprinderii este satisfucerea ceringelor clientilor in condifii de
profitabilitate prin exploatarea rationald a resurselor patrimoniale disponibile §i a potenfialului uman
existent; realizarea scopului necesiti corelarea structurilor inferne cu cele stabilite prin managemetul
relatiilor cu clientii organizafiel.

O componentés de bazd a strategiilor infreprinderii esfe politica de marketing, ca ansamblu de
activitdili gi acthuni de stabilive promptd si realistd a ceringelor piefei §i de adaptare rapidii a ofertei la
modificarile apérute pe piatd, cu maximd eficientd. Ir conditiile actuale, nici o Intreprindere nu-5i poate
permite 54 activeze pe piatd fard a avea o perspectivi clard, pe termen scurl, mediu 51 lung, care sd- i
asigure succesul fn relagiile cu partenerti, in condifii de rationalitate, eficiemyd yi profitabilitate a
organizafiei.

RELATI POLITICA- STRATEGII- TACTICIDE MARKETING

Prin definirea §i aplicarea politicii de marketing, adecvate contextului, managerii §i administratorii
tntreprinderii pot realiza:

- evaluarea cererii $i determinarea coordonatelor principale ale pietei;

- adaptarea portofolintui de productic §i a structurii de fabricatic la structura cererii reperate pe
termen mediu si lung;

- stabilirea segmentelor de piati neabordate sau acoperite partial;

- estimarea pozitiel pe piatd si a avantajelor competitive potentiale fati de concurenti g.a.

Politica de marketing exprimi conceptia organizatiei cu privire la evolutia activitifilor sale, optiunile
gi de ansamblu, principiile si normele ce o cilduzesc, precum si actiunile concrete prin care se asigurd
valorificarea potentialului s3u corespunzitor cerintelor pietii. Ea se constituie dintr-un ansemblu unitar si
coerent de strategii, tactici §i programe specifice de acfiune, cate 1i caracterizeazi obiectivele proprii,
pentry o anumitd perioad de tinp, §i oglindeste transpunerea in practici a orientarilor generale, a opfiumilor
si a elementelor specifice ce le definesc. fn politica de marketing, strategia define locul principal, peniru ci
derivd din obiectivele organizatiei de angajare pe termen lung cn mediul pietei, indicind directiile de
acfiune, in timp ce tactica, pe termen mediv, decurge din pozitia, comportamentul 5i dezvoltarea activititilor,
sincromizate cu prevederile strategice, prin care sd se regleze acordul intre necesitdfile clientilor §i
pasibilitifile organizatiei. De pilds, strategia unei intreprinderi privind comportamentul pe piafd include
tactici: pasiv- adaptive de modificare a perceptici clientilor asupra produselor oferite; activ- noveloare de
create a umor noi categoril sau sortimente de produse ceruic pe piafa existentd squ / §i anticipative de
capacitare a clientelei cu oferta de produse noi pe segmente mai putin cunoscute; strategia privind pozitia pe
piafd include tactici de abordare rediferenfiatd a clientelei existente, diferenfiati pe segmente mai

*
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importante de clienti sau zone geografice sau diversificatd pentru gusturi variate ale clientilor etc, Prin
tactica de marketing se detaliazi strategia de cifre managerii din acest domeniu, stabilindu-se actiunile
concrete, operative, urmirindu-se solufionarea problemelor curente ale intreprinderii pe fiecare piat3

impieteazi asupra rezultatelor si a performantelor; de modut de elaborare si fundamentare a mixylui depinde,
In mare misur, transpunerea in practicil a politicii 5i a deciziflor strategice ale intreprinderii

LOCUL S$I ROLUL COMPONENTEI DE MARKETING IN STRUCTURA iNTREPRINDERII
La nivel de fntreprindere, prin exercitarea funciei de marketing’ se asigurd condifii de conectare 4
organizafiei la mediu prin produse, prefuri, plasarea productiel si promovarea vinzirilor. Intririle
subsisternului de marketing sunt constituite din informafii relative la; starca conjucturald a pietei, ciclul do
viatid al produselor fabricate, canalele de distribuire maj rentabile, actimile promotionale imtreprinse i
efectele reyultate, bugetele alocate st veniturile rezultate etc, Prelucrorile specifice constau in aplicares
metodelor si a procedeelor staiistico-matematice, cum sunit: testul conjuctural, arbori de decizi, corelatia si
regresia, analiza variationals, sondajele s.a., pentry elaborarea i fumdamentarea deciziilor privind:
- piete sau segmente de piald de abordat;
- volumul cererii de produse §i servicii la care trebuie adaptati fabricatia;
- oferta potentiald a intreprinderii, “portofoliul “echilibrat de marfuri si servicii care poate asigura o
pozitie profitabild pe piata, pe termen mediu si lung;
- corelarea ciclului de viati al produselor cu evolutia cererii;
- preturile aplicabile in contextul tacticilor concurentiale si a evolutiei veniturilor si a cheltuielilor
clientelei;
- canalele de distribuire a productief mai adecvate posibilitatilor intreprinderii;
- produse nof care sunt solicitate pe piaja;
- alternative de pozitie, comportament i dezvoltare de aplicat etc.
De pildd, cercetarea ciclului de viatd a unui produs fabricat se poate face cu ajutorul fimctiei logistice
f) =K * 12 #eb"

. In care:

- K este factor multiplicativ asupra permeabilitatii pietei privind acceptabilitatea produsului;

- & - factor de amplitudine al functiei “vieii* produsutui, aflat fn raport direct cu durata si intensitatea
ciclului de viatx;

- b - factor de uzuri ce misoari gradul de ‘imbstranire’ al produsului;

- & - baza logaritmului natural (e=2,71..);

-t - momentele perioadef de analizi.

Pe baza acestei functii se pot estima: momentul saturafiei, ca punct de maxim (fn care se anuleazi
prima derivati g funetied) al ciclului de viad al produsului; Inceputul “maturitii” vietit produsului, in
sensul impunerii Iui pe pias, dat de primul punct in care derivata a doya a functiei se anuleazi (punct de
inflexiune); vofumul desfacerilor totale, calculat prin integrarea finctiei pe intervalul de timp al duratei
ciclului de viati al produsubui. Parametrii K, a §i b se pot estima pe baza datelor cule
vénzarilor produsului la diferite momente (i} ale unei perioade de observare aplicin
mici patrate (de minimizare a sumei diferentelor patratelor dintre valorile obse
exprimate prin functie),

Pentru elaborarea i fundamentarea deciziilor de marketing se mai poate apela la metode si procedee
de analize ale cererii, in corelatie cu oferta, cum sunt: procedeul analizelor conjucturale, metode de analizi
strategici (BCG-Boston Consulting Group, GE-General Electric, Porter, PIMS- Profit Impact of Marketing
Strategy 5.2.), procedeul cocficientilor de elasticitate a cererfi, metoda scenariilor, metods arboriler de
decizii, fehnica corelatiei si regresiei §.a, '

lesirile subsistemului de marketing constau in decizii elaborate privind adaptarea permanents a
sistemului la medin, Acestea pot fi: strategii si tactici de aplicat; programe-mix (combinaiorii ale interactiunii

rvate si cele teoretice

z Oprean D, Oprean V., Racovitan D.M., Rusn L., Managementul afacerilor pe internet, editura Risoprint, Clyj-Napoca,

2007, pag. 19
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Fig. 1 Matricea Boston Consulting Group
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Tabelul 1 - Analiza matricei BCG

Produse/domenii | Efort piatd Rentabilitate Investitii Incasari nete
necesare
Stele Mentinere  sau | Ridicatd Ridicate Zero sau  wgor,
crestere negative
Vaci de lapte Mentinere Ridicatd Slabe Foarte positive
Dileme Crestere gau | Nuli sau slabd Foarte  ridicate | Foarte negative
dezinvestitii sau nule sau positive
Pietre de moard | Dezinvestitii Slabid sau | Nule Pozitive
negativd

Studiul matticel BCG furnizeazd informatii wtile pentru echilibrarea structurii sortimentale a

fabricatiel care va reprezenta oferta intreprinderii §i pentru evaluarea tendinjelor manifestate pe piata,

iving concurenta existentd, Un portofolin echilibrat de productie poate si insemne o structurd

continuitatea. fabricatiei cu fncasiri nete §i o ratd a profitului cat mai mari fard fluctuatii insemnate. Prin

o analiza matricei, sarcina managerilor firmei este de a determina obiectivele, strategiile, tacticile i bugetele

pe categorii de produse prin formularea strategiilor principale de actiune wmiioare:
- dezvoltarea activitdtilor intreprinderii peniru cregterea cotei de piafd detinute de produse, chiar

renuntind la venituri pe termen scurt. ‘Aceasta alternaiivi este indicati pentru acele produse- dileme care

frebuje promovate pentra a deveni vedete;

- menfinerea stirii de fapt are ca scop pistrarea cotei de piats a produselor $i este recomandati a s¢
aplica pentru produse- vaci de lapte care trebuie sd asigure firmel venituri permanente;

- fructificarea unei conjucturi propice presupune gporirea aportului financiar al produselor, pe
termen scurt, fird a lua in considerare efectele pe termen lung. Aceasti strategie este recomandati si se
aplice in cazul produselor- vaci de lapte a ciiror capacitate de 2 aduce fncasiri nete a inceput si scadd, iar
vittorul lor este incert. Se poate aplica si in cazu produselor- dilema si pietre de moard cind se preferd
aplicarea de tactici de dezinvestire §i de valorificare a stocurilor esistente;

- eliminarea situatiei conjucturale defavorabile are ca obiectiv revigorarea sau lichidarea produsului,
pentru ca resursele s3 poatd fi folosite mai bine se aplici la produse- dilema i pietre do moard care constituie

o frénd in realizarea de profituri.

fn timp, fiecare produs igi schimbd locul ocupat tn cadrul matricei. Un produs de succes are un ciclu
de viatd propriu. El debuteaza ca i dilema, devine o vedetd, apoi o vaci cu lapte gi, spre sfarsitul ciclului de
viata, ajunge piatri de moard. Din aceasta cauzi, firmele trebuie 53 analizaze nu numai pozitiile acestora in
cadrul matricei, dar §i dinamica lor. Fiecare produs irebuic analizat prin prisma locului in care se afla in
trecut $i locul in care se va afla in viitor. In acest fel, matricea devine un instrument util pentru elaborarca
planurilor strategice la nivelul intregii firme, pentru definirea fiecirei activititi importante §i a obiectivelor

specifice.

Analize strategice plurifactoriale prin aplicarea metodei GE-McKinsey

Pentru relevarea pozitiei unor activititi sau domenii de activitate, metoda GE (McKinszy) ia In
considerare doi factori esengiali privind performaniele: atractivitatea piefei §i pozifia strategicd a activitafii
sau domeniului investigat, fiecare factor fiind sinteza altor factori, grupati astfel: factori de piatd, factori
privind concurenta, factori economico-financiari, factori tehnologici si factori socio-politici de nediu. Pentru
a stabili gradul de atractivitate al unei pietei se folosegte un indicator de atractivitate care se determind pe
baza marimii pietei, a ratei de crestere a acesteia, procentul de profit estimat, intensititii concurentei,
sezonalitatii si ciclului cererii §i structurii cosiului la nivel de ramurd. Fiecare dintre acesti factori esie
evaluat, pe baza de punctaje de apreciere a specialistilor, i, impreund, sunt combinati tntr-un ndicator al
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Fig. 3 Metoda GE-McKinsey: Sinteza strategiilor §i a tacticilor de aplicat

Modelul PIMS (Profit Impact of Marketing Strategy) de planificiri strategice

Abordarea PIMS cautd si evidentieze un set de principii cdliuzitoare, pomind de la experienja
colectivi a unui egantion diversificat de societifi comerciale cu rezuitate mai mult sau mai pufin
satisficitoare. Incepind din 1972, a fost compilati si analizali o bazd de date cuprinzind peste 450 de
companii cu mai mult de 2000 de arii strategice de afaceri. Analiza statistic i modelarea pe calculator a
bazei de date oferi compeniilor incluse in program principii de indrumare strategicd bazate pe suma
experientelor rezultate din mai multe situatii strategice diferite, apirute intr-o largd varietate de sectoare
economice. Organizarea bazei de date are ca fundament doui concepte de mare importanta:

1, aria strategicd de activitate (afaceri), ca diviziune organizatorici a companijei, linic de produse sau
centru de profit;
2. piata deservitd - o parte din piaja fotald pe care concurcazi firma.
Analiza PIMS evalueazi schimbdrile apirute in pozifia concurentiald a firmei, strategiile aplicate pentru
dobandirea pozitiei pe piati i profitul rezultat.
Analiza arati ci existi trei seturi de factori care influenteaz# in mod permanent profitul Intreprinderii:
primul set de factori descrie pozitia concurentialii a firmei, care cuprinde cota de piati §i calitatea relativd
a produsului.
al doilea descrie structura de productic, gradul de intensitate a activitdfil de investilii 5i marimea
productivitatii.
o galireilea set reflectd atractivitatea relativi a ratei de crestere a piefei si caracteristicile clientelei, Aceste
variabile, Juate fmpreuns, sunt responsabile pentru 65-70% din variatia profitulni fa nivelul egantionufui
studiat, jar scopul proiectului PIMS este de a folosi aceastd experientd pentru a da réspuns chestiunilor

specifice de strategie, cum ar fi:
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- Daci activitate firmei studiate continui in acelagi ritm ca §i pdnd acum, care este cota de piatd i nivelg] -
de profit la care ne putem agtepia in viitor?

- Tnce fel vor fi afectate aceste performante de o eventuals schimbare a strategiei?

- Cum s-au comportat alte firme din aceeagi ramurd economici sau din ramuri diferite, care s-au aflat in :
conditfi de mediu si pozitii competitive similare, date fiind diversele tipuri de strategii folosite? _ :
Riéspunzind la aceste Intrebir, strategul poate si evalueze mult ma; ugor optiunile alternative luate ip

considerare, )

Baza de date PIMS acoperd o multitudine de ramuri economice, produse, picte si regiumi geografice,
Cele mai multe dintre ele sunt localizate In America de Nord, iar aproximativ 600 din cele 2800 de
fntreprinderi cuprinse se afla in Marea Britanie, Europa §i iri rispandite pe intregul mapamond. .

Argumentul ci factori de genu! structurii de ramurs, pozitiei competitive, structurii costuriior (marjelor
de profit), investitiilor si strategiilor concurenfiale pe care le utilizeazi firma, exerciti o influents -
fundamentald asupra profitului, are o indiscutabili forta persuasiva

Specialistul de marketing profesionist stie ci pozifia de lider pe o piald In crestere, cu marje de profit
atractive 3 cu cerinfe investitionale moderate, este de naturi s3 aduca profituri ridicate, iar poziia a treia san
a patra pe o piald maturd §i cu marje reduse, duce frecvent la profitabilitate scizuti sau chiar pierder,
Modelul PIMS demonstreaza ci acesie atribute structurale au un efect semnificativ asupra profitului §i ci
firmele ar trebui s3 caute structuri §i pozitii concurentiale care s le asigure un avantaj din punctul de vedere
al profitului,

Modelele i relatiile strategice specifice abordarii PIMS se pot foarte bine utiliza pentru a supune
strategiile competitive luate tn considerare, unui “test af realititii”, flindcd oferd rispuns uner intrebiri de
genul celor ce urmeazi:

- Tinind cont de experienta dobandita deja de firme aflate in structuri $i pozitii competitive similare,

are sau nu sens sa folosim aceastd strategic?

- Sunt san ny alocate suficiente resutse pentru a atinge pozitia competitiva si profitul propus?

- Ce tip de model concurential si Structurd competitiva viitoare vor apirea, dupd toate probabilitiile,

dacil se adopti aceasti sirategie?
latd citeva dintre fntrebirile foarte importante care trebuie puse, iar analiza PIMS vine s5 sprijine

- produsul sau serviciul de bazi oferit care trebuie s4 fie exceptional;

- procesele (operatiiley de productie ce trebuic s4 fie eficiente;

- 1n activitatea de conducere §i administrare a resurselor umane este nevoie de creativitate;

- activitatea de marketing ce presupune monitorizarea continud a medivlui, piefii, concurentei gia
propriilor performante, precum §i elaberarez unui plan strategic prin care se stabileste $i contributia fiecirui
membru al organizatici.

Incontestabil, adoptarea unei strategii eficiente este un moment decisiv, dar nu si suficient pentru a
obtine succes, deoarece transpunerea fn practica implici un complex de actiuni concrete, de utilizare a une;
tactici specifice, care se concretizeazi in mixul de marketing,
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ENGINEERING ORGANIZATION OF COMPANIES AND MARKETING APPROACHES

VICTORIA OPREAN'

Key words: marketing - feature of the company, marketing policies and strategies, balanced
porifolio, systemic approach to research, computerization

ABSTRACT: In times of economic and social difficulties, companies’ adapiation 1o business
environment is achieved by flexible and creative methods such as engineering/value analysis, both for
goods, services or works that genercate vakue for it, as well as for construction and operation of existing
structures. In this context, engineering of organizations, under the definition, management and business
management Is a method of design and redesign of organizational structures in line with the requirements
of business growth and enhance the company’s market value. The main goal pursued by the engineering
company is meeling customer requirements in terms of profitability through the rational exploitation of
available properly and existing human potential; the achievement of goal requires correlation of internal
structures with those established by the organization's management in relation with clients.

A key component of marketing strategies is the business politics, as a sef of activities and
establishing prompt and realistic actions to adapt quickly to market requirements and supply to come
onto the market changes, with meaximum efficiency. At present, no company can afford to operate on the
market without a clear, short, medium and long term, fo ensure its success in relationships with pariners,
in terms of rationality, efficiency and profitabiliy of organization,

POLITICAL RELATIONS, MARKETING STRATEGIES AND TACTICS

By definition and implementation of marketing politics appropriate to the context, business
managers and administrators can perform:

- demand assessment and determination of the main details of the market;

- adaptation of manufacturing portfolio and structure of production to the structure of demand on

medium and long term;

- determining market segments not addressed to or partially covered;

- eslimation of market position and potential competitive advantages over competitors, etc.

At present, no enterprise can afford to operate on the market without a clear, short, medium and long
term, to ensure its success in relationships with partners, in terms of rationality, efficiency and profitability
organization.

Marketing policy expresses the concept of the development organization of iis activities, its options
overall, guiding principles and its rules, as well as concrete actions which provide the requisite market
capitalization of its potentizl. ¥ consists of a unitary and eoherent strategies, tactics and specific
programs of action, which characterizes their objectives for a certain period of time, and reflects the
implementation of guidelines, specific options and their defined elements. In marketing policy, the strategy
holds the main place, because it is derived from the organization's objectives on long-term employment in
the market, indicating the directions of action, while the tactics on medium term, arises from the position,
behavior and development activities that are synchronized with policy provisiens by which the agreement
between customer needs and capability of the organization are regulated. For example, a business strategy
includes tactics on market behavior: passive-adaptive to change in customer perception of products offered;
active - innovative asset-creating new categories or types of products demanded by the existing market and /
or empowerment of customers looking to offer new products on the lesser-known segments; market
positioning strategy includes tactics of indiscriinate approach to existing customers, differentiated
segments of customers or geographic areas and diverse taste of customers, etc. The tactics are detailed
strategy by the managers in this area, establishing conecrete actions, operational ones, monitoring the
company's current problems specific to each market and each segment relevant. The main tool for defining
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and mmplementing marketing tactics is the marketing mix levels for combining variable keys that hinge on
performance and results; by the elaboration and substantiation of the mix depends, to a large extent, the

implementation of policy and strategic business decisions.

PLACE AND ROLE OF MARKETING COMPONENT IN THE COMPANY'S STRUCTURE
At the enterprise level, the marketing function’ ensures the performance requirements of connecting
the company to environmental through products, prices, production and placement of sales. Marketing
subsystem entries consist of information relating to: the state of market circumstances, cycle life of
manufactured products, cost-effective distribution channels, promotional activities undertaken and the
resulting effects, allowed budgets and revenues, ete. Specific processes consist of mathematical methods and
statistical procedures, such as conjectural test, decision frees, correlation and regression, various analysis,
surveys, ete. to develop and substantiate decisions on:
- markets or market segments to be addressed;
- volume of demand for products and services to be adapted to manufacture;
- potentially offer of tlie enterprise, portfolio which is balanced by goods and services that can
provide a profitable market position, medium and long term;
- correlation of the life cycle of products to the evolution of demand;
- rates applicable in the context of competitive tactics and the evolution of customer revenues and
expenses;
- channels of production distribution most appropriate to the business opportunities;
- new products that are in demand on the market;
- alternative position, behavior and development that are to be applied, ete.
For instance, research the life cycle of a product can be manufactured using the logistic function

f(t)=K *t**"

e

where

- K is a multiplicative factor of the market permeability regarding the acceptance of the product

on the market;

= 4 - amplitude factor of the function product’s life, which is directly reiated to the duration and

intensity of the life cycle;

- b - wear factor that measures the degree of aging of the product;

- &-base of natural logarithm (e = 2.71 -

- t-times the period of analysis.

Based on this fanction can be estimated: saturation time, as a maximum (the first derivative of the
function is canceled) of products life cycle; beginning of the maturity of product life, the purpose of
imposing it on the market, given the first point where the second derivative of the function is canceled
(inflection point); total sales volume, calculated by integrating the function over the period of the product life
cycle. The parameiers K and b can be estimated from the data collected or estimated on product sales at
different times (1) of an observation period by applying the method of least squares (minimizing the sum of
the squares of differences observed and theoretical values expressed by function).

In order to draft and fundament the marketing decisions, one can appeal to the methods and analysis
of demand, in conjunction with the oifer, such as circumstantial process analysis, strategic analysis methods
(BCG-Boston Consulting Group, General Electric-GE, Porter, PIMS, Profit Impact of Marketing Strategy,
etc.), process the coefficients of elasticity of demand, scenario method, tree method decision, correlation and
regression techniques, eic. '

Subsystem outputs of marketing consist in decision system developed for the continuous adaptation
1o the environment. These can be applied to strategies and tactics, progrant-mix (combinatorial interaction of
factors); balanced portfolio of products which are to be manufactured (currently under production, replaced
by perceptual changes or new features, efc.).

The control mechanism must ensure conditions for tracking, verification, permanently adapting to
the adverse environmental action programs (effects resulting from actions taken and costs incurred).

T Oprean B3, Oprean V., Racovitan D.M., Rusu L., Managementul afacetilor pe internet, editura Risoprint, Clyj-Napoca,
2007, pag, 19
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Table 1 - BCG matrix analysis

Products / areas | Marketing effort | Return Investment Net Proceeds
required

Stars Maintaining  or | High High Zero or slightly
increasing negative

Dairy cows Maintaining High Low Very positive

Dilemmas Growth or | Null or low Very high or null | Very negative or
divestment positive

Millstones Divestment Low or negative | Null Positive

BCG matrix study provides useful information for balancing the assortment structure of production
which will offer business and to assess the trends in the market, including the existing competition. A
- palanced portfolio of production can mean an assortment of production structure in which to consider all
* categories of products in order to énsure continuity of production and net revenue with a bigger profit rate
without significant fluctuations. Using the matrix analysis, the company managers’ task is to determine
objectives, strategies, tactics and budgets by product category by bringing the following main action

gtrategies:

enterprise development activities to increase product market share, even forgoing short-ferm
income. This alternative is indicated for those products, dilemmas that must be promoted to

become stars;

maintaining the status quo is to keep market share of products and it is recommended to apply
for dairy products, which must provide the company's permanent income;

taking advantage of a favorable conjuncture of financial products requires increased intake in the
short term, without taking into account long-term effects. This strategy is recommended to apply
to dairy products, whose ability to bring net revenues begam to ‘decline and their future is
uncertain. Tt may also apply in the case of millstones - dilemma and it is preferred to apply

tactics of disinvestment and exploitation of the existing stocks;

elimination of unfavorable circumstantial situation is to revive or liquidate the product, so that
resources can be better used to apply product-dilemma and millstones which constitutes a brake

on profits.

In time, sach product changes its place within the matrix. A successful product has its own life cycle.
Tt starts as the dilemma becomes a star, then a milk cow, and, to the end of life, reaches the point of
millstone. Due of these inconvenient, companies must consider not only their positions within the matrix, but
also their dynamies. Each product must be analyzed in terms of where it was in the past and where it will be
in the future. In this way, the matrix is a useful tool for developing company-wide strategic plans, defining

cach key activities and specific objectives.

Multi-factorial strategic analyses using GE McKinsey meihod
To reveal the position of businesses or industries, GE method (McKinsey) takes into account two
key factors for performance: market attractivencss and strategic position of the activity or areas of
investigation, each factor being the synthesis of other factors, grouped as follows: market factors,
competition factors, economic and financial factors, technological factors and socio-political environment.
To determine the degree of attractiveness of a market, an indicator of attractiveness is used which is based on
the market size, rate of increase in the proportion of estimated profit, the intensity of competition, seasonality
and the cycle of demand and cost structure at the branch level. Each of these factors is evaluated based on
. assessment scores of specialists, and, together, are combined in an indicator of market attractiveness.
Associating to these two synthesis factors the three zones of existence -sirong, medium, low - a square

matrix of order 3, the results are summarized in Figure 2.
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. These variables, taken together, are tesponsible for 65-70%
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Tig. 3 GE-McKinsey Method: Summary of strategies and tactics to be applied

Model PIMS (Profit Impact of Marketing Strategy) Strategic Planning

PIMS approach sceks to highlight a set of guiding principles, based on the collective experience of a
diverse sample of companies with more or less satisfactory results. Starting in 1972, a database was
compiled and analyzed containing over 450 companies with more than 2,000 strategic business areas.
Statistical analysis and computer modeling of the database included in the program provides companies with
strategic guidance principles based on the sum of experiences from several different strategic situations arise
in a wide variety of sectors. The organization of database is based on two major concepis:

1. strategic area of activity (business), as organizational division of the company, product line or

profit center;
2. served market - part of the overall market in competing company.

PIMS analysis evaluates changes in the company's competitive position, strategies used to acquire
market position and profit results.

The analysis shows that there are
1. The first set of factors describes the eompany's competitive po
quality of the product.
2. The second describes the s

of productivity.
3. The third set reflects the relative attractiveness o

three sets of factors influencing the permanent profit of a company:
sition, including market share and relative

tructure of production, the degree of intensity of investment activities and size

£ the market growth rate and characteristics of customers.
of the variance in profit in the sample smdied

and the PIMS project goal is to use this experience to answer specific questions of strategy, such as:
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- What is the "normal” rate of Yiquidity and the profit rate for a particular type of business, under
. the given environment, competitive position and adopted strategy?

= If you studfed business activity continues at the same pace as before, which is the market share -

and profit expected in the firture?

- How will the performance be affected by any change in sirategy?

- How have other companies behaved in the same economic sector or different sectors, which -

have been under similar environmental and competitive position, given the various types of used .
strategies? X

Responding to these questions, the strategist can more easily evaluate alternative options that have -
been considered.

PIMS database covers  variety of industries, products, markets and geographic regions. Most of
them arc located in North America and approximately 600 of the 2,800 listed companies are in the United
Kingdom, Europe and couniries scattered across the globe.

The argument that factors such as indusiry structure, competitive position, cost structure (profit
margins), investment and competitive stralegies that the company uses, exert a fundamental influence on °
profits, represents an undeniable persuasive force.

Professional marketing expert knows that leadership in a growing market with attractive profit
margins and moderate investment requirements is likely to bring higher profits, and the third or fourth
position in a mature market with low margins, often leads to low profitability or even losses. PIMS model
demonstrates that these structural attributes have a significant effect on profits and that firms should seek
structures and competitive positions to provide them an advantage in terms of profit. )

Specific models and strategic relationships PIMS approach may well be used to submit competitive
strategies considered a "test of reality™ as it offers to answer questions such as follows:

- Given the experience already acquired firms in similar structures and competitive positions, do

or do not make sense to use this strategy?

- There are or there are nét sufficient resources to achieve competitive position and proposed

profit?

- What type of competitive model and fiture competitive structure will appear in all likelihood, if

adopted this strategy?

Here are some important questions to be asked, and the PIMS analysis to support strategic thinking
comes in these lines,

Global marketing strategy incorporates a whole strategic direction of the market, product, price,
distribution and promotion. Studies in the middle of this decade confirm that the main ingredients in a recipe
are the four elements commeon to all organizations thrive, regardless of nationality:

- basic produet or offered service must be exceptional;

- processes {operations) of production must be effective:

- inthe management and human resource management creativity is required;

- marketing activity that involves continuous monitoring of the envitonment, market,
competition and its own performance, as well as developing 2 strategic plan which sets
out the contribution of each member of the organization.

Unquestionably, the adoption of effective strategies is a decisive moment, but not enough to achieve
success because the implementation involves a complex of concrete actions, to use a specific tactie, which is
reflected in the marketing mix.
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INTERMEDARII DIN ASIGURARI

DAN CONSTANTINESCU
VIORICA IRINA GARBO

Cuvinte cheie: agenyi de asigurare, brokeri de asignrare, calificare profesionald, pregdtire
profesionalld, socleidti de asigurare, Institut de Management in Asigurdri

REZUMAT: Asigurdiorii subscriu produsele de asigurare prin intermedinl agentilor si
brokerilor de asigurdri denumii intermediarii din asigurdri care primesc un comision reprezentind cotd
parte din primele de asigurdri incasate, Intermediarii din asigurdri au obligagia sd se inscrie in Registrul
intermediarilor deschis de CSA dar trebuie si urmeze cursuri de calificare profesionald iar pentru
continuitatea meseriei va frebui sa urmeze cursuri de calificare Continud organizate de Institutul de
Management in Asigurdri.

INTRODUCERE

Activitatea de asigurare, desfisurati In piata roméineasci de ciitre companiile de asigurdri autorizate
de organele de supraveghere specifice pietei, a fost una dintre cele mai dinamice sectoare financiare ale
" economiei aducidndu-si o contributie mereu cres¢dndi la formarea produsului intern brut. De remarcat este
" faptul ci dinamica acestui sector a fost una superioari faf#i de cresterea pe care au avut-o celelalte secioare
financiare In perioadele de expansiune economice.

CUPRINS

Volumul activitafii asiguritorilor si profituf pe care acestia Il obtin depind de numdérul si calitatea
asigurdrilor pe care le subscrie intr-o perioadi determinatd de timp. Numérul de asiguréiri vindute si volumul
de prime brute subscrise de fiecare asiguritor depind de canalele de distributie pe care fiecare asiguritor le
utifizeazi. Prin urmare, preocuparea permanenti a companiilor de asiguriiri consti in identificarea celor mai
eficiente canale de distributie pentru prodnsele proprii. Canalul de distributie cel mai accesibil i mai des
utilizat de asiguritori este cel al intermediarilor de asigurari.

Anumite forme de asigurari se pot vinde §i prin canalele alternative de distributie, in ultima perioada
de timp, acestea au ciipitat o anumitd importantd in vAnzarea asigurérilor. Desi in studiul de fatd nu ne-am
propus 53 subliniem rolul si importanta canalelor alternative de distributie a produselor de asigurédri totosi le
vomn aminti, deoarece In ultimul timp asiguritorii recurg la unele dintre ele atit pentru a-gi face cunoscuti
activitatea cht si asigurdrile pe eare le subseriv. Cele mai folosite §i cunoscute canale alternative’ de
distributie sunt:

= posta directd — presupune expedierea unei oferte ciitre potentialii asigurati in care se prezinti
forma de asigurare care se doreste a fi vinduta, motival pentru care i-a fost ficuld oferta, o
cerere de asigurare §i un plic cu adresa asiguratorului sau a agenfiei sale cea mai apropiati de
locul de muncd sau domicilin al ofertatului.

* bancassurance — presupune vinderea asigurfrilor de citre bancheri impreund cu produsele
specifice activitatii de creditare.

= telemarketing-ul — presupune contactarea telefonici a potentialilor asigurati pentru stabilirea
unei intdlniri in vederea Incheierii contractuiui de asigurare.

= mijloacele mass-media — presupun modalititi de promovare atit al companiilor de asiguriri
cét §i a formelor de asigurare pe care fiecare dintre ef le pot subscrie. Potengialii asigurati

* Universitatea Ecologicd, Facultatea de Stiinte Economice, Bucuresti, Romania, Institutid de Mabagement Tn Asigurdird,
Bucuresti, Roménia
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urménd sd se adreseze citre asigurdtorul a cirui formi de asigurare i acopera riscurile care-{
ameninff bunurile, afacerile sau pierderile financiare datoriti posibilufui siu deces sau a altei

persoane asupra céiruia are un interes.

" vanzarea prin intermediul refelelor de supermagazine — subscrierea unor forme de asigurare .

de catre agenti specializafi citre clienii magazinuhui in interorul acesfuia.

® intemetul — este canalul utilizat din ce in ce mai mult de catre companiile de asiguriri atg; .-
pentru promovarea rezultatelor economice a companiitor de asigurari cat si pentru a-5i vinde .
unele dintre asigurdiri. Prin internet se vand asigurdni simple si care nu necesiti o negociere -

laborioasa.

Utilizarea uneia, a dous sau mai multor canale de distributie alituri de cele clasice (agenti si brokerq
de asigurare) se face in functie de complexitatea formelor de asigurri care urmeazi sj fie vandute, costul

utilizirii fiecireia si nu fn ultimul rand de grupul {intd ciruia i se adreseazi asiguritorul,

Desi nu suntem de acord cu distributia asiguririlor prin aceste canale alternative, trebuie s3.

recunoastem ¢ prin intermediul for, vinzarea de asigurdri a clipitat noi dimensiuni, acesten oferind atat
asiguritorilor cAt maj ales asiguratilor si intermediarilor noi posibilitdti de manifestare,

Dupi cum am mai spus, activitatea fiscrui asiguriitor depinde hotaritor de numarul de asigurri
véndute si de volumul de prime subscrise. Rolul determinant in distribuia asigurérilor il are forta de vanzare
a fiecani asiguritor. Forfa de vinzare g asiguratorului este proportionald cu fumaryl celor care vand
asiguriri pentru un anumit asigurditor, numiti §i intermediari 1n asi gurdri $i de nivelul pregatirii profesionale a
acestor infermediari.

Intermediarii din asigurari se regisesc ca ocupatii clasificate in CORZ, in subgrupa majori 3.4
denumiti ,alée ocupatii asimilate tehnicientlor”. In subgrupa amintitd sunt clasificate ocupatiile specifice
intermediarilor din asigurari respectiv ,agentii de esiguriri” si _brokerii in asi rdri”. Acestea sunt

+ clasificate si definite in grupa minora 3412 - agenti de asigurir si broker in asigurari’. Definirea celor doui
ocupatii cu completarea ficuts de noj egte urmétoarea:

Agent de asignrare — ocupatie regiisiti in subgrupa 3412.01. Agentul de asigurare vinde produsele

ratele de primid pentru asiguririle recomandate ufilizénd calculatorul si tarifele. Contacteaza detindtorii de
polite pentru livrarea si explicarea acestora, pentru a sugera suplimente sau schimbari n programul de
asigurare, Agentul de asigurare poate intermedia pentru unul sau mai mul{i asiguriitori produse de asjgurare
complementare la produsele fiurnizate de institufiile de credit si institugiile financiare nebancare daci aceste
institutii acfioneazi pe o piati reglementati. Pot colecta primele si tine evidenia acestora.

Broker In asiguriri — ocupatie regasitd in subgrupa 3412.02. Brokerul de asigurare acords
consultanii si asistents clientilor si. In relatia dintre potentialul asigurat §i compania de asiguriri, brokerul
de asigurari este reprezentantul potentialului asigurat Brokerul identifica, analizeazi §i evaluazi riscurile
asigurabile specifice clientului s, cauti la asiguritorii cu care este in relafii de colaborare protectia cea mai
buni si mai avantajoasa pentru acesta. De asemenea, negociazi si incheie contractul de asigurare aferent
riscurilor care se doresc a fi asigurate, intoomeste planul financiar al contractului de asigurare, Tncaseazs
prima de asigurare §i 6 vireazi asiguratorului. Asiguritorul recompenseazi brokerul care i-a adus un contract
de asigurare cu contravaloarea comisionului aferent asiguriirii subscrise. In cazul in care brokerul primeste de
la asiguriitor competenta de a regulariza, daunele produse de riscurile asigurate, atunci el va solutiong i
problematica legati de identificare riscurilor care au produs pagube, de méirimea §i Intinderea pagubelor
produse de riscurile asigurate, modalitaten de refacere a obiectelor distruse (reparatie sau inlocuire a
obiectelor distruse) si de plata despigubirii. Brokerul va acorda asistentd clientului siu fainte i pe durata
deruldrii contractelor de asigurare. Dacii contractul de asigurare este umyl de pensie facultativid atunci
brokerul va supraveghea modul de fructificare a contului asiguratuiui si-l va consilia pe clientul sau,

Cu cit numaru agentilor de asigurare dintr-o companie, sucursald sau agentie a asiguritorului este
mai mare cu atit entitatea organizatorica va subscrie un numér mai mare de asigurdri. Prin urmare, recrutarea

.agentilor de asiguriri trebuie s3 fie o activitate nefintreruptd atit pentru a completa posturile de agenti de
asigurare care au pirdsit sucursala sau agentia de asigurdri sau care au promaovati in posturi de coordonatori

2 COR - Clasificarea Ocupafiilor din Romania
SCSA - Ordinul pr. 10/2007, modificat prin Ordirul nr, 12/2007, publicat in Monitorul Oficial nr. 734/30. 10.2007
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Management in Asiguriri, in scopul asiguririi unei depline integrari a procesului formativ, la cele mai Inalte
standarde, 2 Structurii de invifEmant universitar pentru domeniul asigurdrilor care urmeazi si parcurgi
procedurile de auvtorizare §i acreditare previzute de legislatia n materie. Insi datoriti influentei crizej
economico-financiare 31 incertitudinile privind legislatia in materie, solicitarea de autorizare a Structurii de

Invagimént universitar pentru domeniul asiguririlor a fost amdnati pana la aparitia Legii educatiei nationale, . :

Pentru reglementarea cerintelor privind calificarea profesionals, pregitirea continug si specializarca

persoanelor care lucreazi in domeniul asiguririlor, Comisia de Supraveghere a Asiguririlor a emis in 15

funie Ordinele or.6 si or.7, publicate in Monitorul Oficial 417/22 funie 2010, primul pentru reglementares

activititii entititilor care pot organiza cursuri de pregatire unitard a personalului din asigurdri si cel de-al -

doilea privind calificarea profesionald §i pregitirea continui a persoanelor care lucreazi i domeniu}
distributiei produselor de asigurare,

In conformitate cu ordinele amintite, persoanele care doresc sa lucreze n domeniul asigurarilor,
trebuje s& absolve un program de calificare profesionald aprobat de Comisia de Supraveghere a Asiguririlor.
La programele de calificare profesionald se pot inscrie persoane fizice care posedi diplontd de abselvent de
licen i au domicifiul sau rezidenfa in Romania, precum si cetiteni cu domicilivi sau rezidenta in Spagiul
Ecanomic Furopean care fac dovada ¢ defin cunostinte do limba roména n masura sa asigure o foarte buni
comunicare cu asigurafii si poteniialii asigurati, Durata programului de calificare profesionald este de
minimum 50 de ore efective iar programa-cadru si tematica detaliati a programelor de calificare profesionali
este elaborata de Comisia de monitorizare a calitifii pregatirii profesionale’ si se supune aprobarii Comisiei
de Supraveghere a Asiguririlor. Programele de calificare profesionali se finalizeazi cu examen de absolvire
§i se atesta prin certificat de absolvire eliberat de furnizorul programului educational.

Categoriile de persoane care vor fi obligale si urmeze cursuri de pregitire profesionald sunt
urmitoarele:

a) agenti de asigurare persoane fizice;

b} conductori ai agentilor de asigurare persoane juridice;

¢) subagenti;

d) conducitori ai activititii de bancassurance §i persoanele fizice care desfigoard activitate de

baneassurance;

e} conducitori executivi ai brokerilor de asigurari gifsau reasiguriri:

f) brokeri in asigurdri/reasiguriri;

g) asistenti in brokeraj persoane fizice §i conducitori ai asistentilor in brokeraj persoane juridice;

h) personal propriu al brokerului de asigurare si/sau reasigurare, care are ca principald atributie de

serviciu intermedierea contractelor de asigurare si/sau reasigurare;

i) angajati ai societifilor de asigurare implicati in activitatea distributiei produselor de asigurare.

Persoanele mentionate mai sus care la aceast dati sunt inregistrate in Registrul intermediarilor in
asiguriri si/sau reasigurdri, sunt obligate ca la perioade succesive de maximum 3 ani, calculate de la data de
1 octombrie 2010, sa faci dovada cil au armat un program de pregitire profesionald continud aprobat de
Comisia de Supraveghere a Asigurdrilor. Pentru aceste persoane durata programului de pregitire
profesionald continud este de minimum 20 de ore.

Pentru persoanele care indeplinesc calitatea de conducdtori ai agentilor de asigurare persoane
juridice, conducitorii activitatii de bancassurance, conduc#torii executivi ai brokerilor de asigurare si/san
reasigurare, precum $i pentru conducitori asistentilor in brokeraj persoane juridice, perioadele succesive la
care trebuie sd urmeze un program de pregitire profesionald este de maximum 2 ani. Pentru acestia, durata
programutui de pregitire profesionald continui este de minimum 35 de ore.

Programa cursurilor de pregétire profesionald gi fematica examenelor de absolvire se elaboreazi de
catre Comisia de monitorizare 51 se supun aprobirii Comisiel de Supraveghere a Asigurdrilor. Cursantilor
care au promovat examenul de absolvire li se elibereazi un certificat de pregitire profesionala continui.
Lipsa certificatuiui de pregiitire profesionald continuii conduce la imposibilitatea exercitirii activitifii de
distributie a produselor de asigurare.

Incepdnd cu data de 1 fanuarie 2011, asiguratorii si broketii de asigurare sau reasigurare vor fi
obligati sd includi n contractele de muncs, de mandat sau intermediere a categoriilor profesionale
mentionate mai sus, obligativitatea obtinerii certificatului de calificare profesjonald continud in termenele

? definitx in Ordiaul 6/2010 - privind reglementarea activitatii entitaitilor care pot organiza cursuri de pregitire unitars a
personalului din asiguriri
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Considerim cd rolul agentilor si al brokerilor de asigurare va cregte continuu In incercarea
companiilor de asigurari de cuprindere in asigurare a unui numar tot mai mare din bunurile si persoanele:
asigurabile din piafa roméneasca. O dati cu cresterea nivelului pregitirii profesionale a celor care distribui,
produse de asigurdri va creste rolul asiguririlor fn activititile financiare §i va creste contributia sectorului de
asiguréri la formarea produsului intern brut al tArii.
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INSURANCE INTERMEDIATES

DAN CONSTANTINESCU
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Key words: Insurance agents, insurance brokers, professional qualification, professional
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ABSTRACT: Insurers subscribe products of insurance through the insurane agents and brokers
called insurance intermediores which receive a comission representing the share of collected insurance
premiums. Insurance intermediaries are required to register in the register of intermediaries CS4 but
must attend courses for continuing professional qualification and for the continuation of the profession
will have to follow continuous training courses organized by the Institute of Management in fnsurance.

INTRODUCTIGN

Insurance business conducted in the Romanian market by insurance companies authorized to market-
specific supervisors, was one of the most dynamic financial sectors of the economy and bringing an ever-
inereasing contribution to gross domestic product. It should be noted that the dynamics of this sector was 2
greater rate than the growth that they had in other financial sectors in times of economic expansion.

CONTENT

Volume and profit insurers get depends on the number and quality of insurance that are subseribed to
a specific period of time. Sold insurance number and volume of gross written premiums of each insurer
depend on distribution channels that each insurer uses. Therefore, insurance companies continuing challenge
is io identify the most effective distribution chammels for their products. The most affordable distributicn
channel and often used by insurers are insurance intermediaries.

Some forms of insurance can be sold through aliernative distribution channels, lately, they have
gained some importance in selling insurance. Although in the present study we have not -decided to
emphasize the role and importance of alternative distribution channels for insurance products, however, we
will mention, because lately insurers use some of them to make their activity known and insurances they
subscribe. The most widely used and popular alternative’ distribution channels are:

» Direct mail - involves sending offer to prospective policyholders where the form of insurance intended
to be sold is presented, why the offer was made, an insurance claim and an envelope with the address of
the insurer or the nearest agency workplace or residence of the offered

¢  bancassurance - selling insurance assumed by bankers with specific lending products.

s Telemarketing - involves telephone contact with potential insured for making an appointmeni for
closing the insurance contract

e media - involving ways to promote both insurance companies and insurance forms that each of them
can subscribe. Potential policyholders will refer to the insurer whese insurance as it covers the risks that
threaten property and the business or financial loss due to his possible death or other person over which
it has an interest.

s selling through networks of supermarkets - some forms of insurance underwriting by specialized agents,
to customers inside the store.

' Ecological University, Faculty of Economics Sciences, Bucharest, Romania, The Insurance Management Institute,
Euchares’g Romania i

“Bogdan Voda” University, Faculty of Economics Sciences, Chij-Napoca, Romania
' after, Baiescu. A.T., Asigurdrile de viaid la debutul mileniuhui I, Bd. Dacia, Cluj-Napoca, 2005, pag. 272
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ends decisively on the number of insurance sold and e .

INSURANCE INTERMEDIATES

Knowledge: a certain level of culture, the more "advanced”, the more self-controlled. In addition,
vendor expetience and some knowledge of insurance are positive indicators.
skills: creativity, decision-making power, initiative and empathy are some of the traits. Other skills
required, such as communication, persuasion and balance. Technical skills are organization, planning,
analytical power, good manners, service, time management, collaboration, administration, efc..
¢} personality: the main influence factors are characteristic of extrovert or introvert, expressiveness,
enthusizsm, goodwill, value, morality, trust. These personality traits along with interest in the
implementation of activities can lead to performance and efficiency in this area. _
physical appearance: age, sex, good looks or bad, well or badly dressed, clean, neat, haircut, are some of
the major factors that will influence a person's relationship with social and professional environment
An advanfage of attracting and identifying a large number of potential sellers of insurance products is
that they will be many sources of ideas and knowledge that can bring new insured to the portfolio of the
insurance company and with continued training they will be able to handle personnel positions additional
insurance for company growth.

A very important role in attracting more people fo work as an insurance agent, will present a
company's teputation for which the agent will sell insurance as well as the presentation in the recruiting add
of the main advantages of this recruitment jobs that can be a basis for the one that does it and can be treated
as a small personal business and as complementary job to the basic one for those who wish to practice.
However, the fact that the multitude of candidates who will participate in the selection process the well
trained people will be chosen and they would not participate in training courses, reducing the company's
expenses of organizing the courses®.

If the number sold and the amount of insurance premivms and premiums depend on the number of
insurance agents who work for a particular insurer, the quality of insurance sold (certain forms of insurance
with small damage and complex insurance) depend heavily on the training of those who sell insurance.

If our previous materials about preparing specialty insurance agents and other persons oceupying positions in
various insurance companies in Romaniaz have indicated that there is no educational institution to train
specialists for the insurance, the Insurance Supervisory Commission decided on 9 December 2008, the
founding of the Institute of Management in Insurance, which will handle this. Time to start the actuat work
of the Institute took place on 9 June 2009. Insurance Instie of Management was established as a
foundation, z legal entity governed by private non-profit, non-governmental, apolitical, under Art. 969. Civil
Code, the Government Ordinance No. 26/2000 with subsequent amendments and other relevant legal
provisions.

The main objectives of the Institute of Management in Insurance are the preparation and training of
professional people working in insuranee. It will also have the priority of coordination and certification of
the professional qualifications of persons stating his intention to work in this arca, and insurance-related
activities in areas related to the insurance. Insurance Supervisory Commission Council decided to establish
the Institute of Insurance Management, to ensure the full integration of the formative process, to the highest
standards, the structure of university education for insurance to go through licensing and accreditation
procedures under the legistation. But due to the influence of economic and financial crisis and uncertainty
regarding legislation, requesting authorization for the tertiary siructure of the insurance sector has been
deferred until the occurrence of the Law of National Education.

To regulate the professional qualification requirements, continuous training and specialization of
people working in insurance, the Insurance Supervisory Commission issued orders on June 15, No.6 and
No.7, published in Official Gazette 417/22 June 2010, first to regulate business entities which can organize
training courses for staff in the insurance unit and the second on qualifications and training of persons
working in the distribution of insurance products.

In accordance with the orders mentioned, people whe want to work in inssurance, must pass a
qualification program approved by the Insurance Supervisory Commission. Qualification programs can
enroll individuals who possess high school diploma graduate and domicile or residence in Romania, as well
as citizens with the domicile or residing in the European Economic Area which prove to have knowledge of
Romanian language in a position to ensure very good communication with policyholders and potential
policyholders. Duration of professional qualification is at least 50 hours actual and detailed thematic
curricutum framework and professional qualification programs developed by the Commission is monitoring

a)
b)

4
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the quality of training’ and is subject to approval by the Insurance Supervisory Commission, Qualification
programs end with graduation exam and graduation certificate issued certifying the educational program

provider.
The categories of persons which will be required to follow training courses are as follows:
a) individual insurance agents;
b} managers of corporate insurance agents;
c) sub-agents;
d) the bancassurance business leaders and individuals engaged in bancassurance;
e) executive directors of insurance brokers and / or reinsurance;
f) brokers in the insurance/reiﬂsurance;
£) assistance in brokering individuals and leaders of legal assistants in the brokerage;
h) own personal insurance and/or reinsurance, which is the main task of the service conitracts of insurance
brokerage and/or reinsurance;
1) employees of insurance companies involved in distribution of insurance products.

they must follow a training program is 2 years. For them, during the training program is at least 35
continuous hours.

the business of distribution of insurance produets,
Starting with January 1, 2011, insurers and insurance or reinsurance brokers will be required to
include employment contracts, mandate or intermediary professional categories mentioned above, the

company in the insura.nce/reinsurance, or insurance broker, we believe that with professional qualifications,
continuing professional education or professional fraining, a special role may be that of the career
development. Thus, each organization should be involved o managing their careers employees, because in
this way will he able to efficiently allocate Tesources, and motivating employees to achieve orgamizational
objectives,

We believe that in Romania, very little is currently addressing career planning, few companies (not

only the insurance) who set a personal and professiona] development plan for their employees, to help in
shaping a careet on the horizon long time in Iine with the objectives of the organization,
Career development is & more complex process than professional preparing, Throughout life an individua
can have multiple careers, one afier another or simultaneously. Individual career includes both professional
and family life and relations between them. We distinguish two routes of administration as a career: the
organization and individual, An important role in the career of a person plays the workplace, changes that
oceur in work due 0 various factors: reduction of resources, knowledge, and changes in social, political and
economic, customs, education.

The individual will develop and be happy with his careet, to the extent that the organization will be
able to facilitate the advancement in various positions and levels of responsibility in which to enhance the
knowledge and skills to develop,

Frequent restructuring of the insurance market materialized in mergers, acquisitions, restructuring,
staff reductions, etc.. vision led to changes in individual careers, For those working in insurance today, the
change in the fiture of even more employers and occupational areas is almost certain, In the context of
globalization they will only have to interact with partners or clients from different countries and cultures

-_—

? defined in Order 6 /2010 - on the regulation of entities that can Organize training courses for staff of insurance unit
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DANIEL VALERIUS VLAD "
VIORICA IRINA GARBO®
RADU FLORIN PINTEA
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A strategicd: poartd povara obligatiei unui serviciu universal si

Posta Roménd se confruntd cu o dilem
trebuie s3 mentind o refea nationald cu livrare regulata a corespondentei, independent de costul real al

¢ asemenea, se confrunti cu o presiune tat mai mare din partea guvernului, a concurentei si

Pentru sustinerea informatiilor prezentate in urma studiulbui bibliografiei de specialitate §i a altor surse
ficarii unor elemente de fmbunititire a funcfionarii organizatiei postale, am
realizat 0 cercetare pe teren vizdnd organizatiile pogtale din cadrul Regionalei de Posta Cluj. _
Am ales 53 efectuim un sondaj pe bazi de chestionare. Nu am omis din start posibilitatea realizirii de

umuiui mare de informatii de care aveam nevoie, a aspectelor metodologice
jmplicate §i nu in uktimul rand datoriti zonei vaste de raspandire a unitajilor pogtale, nu am folosit aceasti
Pentru constituirea egantionubui am intocmit lista tuturor ‘angajatilor, in ordine alfabeticd, din
unititile postale aferente fiecirui judet 5i In plus din Directia Regionali de Pogti Cluj, constituind astfel sapte
grupe. Listele constituite pentru fiecare grupd in parte se cumuleazi forindnd astfel baza de sondaj.

Pentru a delermina esantionul ce trebuie extras din fiecare grupd am stabilit un pas statistic K=35 (tot
al treizecigicineelea angajat intrd in egantion).

$n cazuol nostru, toate unitagile din cadrul unei grupe au fost mumerotate de la | pand la Na;. Apoi am
extras tot al doudzecilea angajat din cadrul fiecirei grupe.

Prin urmare esantionul format numrd 123 angajati asupta cirord se va efectua studiul.

Am abordat cercetarea prin aplicarea fiecirei unitdfi statistice (angajat) din egantion a doud
chestionare :

e CBO - “Chestionarul blocajelor organizagionale”
+ OCI “Inventarul culturii organizationale”

CBO este un chestionar elaborat de Mike Woodcock i Dave Francis prin care se diagnosticheaza
organizatia, in ansamblul sau, aritind care anume ar fi “blocajele” (problemele) care impiedicd buna
funciionare a organizatiei si care se cer a fi solufionate (deblocarea) prin programe specifice de schimbare si

dezvoltare organizationald. .
Chestionarul contine 120 itemi prin care se urmareste identificarea domenitlor-problema (blocajelor

organizajionale)

OCT este un chestionar elaborat de ciitre Clayton Latfferty fmpreund cu Robert Cooke si este propiiefatea
firmel de consultanta Humar Synergistics. Prin acest chestionar se realizeazi un diagnostic al culturii
organizagionale existente §i se identifica posibilele subculturi. La baza chestionarului OCY sti modelul
Circumplex, o diagrami circulard cu 12 sectoare tmpartitd In trei grupe mari de stiluri: Constructive, Pasiv-
Defensive si Agresiv-Defensive.

Stilurile Constructive arati o preocupare dominantd a oamenilor ciire mai bine, citre calitate si
excelentd. Intr-o cultura orgenizationald orientasa spre dezvoltare, stilurile culturale ce apartin acestei grupe
sunt foarte bine reprezentate.

Stilurile Pasiv-Defensive aratd o preocupare a oamenilor cétre securitate i evitarea riscurilor. Aceste
stiluri sunt specifice organizatiilor conservatoare, tradifionale si controlate birocratic. Este benefica pentiu
eultura organizationald o reprezentare cdt mai redusd a acestor stiluri.

Stilurile Agresiv-Defensive aratd o preocupare 2 pameniior pentru protejarea ego-ului §i a statutului
personal, a pozifiei, 2 imaginii personale. Desi, o ugoard orientare de acest tip ar putea fi utild, o prea mare
preocupare pentru perfectionism ar putea sd piards imaginea scopului in ansamblu, si se piarda in detalii.
Acest lueru tinde s Intirzie rezolvarea problemelor.

OC] oferd un profil al organizafiei in termenii comportamentelor despre care angajatii considerd cd
sunt asteptate de la ei pentru a se potrivi cu organizatia si a-i indeplini agteptérile. Cu alte cuvinte méasoard
“gum se petrec lucrurile pe aici”. :

Chestionaril are 120 itemi reprezentaii edte 10 pe 12 scale ale stilurilor culturale. -

Au fost lansate cele doud chestionare (CBO i OCI) la cei 123 angajati ce fac parte din esantionul
stabilit.
Procesul de culegere a datelor a fost marcat de o serie de dificultdfi, in sensul ¢d numai {15 angajati au
raspuns solicitdrii, iar alte 6 chestionare CBO, respectiv 4 chestionare OCI, au fost anuiate din cauza
completirii incorecte sau incomplete. .
’ Prin urmare am avut la dispozitie un numir de 105 chestionare CBO respectiv 105 chestionare OCI
(corect completate) reprezentind 85,36 % din esantionul initial. Cu toate aceste dificultati considerdm ci
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Dacé ar fi s3 exprimim codifi

Tabelul 1
1 Chj

1. Structurd organizatoric

1. Sistern de recompensare | 1. Dezvoltare individuald

2. Motivare 2. Filosofie de conducere 2. Instruirea noilor angajagi

3, Instruire 3. Creativitate

4. Recrutare §i angajare 3. Obiective
4, Conducere necorespunzatoare

5. Colaborare

n urma prelueririi datelor extrase din cele 105 chestionare OCT am putut stabili scorurile fiecarui

stil de culturd organizationala. .
Diagrama urmitoare prezint scorurile obfinute de cefe 3 grupe de stiluri ale culturii organizationale

(Fig 2).

Fig. 1 Blocajele organizationale

Fig. 2 Scoruri inre,
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LEGATURA DINTRE ,,BLOCA.
” JELE ORGANIZA
A ;UL TN RL BLOCATELE ORGA TIONALE” ST CULTURA ORGANIZATIONALA
e punem intrebarea, dacd cultura izationalad i
orpuizer ntre - : organizationald are influenti as i iondri a
ore a_na]?zat 5 :r ngit;edlgem ifegjogja;el de Pogta Cluj. Pentru a putea gé:;;i rés;frz:ulb;:inzéeil;?; %.lnot:g: .
tializ ela : ive punct de vedere statistic, di iferi fluri -
Ofgﬂﬂlzﬁlﬁg@(lf $;iﬁbloc:'ajele” care impiedicd dezvoltarea nrganizaﬁiloi,poggz (iferiele stlur ele culta
' wlentificat matricea de corelafie i iferi ituri
blocaie oxganizaionate n S9SS. tie intre diferitele stiluri ale culturii organizationale si diferitele

Iﬂ Ta iul i i
be 2 am facut 0 prezem’are sinfeticd a Corelat.iﬂﬂr dintre diferitele stiluri a]e Cuhlu‘" .
11

organizationale gi diferitele “blocaje” care Impiedica buna functionare a organizaie;
ei.

Legitura dintre ,,blocajele organizationale” si cultura Tabelul 2
ionalei de Pogtii Cluj

Sistern de recompensare
necorespunzitor

I Stiluri Constructive Instruire slabd 0.07
Colaborarea defectuoasi : -0,19 0,05
Filosofie de conducere gresita - -0,22 0,02
Structurd organizatorici confizi - 0.22 0,02
Recrutarea $i aﬂg@jarca -0.24 0,01

] necorespinzitoare * -0,18

2. Stilul bazat pe rezultate | Colaborarea defectuoasi 0,07
Filosofie de conducere gresiti " 0,19 0.05
Structurd organizatorici confilzi R -8’21 0,03

3 Stiful L ) Colaborarea defectuoasi N -0,20 0,04

umenist -fncurajator | Filosofie de conducere gresita -0,18 0,06

Sfructuré organizatoricd confuzi . 0.19 0,06
Sistem de recompensare 032 | 0.0008
neco_respunzator - -0,23
Motivare redusi . 0,02

4 Stitul bazat pe afiliere Instruire slabi - '3’22 0,02
Colaborarea defectuoasi . =021 0,03
Filosofie de conducere gresita = :0.25 0,01
Conducere necorespunzitoare _g’ig 8’02
Structuri organizatorica M =Y, ,02

3 — . L g ricd confuzi .

Stiluri Pasiv-Defensive | Instruire slabé a noilor angajati . 0,28 0,004
Sistem de recompensare 0,13 0,19
necorespunzitor -

Motivare redusi - 0,25 0,01
Instruire slabi . gﬁg 0,02
. Colaborarea defectnoasi . 0,008
6 | stilal bazat pe evitare | Lipsa dezvoltrii individuale : 038 | 0,0005
Filosofie de conducere gresita - " 3’21 0,03
Creativitate slabi : ,23 0,02
Conducere necorespunzitoare . 0,34 06,0003
IStructur& organizatoric confuzi . g’gg g’gggg
— nstruire slabi a noil jati . * >
7 Stiluri Agresiv- For angaja 0,27 0,005
Defensive h - -
8 Stitul bazat - Creativitate slabi _
pe opozijle .
Conducere necorespunzitoare . g’i;l g’gz
, ,03
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| de semnificafiz statisticd a unei diferente dintre dousi medii ale

oate lua valori intre 0 si 1.

Unde: “p” reprezinti nivelul
ce arald taria legaturii, asocierii dintre doud

ariabilefor cantitative (ce se exprim prin cifre). P
“p reprezinti coeficientul de corelagie liniard Pearson,

;' yariabile cantitative. Poate Tua valori fntre -1 51 1.

CONCLUZI

Gtijul bazat pe cvitare genereazi cele maiputernice leghturi cu diferitele ,blocaje” organizationale, i
anume: Cu colaboratea defectuoasd (r =0,38), cu creativitatea slabd (r =0,34), cu conducerea
necorespunzitoars (r =0,32), cu structura organizatoricd confuzi (=0,32). Acest stil de culturd este
raspunziter de o mare parte din problemele cu care se confrunts organizajiile pogtale din structura
Regionalei de Posti Cluj.

Des stilul bazat pe evitare 2 fnr ), totugi este bine reprezentat intre

azi negativ modul in care
si asume riscuri, se

egistrat cel mai mic scor (46,30%

angajatii din organizatiile de pogta din cadrul Regionale de Posti Clyj s influente

ge colaboreazd, creativitatea angajatilor 5i metodele de management. Angaiatii nu vor 58~

retrag din situatiile dificile iar colaborarea, inovarea si performanta au de suferit,
Grupa de stiluri constructive are o Jegaturd negativa cu sistemul de recompensare pecorespunzator (r

=0,17). Aceasta Inseamnd ci un sistem de recompensare conceput defectuos va afecta stilurile culturale

orientate spre satisfaciie sau, altfel spus, cu ct sistemul de recompensare este mai bine conceput cu atit

cresc sansele ca stilurile orientate spre satisfactia angajatilor sa fie mai bine reprezentate.
: cu slaba instruire (r =0,19). Acesta insecamnd

Tot o legturi negativi o ar¢ aceasti grupd de stituri
¢4 un program de instruire neadecvat va afecta gradul de satisfactic a angajafilor sau, altfel spus, cu cét
siilurile comstructive vor fi mai slab reprezentate cu atdt slaba insiruire in rindul angajafilor va fi mat

evidenti.

De asemenea, o legdturd negativa se inregistreazi intre stilurile constructive si colaborarea
defectuoasi (r =0,22). Cu cit colaborarea defectuoasi este mai pronuniatd, cu atét scad sansele dezvoltdril
stilurilor constructive. O colaborare defectuoasi va afecta posibilitatea obiinerii rezultatelor scontate s

relatiile interumane.

Relatic negativd se Integistr
filozofie de conducere gresitd va
rezultatele individuale.

Relafia negativi dintre sti
faptul cd, slaba definire a rolurilor,
dezvoltarea insuficienta a stilurilor constructive.

Grupa de stiluri pasiv-defensive s¢ coreleaza poritiv cu skaba in
Legitura nu este una puternicd dar firma ca slaba instruire poate conduce la evitarea sar

putem a;
complexe, pasarea responsabilitagilor, conformism exagerat derivat din slaba ,stipanire” a situaiei.
Desigur ¢3, un program de se tezumi numai la

schimbare si dezvoltare organizagionald nu

jdentificara clementelor de culturd organizationald i a factorilor de “blocaj” organizajional. Un program bine
fundamentat stabileste si planifica actiunile necesare pentru depagirea problemelor si valorificarea
oportunititilor de dezvoltate 2 organizatiei.

constructive si filosofia de conducere (r=-0,22). O

eazd intre stilurile
gradul de afiliere 51 chiar

diminua posibilitatea de autodezvoliare,

lurile copstructive §i structura organizatoricd confuza (r ={),23) sugereazi
avea originile in

a modului de comunicare §i organizare, isi poate

struire a noilor angajati { r =0,13).
cinilor

BIBLIOGRAFIL:

1. Clarke Liz (2002) - Managementul schimbarii, Ed. Teora, Bucuresti.
2. CockeR. A, Lafferty J. C. (1987) - Organizational Culture Tnventory, Human Synergistics, ML, Playmouth.
Woodcock Mike, Franct D. (1990} — Unblocking your organization, Gower Publishing Company.

4. Viad D.(2010)— Schimbare si dezvoltare organizafionald, Ed. Risoprint, Cluj-Napoca.

75




IDENTIFICATION OF ITEMS VIN
FOR IMPRO
OPERATION OF POSTAL ORGANIZATIOIS;STHE

DANIEL VALERIUS VLAD ©
VIORICA IRINA GARRO *
FLORIN RADU PINTEA *

K . .
ey words: change, organizational development, organizational culture

ABSTRACT: Studyi i
udying the role of culture in organizational change and development establish the

link between dj 1
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” Universi i i
e versity, Faculty of Economics Sciences, Cluj-Napoca, Rominia

- gecondary source
organization, I conducted a ficld research aimed at the postal organizations in the Cluj Postal Office.

es th i i
at are marking the evolution of society in which we live, have a

companies have been seen to perform the Pprocesses of change for
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Romanian Postal Service is facing a strategic dilemma: bearing the burden of universal service
obligation and maintaining a national network with a regular delivery of mail, regardless of the aciual cost of
service. But it is also facing an increasing pressure from the government, competition and the public to

jmiprove customer service, profitability and compatibility.

In order to support the information presented as we studied the specislized bibliography and other

s, and to support the identification of elements to improve the operation of postal

We chose to perform a survey based on questionnaires. I did not neglect from the start the possibilify
of conducting interviews but due to the large volume of information I needed, the methodological issues
involved and not least beeause of the large spreading area of the postal units, I did not use this technique. -

To form the research sample T made a list of all employees, in alphabetical order, of the postal units
for each county and in addition, the employees of the Cluj Postal Regional Directorate, having thus seven
groups. The lists formed for each group will sum up, forming the survey basis.

In order to determine the sample to be extracted from each group I have established a statistical step

K =135 (every 35 employee will be on the sample list).
In our case, all units within a group have been numbered from 1 to Na;. Then I extracted every 20"

empleyee of each group.

Therefore the formed sample lists 123 employees on who I will perform the study.

We approached the research by applying each statistical unmit {employee) in the sample two
questionnaires:

« OBQ — “Organizational Bottlenecks Questionnaire”

- OCI - “Organizational Culture Inventory”
OBQ is a questionnaire developed by Mike Woodcock and Dave Francis, which diagnose the

organization as a whole, indicating which would be the "bottlenccks” (problems) that prevent a proper
functioning of the organization and which require to be resotved (unblocked) by change specific programs

and organizaiional development.
The questionnaire comtains 120 items, which seek to identify the problem areas (organizational

bottlenecks)

OCI is a questionnaire developed by Clayton Lafferty with Robert Cooke and is a property of the
consultancy company Human Synergistics. Through this questionnaire a diagnosis of existing organizational
culture is made and the possible sub culiures are identificd. The OCI questionnaire is based on the
Circumplex model, a circular chart with 12 sectors divided into three majot groups of styles: Constructive,
Passive-Defensive and Aggressive-Defensive.

The Constructive styles show a dominant concern of the people for the better, the quality and
excellence. In an organizational culture oriented towards development, cultural styles that belong to this
group are very well represented.

The Passive-Defensive styles show the concern of the people for security and risk avoidance. These
styles are specific to the conservative, traditional and burcaucratic controlled organizations. A reduced
represeniation of these styles is beneficial to the organizational culture.

The Ageressive-Defensive styles show the people’s concem for protecting their ego and
status, position, personal image. Although a slight orientation of this type could be usefil too, a greater
preoccupation for perfectionism could miss the purpose image as a whale, could get lost in details. This

tends to delay solving problems.
OCI provides a profile of the organization in terms of behaviors that employees consider that are

expected of them n order for them to suit your organization and meet expectations. In other words, it
measures “how things work around here.”

The questionnaire has 120 items represented by 10 of the 12 cultural styles scale. .

The two questionnaires (OBQ and OCI) were given to the 123 employees that are part of the sample
set. The data collection faced a series of difficulties, meaning that only 115 employees have answered the
request, and 6 other questionnaires OBQ and 4 questionnaires OCI have was canceled due to incorrect or
incomplete filling. Therefore 18 subjects were lost out of the original sample (14.63%).

Therefore we had a number of 1035 guestionnaires OBQ and 105 questionnaires OCI respectively
(properly completed) available, representing 835.36% of the original sample. Despite these difficelties we
believe that the study on a number of 105 employees is representative, the samples composed of over 30
individuals being considered large samples according to the filed literature.

personal
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Fig. 1 Organizational bottlenecks

If we were to express th N~
representations Xp. e encoded organization’s “temperature”, we could make the following
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Table 1

Temperature” of the postal organizations in the Cluj Postal Office

1. Reward system 1 Individual development 1. Organizational Structure

2. Motivation 2. Leadership philosophy (:2. Training new employees

3. Training 3. Creativity

3. Objectives

4. Recruitment and Employment
4., Leadership failure

5, Collaboration

Following the data extracted from the 105 OCI questionnaires we counid determine the scores of each

organizational culture style.
The following chart shows the scores obtained by the 3 style groups of the organizational culture

(Fig. 2).

Fig. 2 Scores recorded on style groups related to the organizational eulture
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The relationship between “organizational bottlenecks" and the Table 2

organizational culture in the Clyi Po tal Offi

Inadequate reward system
Poor Training |

Working poor .
Poor management philosophy :
Confusing organizationa] -
structure i

Recruiting and hiring
inappropriate i
2. | Style based on results Working poor

Poor management philaso hy
Confusing organizational - ’
[

L Costructive styles

R

structure '
Working poor
Humanistic- i :
3 istic-encouraging | Poor management phi
: t philosophy . [

style Confusing organizational j

structure
Inadequate reward System

Low Motivation
Poor Training

4 | Style based on affiliation |l poor

Poor tanagerment ghjlosoghx

Leadership failure l
Confusing orgauizational .
structure -

5 Passive / Defensive :
Styles Poor training of new employees . 0,13
Inadequate reward system . :
Low Motivation . o5
‘»Poor Training . e
Working poor . T3y
Lack of individual development - o
Poor management philosophy . o
Creativity poor o
| Leadership failure -. Tas
Confusing organizationa) 2
strcture )
Poor training of ploy o
7 Stiluri Agresiv- B Lo eployees -
- 027
Defensive ) )
g | Style based an Creativity poor - :
. 0,24 0,02

¢ | Style based on
avoidance

opposition | Leadership failure .
0,21 0,03
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“»R *is the Pearson linear corre
petween two quantitative variables. It can take values between -1 and 1
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#p" is the level of statistical significance of differences between iwo quantitative variables mean (which is

gxpressed by figures). It can take values between 0 and 1.
lation coefficient, which indicates the strength of the link, the association

CONCLUSIONS
Based style to avoid generating the strongest links to the different "blocks” of organizational, namely:

ihe working poor (r = 0.38), with creativity weak (r = 0.34), with poor leadership {r = 0.32 ) confusing
organizational structure {r = 0.32). This type of culture is responsible for much of the problems faced by

organizations in the structure of postal mail Branch of Cluj.
Although based on the avoidance style recorded the
among the employees of organizations in the Regional E-mail Cluj and negatively
rks and creativity of employees and management methods. Employees will not take risks, to
withdraw from difficult siteations and collaberation, innovation and performance suffers.

Group constructive style is related to reward systems inappropriately negative (r = 0.17). This
means hat a poorly designed reward system will affect the cultural styles satisfaction oriented, in other
words, how well the system is designed to reward the greater the chance that the employee satisfaction-
oriented styles are better represented. Everything has a negative about this group of styles with little training
(r = 0.19). This means that an inadequate training program will affect employees’ satisfaction, in other
words, how constructive styles will be much less represented among the poor training of employees will be
more evident.

Also recorded a negative relation between poor collaboration and constructive styles (= 0.22). The
working poor is more pronounced, the less chances of developing constructive siyles. A cooperative failure
will affect the possibility of obtaining desired results and relationships.

Recorded negative relationship between management style and philesophy of constructive (r =
0.22). A management philosophy will reduce the possibility of self-wrong, the degree of affiliation and even
individual results,

Negative relationship between organizational structure and confusing constructive styles (r = 0.23}
suggests that poorly defined roles, 2 mode of communication and organization, may have originated in the

lowest score (46.30%), however, is well
represented influences the
way that wo

insufficient development of constructive styles.

Groups of passive-defensive style is positively correlated with poor training of new employees (r =
0.13). The link is not strong but we can say that poor training can lead to avoidance of complex tasks bird
responsibilities derived from poor exaggerated conformism "possession" of the situation

Certainly, a program of organizational change and development is not only the identification of
organizational culture and factors of "blocking” organizational. A well-founded sets and action plans to

overcome problems and exploit opportunities for the development of the organization. :
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CRITERII DE CLASIFICARE A EXPLOATATHLOR AGRICOLE

OANA ELEONORA GLOGOVETAN'
I0OANA GEORGETA DANILL"

Cuavinte cheje- elasificare, exploatatii agricole

REZUMAT: Acest articol reprezintd o micd parte din teza de docioral Exploataifle agricole pot
Ji clasificate dupi mumeroase criterii (ideologii politice, dimensiune, profil, relaia proprietate-mdng de
lucry, eic). T ipologia exploatatiilor agricole existente in literatuyra de specialitate din tara noastra este
destul de superficial fratatd, deoarece planeazd incd o serie de neclaritayi iunii i)
discufiilor ce se poartd in contextual nefinalizdvii ined
specialitate se limiteqzdi In o Inventaria §i a descrie Jormel,
procesului 5i a deciziilor administrative € se adoptd,

CRITERII DE CLASIFICARE A EXPLOATATIILOR AGRICOLE

Exploatatiile agricole pot fi clasificate dupd numeroase criterii (ideologii politice, dimensiune,
relatia proprietate-ménz de lucru ete.).

n cele ce Urmeazd vom emumera o seamd de criterii d

Literatura de specialitate abordeazi clasificarea exploatatiilor agricole recurgind la mai multe eriterii:

1. Din punct de vedere al idealogiilor politice si al doctrinelor economice care au stat la baza
evoliiei exploatatiilor agricole. Aceste tipuri de exploatatii agricole ay luat nagtere gi s-avu conturat de-a
fungu? timputui in spatiul rural din diferite tari §i sisteme politice, in functie de ideologiile politice si
doctrinele economice care au stat la baza evolutie] lor.

Sunt astfe]’;

-exploatatii agricole privat famj liale;

-exploataii agricole in arends mixie;

-exploatatii agricole de tip asaciativ (asociatii familiale);
-exploatatii agricole de tip societate agricola;
-exploatafii agricole de tip societate comercial;
-exploatafii agricole cooperatiste (chibuf);

-exploatatii agricole de stat (tip ferme model);
-exploatatii agricole de stat (tip sovhoz, gostat);
-exploatatii agricole de stat colective (tip colhoz, CAP):
-institute gi stafuni de cercetare agricole .

2. Din punct de vedere al dimensiunii

Dimensiunea exploatatiilor agricole este cel mai utilizat criteriu de clasificare folosit in statistici,
insa apar unele probleme legate de termenii de referintd: suprafata agricola, forfa de munci, dimensiunea
economicd a activititii, fiecare avind avantajele si dezavantajele saje.

*  Din punct de vedere al fortei de muncd:

-exploatatii agricole de dimensiuni mici (exploatatii ce nn depisesc activitatea ce poate fi indeplinita de o
singura famitie);

& - - - s -
Universitatea “Bogdan Vodi”, Facultatea de Stiinge Economice, Clyj

: LP. Otiman, {1997), Dezvoltarea rurald in Roménia, Ed, Agroprint,

-Napoca, Roménia
Timigoara, pag.314,
A. Ciani, (1992), Contabititg ¢ managament delle imprese in agricoltura, Etaslibri, Milano, pag.38.
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e clasificare ale exploatatiilor agricole, in generaf.

CRITERH DE CLASIE IUARKD A CATLAVA LA LA AU RILAILL

]’e[)al‘ece o f l fe, in (‘,a(’“ Re[eaua (IE info ontabilitate
amifle are dim U.E. rmare $1 C [itat:
dimensiunt dl‘ferl s . iy
g]“(:(i]a (R]CA) fOIosc§(c dtept criteriu 0 unitaie CO“VﬁIItI(Hla‘a numita unitate de munca (U. .). AStiEI
A I i

- existd: L. .
“exploatafi agricole cu mai putin de 2 UM

-exploatalil agricole cu 2-5 UM.;

: -exploata;ii agricole cu mai mult de 5 UM..

i m - U A]l]lual W Drk

Luand 11 COnSiderare, la ni“eiul Uniuﬂii Eu.l'opene, unitatea a]luala de unca AM, ( i i s i

‘ 't - AWU) aceasta este echivaleﬂta <u ¢ nonmna mtreaga de muaca, O UAIVI COIeSpunde unei act| Vltét
i el

5! (o de citre o perso a[ata Gl norma Hﬂﬂeﬂgﬁ. mn agllcu turd in Cadrl]l unei exploatal;ll fuy

= = 1
de a.ﬁurat persoana ang a lCOle
pE 0 pEﬂoadé de 12 iu!]l. Illllpul de lucru intr-un an este de 1.800 de ore, adica 225 df: Zile < un pl Oglﬂ.ﬂl de

. P it
8 e zi. Existd s exceptii, In cazul in care la niveiul diferitelor sﬁltffTem(?;:w%Ie gﬁjiunii
lucrs < Hspori ifle ce reglementeazi contractele de muncd sunt specifice. stfel, p e
B ne, fdlssfc)izc}grlnuncﬁ la nivelul expleatatiilor agricele In funciie Se UAM se clasificd tn urm
Ruropene, (il’t exploatatii agricole cu mai putin de 0,5 UAM; ¢
- exploatatii agricole cu 0,5-<1 UAM;
- exploatatii agricole cu 1-<2 UAM;
- exploatatii agricole cu 2-<.3 UAM:;
- exploataii agricole cu mai mult de 3 UAM.

. ] + . a H - H icold
D”? pwici. e vedere al SUPDFA; ejel agr:cole, m U.E. S€ 1au m COI].SIdela]e :[]E Sip aiﬂ;a agl 1C0ola
utll]za!:a (S" LU')’ fie Supl&fatfaagllcola tﬂtala (S“ l'I')' E:ICA c[aSlflCa Expk]alaplle agn(:()le dﬂl

unct de vedere al S.AU. in: i} N '
-exploatgﬁi agricole ce wilizeazi o suprafata fie pa;lal 161 If;a,
-exploatatii agricole ce utilizeaz;:i 0 suprafa;i:t fntre 1E) o h;
-exploatatii agricole ce utilizeazi o suprafa;? Entre 20-50 haf
-exploatatii agricole ce util?zeaz% 0 supr:i"ap_i 111211'ie:mm—e ot 5,0 "
-CXPIGatBI_ﬁ agii:lgecz:;;lrl:‘:ﬁsﬁzu?; R?ﬁ'l?nia, exploatatiile agricole sumt impdrtite in functie de suprafafa
in \
agricold utiligati pe clase de mirime astfel:
~  sub 0,1 ha;
- intre 0,1-0,3 ha;
- Intre 0,3-0,5 ha;
- intre {,5-1 ha;
- intre 1-2 ha;
- fintre 2-5 ha;
- infre 5-10 ha;
- intre 10-20 ha;
- intre 20-30 ha;
- ntre 30-50 ha;
- intre 50-100 ha;
) ?ﬁ'ﬁultﬁgn:ggif alin Uniunea Europeand, exploatatiile agricole sunt impérfite in functie de suprafata
atd de ,
agricali'i utifizats, pe clase de mirime astfel:
- sub5hg
- inire 5-20 ha;
- finire 20-50 ha;
- finire 50-100 ha;

i A isticd, Tmpérti i jatd in cazul
) IE)CStie lionofcaf-:ste clasificiri se pleacd de la aceeasi bazd statisticd, Impdrtirea mal detalia
e$ 'y

i i i iurd mici si medii
103 B 4 1 i arul exploatatiilor agricole de dlmensm~
P licd prin faptul ¢d in tara noastrd numér L ex aftlor ! i~y
R:m;;::tlcsnet:r};pﬁ;ﬁ ge numdrul exploatafiilor de aceleasi dimensiuni din Uniunea Europe:
este

3 . . 3 - 7 I .
Ag]lcultma.l s’ta’usthS,( 002): Main IeSulL‘i- 200 N Eumstat, Eu:()pea]l OmMmMmun tleS, pag 9



Deoarece relevanta acestor categorii este afectati de
forta de munci si suprafafs, sub aspectul intensititii procesului
-exploatafii agricole mici- cu suprafatd de pani la 10 ha;
-exploatatii agricole medii- cy suprafafd intre 10-50 ha;
-exploatatii agricole mari- cu suprafatd peste 50 ha,

*  Din punct de vedere al dimensiunil economice - este un oriteriu utilizat datorits fap

agricole familiale, se ia ca bazi un indic
diferentd intre valoarea productiei obfinute si costuri
specific utifizat fn U.E. este unifatea de dimensiune
specific utilizat este UDE — unitatea de dimensiune economica,
IESU (UDE) = marja bruti standard in valoare de 1.000 ECU - inainte de 1985
1ESU (UDE) = marja bruti standard in valoare de 1,100 ECU - dupi 1985
TESU (UDE) = marja bruti standard in valoare de 1.200 EIJRO

- in prezent.

Comisia Furopeani - Eurrostat-

exprimate in ESU(UDE) astfel":

-intre 1-<8 UDE ;

-intre 8-<16 UDE;

-intre 16-<40 UDE;

-infre 40-<100 UDE;

“mai mult de 100 UDE, N
in Romania potrivit MADR, exploataiile agricole, se fmpart in :

-exploataiii agricole de subzisten{d , ce au o dimensiune economicd mai micd de 2 UDE;
-exploatatii agricole de semi

-subzistentl, ce au o dimensiune economici intre 2-8 UDE;
-exploatatii agricole ce au o dimensiune economici mai mare de 8 UDE.

3. Din punct de vedere al structurii de productie (dupi
- exploatatii agricole specializate (culturt de camp, plantatii, ete.),
in exclusivitate sau ey precidere dintr-o anumiti ramuri;
- exploatatii agricole nespecializate, a ciror
ramuri de productie in proportii considerabile;

Avind in vedere importanga acestei clasificari pentru caracterizarea exploatatiilor agricole in U.E,,

ramurile de productic se grupeazd in categoril, clase, operdndu-sc cu coeficienti de echivalare, Astfel

referindu-ne Iz "categorii” sunt evidentiate urmatoarele profiluri ale exploatatiilor agricole:
-oulturi de cdmp;

-plantatii;
-zootehnice si culturi furajere;
~zootehnice fira teren.

O astfel de clasifi

profilul intreprinderii):
a ciror structurd de productie este alcituiti

structurd de productie contine simulian doud sau mai multe

care, detaliati, este practicati in U.E §1 este datd in tabelul urmator:

* Statistical yearbook agriculture- Eurostat, 2008, pag. 155.
* Agricultural statistics, (2009), Main results- 2007, Euwrostat, European Communities, pag 32
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raportul ce poate inferveni in cadrul fiecdreia intre
preductiv se tinde spre fmpirtirea acestora in;

tuelui cd pe:

ator specific acestora marja brutd standard, calculat g,
le directe (costurile variabile)®, Indicatory] -
europeand (ESU). In Roménia indicatoru] ©

face o clasificare a exploatatiilor dupi valoarea marjei brute standard

CRITERITDE CLASIFICARE A EXPLOATATULOR AGKICULL

Tabel nr. 1

Clasificarea dupi profil 2 exploatatiilor agricole din U.E.

Specificare

Exploatatii agricole specializate In:

Exploatatii agric:ole
nespeciatizate(mixte)

Cereale, seminte,
oleaginoase gl

-cereale, seminte oleaginoase §i recolte
proteice, alte decdt culturile de orez

-culturi mixte de cereale gi orez

recolte proteice ~culturi de orez o T
i agricole | -culturi ridacinoase culta |
Alte culturi agricole 1 cuttort t '
o y -culturi mixte de tutun
idi : bumbac cu
-cultari diverse: tutun, outtrt A
I -culturi mixte d? Iegun{e: in aer
Hoeafmrd s, .| liber(in cdmp) i in sera
o 5 plante permanente | -culturi mixte de flori §i plante
e ornamentale in aer liber(cAmp)
5i in serd
i-vi -podgorii mixte
Viticulturd -podgorii pentru struguri-vin ) podg
1 -podgorii pentru productia de struguri de
masi ] o
-podgorii pentru productia de struguri de
. itri -plantatii mixte de nuci si
ii i -fructe §i citrice e
Plﬂﬂt_f;jll.de pemt -fructe in afari de ciirice ﬁ:u(?te | proaspete, alte
fructien -fructe proaspete in afari de citrice citrice e e
i -plantatii mixte de ci s
i fructe proaspete i
-mast'iilllniia de lapte -productia de lapte §i cregterea,
Taurine -produc

-productia de lapte si cresterea taurinelor
-cregterea §i ingrégarea taurinelor

respectiv ingrisa-rea taurinelor

Ovine, caprine

-cregterca ovinelor
~cresterca caprinelor

-cregterea  ovinelor §i a
taurinelor )
-cregterea  ovinelor s a

caprinelor
i ingrisarea
i -cresterea §l ingrés
Porcine gi pasari -cregterea porcinelor . 1,; orea
Ingrigarea porcinelor P

-cregterea pasdrilor pentru carne
-cresterea pasirilor pentru oud

| -cresterea porcinelor st 2

pisirilor

Apiculiura

-apiculturd

-culturi de cdmp §i cregterea
animalelor

-culturi de camp i plan:catii .
-culturi de cimp gi horticuktura

Sursa: Eurepean Commision, htip://europa.ewint/comm/agticulture/rica/detailtf_en.cfm.

- . N . alizarea
Tot Uniunea Europeani, face o clasificare a exploatatiilor agricole In funciie de specializar
ot Uniune

. 6.
acestora in ceea ce privegte activitatea agricold astfel™:

- exploataii agricole specializate in culn‘u'i de c_z?fmp;

- exploatatii agricole specializate in hort:cgltura, _

- exploatatii agricole specializate in cu]turf penna_nemte,

- exploatatii agricole specializate In cultun. ce;'rcalfere,

- exploatatil agricole specializate in culturi mixte; el aixte):

- exploatatii agricole specializate in cresterea anima ( lt-v;rea —
exploatatii agricole specializate in cresterea animalelor §1. culti

: ¥ fain European Communities, pag 38
5 Agricultural statistics, (2009), Main results- 2007, Eurostat, Europ e
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4. Din punct de vedere al raportului intreprindere- proprietete - forta de munca:
- forme simple ale exploatatiilor agricole;

- forme mixte in care din punct de vedere al relatiilor de proprietete nu se Incadreaz3 in cele simple,
Formele simple ale exploatatiilor agricole au urmitoarele caracteristici;
~mai mult de 2/3 din suprafata aparfine proprietaritor;
-mai mult de 2/3 din suprafafi este exploatatz in arends;
-mai mult de 2/3 din suprafatd se Iucreazs in parte;
~mai mult de 2/3 din suprafati este gestionati in alte forme,
Formele mixte utilizeazi maj putin de 2/3 din suprafayd intr-um anumit fel - arends, in parte, ete,
Din punet de vedere al raporiului exploatagie agricols- Jortd de muncd ;
-exploatatii agricole in care forta de munca este alcatuit
familiei;
-exploatatii agricole in care forta de munci este alcityit ey preponderentd din salariagi.

5. Din punct de vedere al nivelului de integrare:
-exploatatii agricole integrate - pe orizontals;

- pe verticali;

-exploatatii agricole neintegrate .

* dupi integrarea altor activititi in exploatalie avem:

-exploatatii agricole de tip ATC (Agriculturs/T, ransfonnare/Comercia]jzare);
-exploatatii agricole de tip AAS (Agriculturﬁ/Artizanat/Servicii);

-exploatatii agricole de tip AAF {(Agriculturd/Adapostire-Turism la F ermi).”

6. Din punct de vedere ai dgétinatiei productiei
clasificare nu mai are im

semnificatie deosebi
Avem astfel:

-exploatatii agricole comerciale
-exploatatii agricole de subziste

. Pentru fdrile Uniunii Furopene acest tip de
portantd, pentru cd nu mai este refevanti pentru zona respectivd, dar la noi are o

t4, in conditiile in care mai mult de jumndtate din populaie aparfine mediului rural,

(cea mai mare parte a productiei este destinats pietei);
{3 {cea mai mare parte a productiei este destinati eonsumulu propriu).

7. Din punct de vedere al activititilor aduciiteare de venituri in

activititile agricale propriu-zise existd urmétoarele tipuri de activitati®:

- expolatatii agricole ce obtin venituri si din furism;

- expolatatii agricole ce obtin venitori §i din artizanat;

- expolatatii agricole ce obtin venituri si din procesarea productici agricole;

- expolatafii agricale ce obtin venjturi si din prelucrarea lemunului;
- expolatatii agricole ce obtin venituri si din aquacuhturs;
= expolatatii agricole ce obtin venituri si din contracte mutuale;
- expolataii agricole ce obtin venituri §i din producerea de energie reciclabili.

exploatatiile agricole, pe langa

8. Pornind de Ia clasificarea intreprinderilor in general, D, Roux, in lucrarea
gestion de I entreprise”, din punct de vedere al formei de proprietate,
agricole urmétoarele tipuri fundamentale:

"Analyse economigque et
distinge in cazul exploatatiilor

*  Exploataii agricole private
% individuale ~familiale;
-profesionale (individuale propriu-zise)
% societare -societdti comerciale - de persoane- societitfi in comandits simpla;
- societdti in nume colectiv.

7 Pierre Muller, 5.2.(1997), Les entrepencurs ruraux
aSciences Sociales de Grenoble, Paris, pag 13.

® Agricultural statistics, (2009), Main results- 2007, Eurostat, Eurcpean Comumumities, pag 33
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-Agriculteurs, artisans, commercants elus locaw, Universite deg

& in exclusivitate sau cu preponderentd din membyi; -

CRTTERII DE CLASIFICARE A EXPLOATATILOR AGRICOLE

- de capital- societiti cu rés'put}dere limitata;
- societdti pe actiuni; . o
-societdti in comanditd pe actiuni.
-societdii agricole de productie;
-asociafii agricole.

. . - me) -de interes national;
*  Exploataiii agricole publice (Regii avtono )-de intetes local.

ii agri iste - rative agricole de munci .
s Exploatatii agricole cooperatiste -cooperal ot

9. thelatma dC SpeClalltate lta.]lallé. ace o ¢ aslfl are a‘agl CUHO or care Iucreazi in dI'Lll
f 1 v 1 rll T ca

i i i i calcul al venitului net al acestora:
exploatatiilor agricole in funcie de modul de

Tabel nr.2
Tipologia agricuktorilor in functie de madul dgtcalf[:ul a venivt‘:l:ii ;11::
i i Bilantul in termeni de venit ne
Nr. | Tipul de agricultor
T +(S+Sc+BED)] +-P-
VGP-[(CVHQIH( P

> §$ rietar de teren VGEP-[(CVAHQHINH(S+Sc+D)] gf-;-/{ S ((= Vg
3 Proprietar de capital VGEP-[(CV+Q+T)HSHSctBH] L
i. Progrietar de teren si | VGP-[(CV+Q+I)+(S+Sc)]

‘ : +Sc+/-P
5 liig::tletar de capital care | VGP-[(CV+QIt)+(S+B1)] D+5c

. exercita  activitate  de

+D + Sc +/-P

6 :Eg::;: de capital care | VGP-[(CV+Q+Tt)+BA] S

participd la activitatea. de
ducere si de productie e

7 Ic’[r)zp:iztar Sde teren care | VGP-[(CV+Q+It}+D] S

. participd la activitatea' de

conducere 5i de productie

Bf+8+8Sc+D+-P
8 Proprietar care aduce tofi | VGP-(CV+QHI) ey
factorii de productie i
exercitdi  activitate  de 1
j ] ? libri, Milano,
S COB‘E:E’A,(IQQZ) Contabilita e management delle imprese in agricoltura, £d. Etas
ursa ,
pag 112;

unde:

VGP = venit global obfinut in urma vanzirii produciei;
CV = costuri variabile;

Q= cota de intrefinere;
It = impozite, taxe, contributii;
S = salarii; )
Sc = salariul administratorului;
Bf = beneficiul funciar;

P = supraprofit;

D = dobénzi;

V{=venit funciar;

Va=venit agricol;

Vn = venit net.
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. 10. Comisia Europeani face o clasificare a exploatatiilor agricole dupi virsta gefului exploatatig, £ ’ I
RAFIE: : . . ; Ed. Etaslibri, Milano. o
e llnglléall?i (1119192), Contabilita ¢ management delle imprese in agricoltura, commercants elus locau, Universite de

i [ Scars,
Muller, P., 5.a.(1997), Les ERIFEpENEUrS TUraUX — Agriculteurs, artls o
's.i:,ienoﬁs SUCi?leﬁz%%g)re:;’zﬁlﬁskam&niei la cumpdna dinire mileni{le _II i IT1, Bd. Segroprint, Timigoara.
3. Otuman P'i 'E1997) bez-voitarea rurald in Romdnia, Ed. Agroprint, 'i_“un{soara.re din Romdnia, Ed, Risoprint, Cla
by O‘l:lnmnhl:',- .’B (19,97) Optiuni fundamentale in dezvoltarea reformei agra
Samochig, B., 3

: . st 4 de relansare a agriculiurii
IJemoca.ltz B., (2002), ,Exploatatia agricold comerciald mixti- o posibilitate actuald
4. Scholtz B., s > :

i ierul Agricol, nr. 15: 20-21. . 9.
'mﬁgslércastfargsg Main results- 2007, Eurostat, Europoan Communities, 200
o :

i 8.
istical yearbook — Eurostat, 2008. )
g- }Slttt‘;:?/eum;a.eu.int/comm’amcultmelncafdetalhf_en.eﬁ-n.

-exploatatti agricole ale ciror sefl nu depiisesc vérsta de 35 de ani;
~exploatatii agricole ale ciror sefl au intre 35-54 de ani;
-exploatatii agricole ale ciiror sefi au tnire 55-64 de ani;

- -exploatatii agricole ale caror sefi au mai mult de 64 de ani;

CONCLUZIX )
Pondereq acestor tipuri de exploatatil agricole in ansamblul agriculturii este foarte diferiti de Ja tari
la tard, In tdrile Uniunii Europene forma dominanti este exploatatia agricold de tip familial. La noi i fars, cq
urmare a faptului ed "proprietatea de stat” a avut pondere ridicatA, jar prin privatizarea LA.S.-urilor, in modyj

Prima incercare de legiferare a constituit-o O.U.G. nr.108/2001 privind exploatatiile agricole,
adoptati la 30 iunie 2001. Degi acest act legislativ abordeazi o temy extrem de important3, modul precipitat

activititilor pe care fa desf3goard si marimea economic §i dimensiunea acestora, Din punct de vedere g}

de deal) , dar i sprijinul pe care statul il va acorda acestora, :
Dincolo de aspectele tehnice si economice ce le implicd, din unghiul de vedere a] temei abordate,
aceasti clasificare in "comerciale §i familiale" este ilogica , pentru & dimensiunea nu are nimic de-a face cy
categoriile de comercial si familial, far cele doua categorii apartin unor forme ce decurg din criterii diferite, -
Dimensiunile minime mentionate in actul normativ respectiv nu au nimic comun cu realitatea. '
O serie de specialisti au criticat aceasts O.U.G. , printre ei numirandu-se $i Acad. P.1.Otiman care a
prezentat-o ca fiind anacronic, nereal isté, §i cu consecinte grave asupra spafiului rural si al agricultorilor.”
Este anacronici decarece in U.E, "fu se mai practici sisteme de susfinere a agricultorilor in functie
de suprafata exploatatiilor", cu exceptia indemnizatiilor de necultivare carc se acordd pentru scoaierea
temporara din culturs a unor suprafete agricole.
Este nerealisti pentru cd:"suprafefele previzute nu pot fi atinse prin mecanisme de piata". De altfel

adaptati conditiilor concrete din Roménia"*®,

Este nefast¥ pentru ci “stopeazd fenomenul de formare a exploatafiilor privat- familiale dupi
modelul european”"'. Tn cazul Romdniei, politicile rurale de dezvoltare trebuie si aibd in vedere, in primul
rind, refacerea si transformarea gospodiriei farinesti in exploatatii familiale multifunciionale. Dacs la vom
otganiza, in continuare, in unitifi de dimensiuni mari nu voin face alteeva decit s repetim "experienta celor
30 de ani* de cooperativizare cind " o agriculturd cu conditii naturale foarte bune nu reugea s hraneascy
propria populatie®.

-_—
2 Otiman, P., 1., (2002), Agricultura Romdniei la cumpdna dintre mileniile Hgi 11T, Ed. Agroprint, Timisoara, pag 412,

" Scholtz, B., “Exploatatia agricoli comerciali mixti- oposibilitate actuali de relansare 3 agriculturii roméanesti”,
- Curienul Agricol, nr. 15; 20-21.

" Otiman, P., L, (2002), Agricultura Roméniei 1a cumpdna dintre mileniile I si 171, Ed, Agroprint, Timigoara, pag

413.

2 Samochis, B_.(1997), Optiumi fundamentaie in dezvoliarea reformei agrare din Romdnia,Ed. Risoprint, Cluj-Napoca,

pag 37.
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URITERIA FOR THE CLASSIF ICATION OF THE AGRICULTURAL HOLDIN GS

OANA ELEONORA GLOG})VE’{AN'
IOANA GEORGETA DANJILA®

Key words: classification, agricultural holdings

ABSTRACT: This paper, represents a small part of his doctoral thesis, Farms can be classified
by various crierig (bolitical ideology, Size, profile, relationship property, labour, ,etc,). Farm Bypology
existing literature of our counlyy is treated very superficially, as a number of uncertainties stilf
surrounding the concept itself and the discussions thqy are orgoing in the context of land reform yet,
Most of the literature is limited to inventory and describe the Wpes of farms that occwr as q
result of the legisiative and administrative decisions 1o pe adopted,

CRITERIA FOR THE CLASSIFICATION OF THE AGRICULTURAL HOLDINGS
Below we list a number of criteria for classificati
addresses the classification of farms using several criteria:

1. In terms of political ideclogies and economic doctrines that were the basis for farm development. These
types of holdings arose and were shaped over time in rural areas in different countries angd political systems,

- according to political ideologies and economic doctrines that were the basis for their development,
Are as follows:

- private family-farms;

- mixed-farm lease;

- associative-type farms (family associations);
- type-farm agricultyral society;

- farm-type company;

- cooperative farms (kibitzer)

- staie-farm (farm type model);

- state-farms (type sovhoz);

- state-collective farmsg (kolichoz type, CAP);
- institues and agricultyral research stations.

2. In terms of size

Farm size is the most widely used classification

problems with the terms of reference: agriculinral land, lab
and disadvantages,

* Interms of employment’;
- small-holdings (holdin
- large farms (farms wh

criterion used in statistics, but there are some
01, economie dimension of activity, each benefits

- farms with Tess than 2 W 1.
- 25 W.U.-farms;
- farms with more than 5 W,

>

H
“Bogdan Vod3” University, Faculty of Econemics Sciences, Cluj

-Napoca, Roménia
' Otiman P.L,(1997), Dezvoliarea rurald in Romdnia, Bd, Agropri

nt, Timigoara, pag. 314

2 Ciani, A.,(1992), Contabilita e management delle imprese in agricoltira, Ed. Etaslibri, Milano, pag. 38
90

. scultural area . RICA farms classified in terms of UAA in:
.' ?’fganrms that use an area of up to 5 hectares; .
-farms that use surface between 5-10 hectares;

on of agricultural holdings in general, Literature -

: - : k Unit - AWU) is
. : . k unit - AWU (Annual Wozl v

aking i i ean Union, annual wor. g employed full time in

.T g mtoﬁalfﬁtoi;n; emthepﬁ‘;r;gm_ One LU corresponds. to activity b?i ?; I;ZIOS;I:)MS pis {/225 days with a

eaqgnqlvalltzl:‘zg : farm over a period of 12 months, Working time in ahyeaf&fe :iiﬁ”erent éU Member States,

cu r day. There are exceptions, where level are classified
program of Wo:gﬁfgrcfn;;);s f(})): spec)i(fic work. According to EU employment at farm '

rovisions gove:

according to the LU in the following manner™:
. farms with less than 0.5 AWU;

. farms with 0.5 - <1 AWU;

. farms with 1 - <2 AWU;

- farms with 2 - <3 AWU;

. farms with more than 3 AWU

i i AA ar the total
I terms ofﬂgriculu“ al area in EU be taken into account thf: agrlcultu.rai area ([J )
+ In

&

i 0 to 20 hectares;
- using a surface between 1 -
-gﬁs that use surface between 20-50 hectares;
farms that use a larger area of 50 hectares.

From a statistical v. CWp R(Illla.!l[ farms are dl\‘lded aCC(]]d]]I. to the B.g[lcultu]al area LISled
al vi Omt, m &, ar 2

by size class as follows:

- less than 0.1 hectares;

- between 0.1 to 0.3 hectares;
- between 0.3-0,5 hectares;

- between 0.5 to I hectares;
- between 1-2 hectares;

- between 2-5 hectares;

- between 5-10 hectares;

- between 10 to 20 hectares;
- between 20 to 30 hectares;
- between 30-50 hectares;

- between 50-100 hectares;
- more than 100 hectares.

[+) f < leIde d 1uS d by S1Z¢
Roma.ula to the Europeﬂﬂ Union, farms ar d aCCOrdlng to the aglcuitural are C
]

class as follows:

- less than 5 hectares;

- between 5-20 hectares;

- between 20-50 hectares;
- between 50-100 hectares;

, : i ivision for
sover 100 lhlexcw;is-th classifications are based on the same statistical basis, more detailed division
Althowy ese

d : i high compared to
ia is the fact that in our country the number of small farms and the average is very high
Romania is the fa Ty o L
th ber of holdings of the same size in the European Union. -+ thnt can ocour in cach area between
) num‘Silzu::e the relevance of these categories is affef:ted by the repg o
the workforce and in terms of intensity of the prodnction process tends
0 -
) ‘-V smatl-to-farm area to 10 hectares; .
- famm-to-medium size from 10-50 hectares;
- large farm-to-surface over 50 hectares.

N s - 2007, E tat, European Communitie ag. 19.
2 ] P S, pag
Agrlcultu:al Statistics, (2009) Main resuits- 200 Uros
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* In terms of economic size - js a criterion used because the small areas can obtain higher yields and vice

versa. In assessing the value of economic size indicators are used. i ; _vegetables; - culture-mixed vegetables in
info account the predominance of family farms is taken asarz s;:::ilﬁlc? E?i;sczz}:e;tt: tggrlliﬁlcb::;i:rg okes Hortieuluure -}Jlo%vers and plants-standing the opent (ficld) and emissions;
marg;n, cal;luiated as the difference between value of output produced and direct costs (variable costs)“g?lfes - mushroom. . mlxe:;.z:llt;lrl:n‘t):‘ iﬂ‘g’;fso;-gg
speciic indicator H H . - : QrnRams
Rimam'a— ecox:gm;l:z(iizg uﬁt‘Eumpean dimension is the unit (ESU). The pecific indicator used is ESU_.' (field) and emissions; '
1ESU (ESU) = standard gross margin of 1,000 ECU - before 1985 .
1ESU (ESU) = standard gross margin amounting to ECU 1100 - after 1985 Viticulture -wine-grape vineyards; -Grape-vines for . .the
TESU (ESU) = standard gross margin worth EURO 1200 - present, -vines for table grape | production of mixed variety
E c ) production.
uropean Commission - Euro, i i i o
exprossed in ESU ESUy o5 Sl stat, is a classification of farms by value of standard gross marglg.. — T od s and Fresh Tt
- between 1 - <§ ESIJ; Orchards : -fresh fruit except citrus; other than citrus;
- between § - <16 ESU; - nuts; - mixed-citrus groves and
- 16-<40ESU; - olive-groves. # | fresh fruit.
- 40 - <100 ESU; o - milk production; - milk production and growth,
- more than 100 ESU. atte ~milk production and cattle; fatten-ing cattle that;
-cattle-breeding and fattening,
In Romania, according to MARD, farms are subdivided into: Sheep and goats -sheep growth; - sheep and cattle growth;
- subsistence farms, which have an economic dimension less than 2 ESTJ; P - goat rearing. - sheep and goats growth.
- semi-subsistence farms, which have an cconomic size between 2-8 ESU; Pigs and poultry -pig growth; - poultry-breeding  and
- farms that have an economic dimension greater than § BESU, & -fattening pigs; fatiening pig_s;
- meat, poultry growth; -growth of pigs and poultry.
. - for eggs,
3. In terms of production structure (after the company profile) Bee-boe - bee-bee.
- specialized farms (field crops, plantations, etc..), Whose production structure is composed - : - - -field crops and livestocls
exclusively or predominantly in a particular industry; ) N - -field crops and plantations;
- mon-specialized farms, whose production structure contains simultaneously two or more branches of -field crops and horticulture,
production in considerable proportions;

. : ' i arm : mmission, hitp://europa,ew.int/comm/agriculture/rica/detailtf ene
Given the importance of this classification to characterize the farms in the EU, Manufacturing industries Source: European commnis: itp P

are grouped into categories, classes, operdndu is with coefficients of equivalence. Thus referring to

"categories” are outlined the following profiles of farms:
- field-crops;

Ali European Union, is a classification of farms accerding to their specialization in terms of
agricultural activity as follows:

- plantation; - farms specialized in field crops;
- livestock and forage crops; - farms specialized in horticult.ure‘;
- non-breeding ground. ’ - permanernte farm crops specialist;

- farms specialized in cereal crops;

- farms specialized in mixed cultures; )

- farms specialized in animal husbandry (mixed); o

- farms specialized in animal husbandry and land cultivation.

Such classification detail is practiced in the EU and is given in the following table:

Table no.1 hip enterprise workforce report:
_ Profile classification of farms in EU 4_f ::l;fsx:l:nn; lc;ff:r\;r::rs ip enterp
r Specification Specialized agricultural Non-specialized agricultural -the mixed-forms in which the point of view of property does not fit into the stmple.
holdings holdings (mixed) Farm simple forms arc:
i . i ~more than two thirds of the area belongs to their owners;
Cerez?ls, grains, oilseeds and -cereals, oilseeds and protein | -rice coreal and mixed cultures _2 ore than twa thirds of the ares is operated under a lease;
protein crops crops, other crops of rice; -more than two thirds of the area are working in part;
e i i d in other forms.
-more than two thirds of the area is manage ) ) ]
e “vegetabin: -cereals and root erops mixed; Mixed forms using less than two thirds of the surface in a certain way - rent, in part, eic..
"VES_etableé mixed-culture of tobacco and In terms of ratio-farm labor: ] ) .
L “varous  crops:  tobacco, | cotton. -farms where the warkfbree is made up exclusively or mainly of family members;
e -farms where the workforce is comprised mainly of employees.

: Statistical yearbook -- Eurostat, 2008, pag, 155
Agricnltural statistics, Main results — 2007, Eurostat, European Commamities, 2009, pag. 32
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5. In terms of level of integration:
-farm integrated — horizontally;




- vertical.
-farms are not integrated.

« integration wi iviti
sraton with sther scivities on (o frm v e 9, Italian literature is a classification of farmers working in farms according to the calculation of their

APT-type farms (Agriculture / Processi
i rocessing / Tradin, t income:
A o T 5 -
) griculture / Tourism sheltered farm) Table no. 2
6. Ia terms of productio .. ) . Typology of farmel_'s. based on the c_alculation of ne't income :
Is relevant to that area, bultl t?)elslzu}ll:zmansbggf an Co_flfﬂ‘u'les such classification has no significance because jt - N i Farmer ype Ot ofsnet TSR + promendt
to rural areas. significance, given that more than half the population beloltlzglst' ; Eiﬁyowner ggllz%ggigfg)f(%isa?)f;m] B/f--ll-)/ P(E=VD
We ha : : - .
commercial f;;';h?;‘ost e o 3 | Owner capital VGP-{(VCHQ+IyH(S+SctBR] D+/- P (= Va)
-subsistence farms (most :fth iy product.mn e for market); 4. | Owner of land and capital VGP-[(VC+ Q+ It)+ (8+ So)] Bf+D+/-P
¢ production is for own use). 5. | Owner capital management carries | VGP-[(VC +Q+If) +(S+ Bf)| D+SC+ -P
7. In terms of gainful activit 6. | Capital owner who participates in | VGP-[(VC+ Q+ )+ ( 5+Bf] S+D+8c+/-P
ties i : . \e i
ﬂlz]el.l'nda:_;lves are the following acﬁvitie‘;l'}: agricultural holdings, in addition to agricultural activities 7 gan:&n ent and ﬁrodu:?;]:& s i | VGPVCE Q7 1) D] SiSctBrH-P
- Doldings receive income from tourism: and owner who participates in - 4 c -
- f:olld‘ings who earn income ::1 d‘::;:;;‘;’ managemen‘;k andlllar.oductiond . SANCOTT TS
- holdings who earn income and agricultural production processing; 8. | Owner to make all inpufs and carrics -verQer 1y (=Vn) e

- holdings who earn income i
and ; .
woodworking; Source: Ciani A Management Accounting ¢ delle imprese in agricoltura, 1992, p. 112, Ed Etaslibri, Milan

- holdings who earn income angd aquaculture;
- holdings who earn income and mutual agreements;

- holdings who earn income and produce renewable energy. var-

VGP = total income obtained from sale of production;
vV = variable costs;

Q = rate of maintenance;

It = taxes, contributions;

S = salary;

Sc = administrator salary;

Bf= benefit of land;

P = super benefit;

8. Based on classification of enterprises in general, D. Roux, in
r y

[ - s " i
entreprise”, in terms of form of ownership, where farm stands foﬂﬁfxﬁi:ﬁz“t;mlque o Gestion de1
pes:

. Agl:icultural Holdings Private
% Single -family
-professional (individual themselves)

% corporate businesses D = inf
- peon = interest;
people ~company partnership Vf=1and income;
= SNC ‘Wa = agriculfural income;

- capital, limited lighili
a?blpty company Vn = net income.
- limited companies;
-limited partnershi ;
) p shares;
- agr}culmral production-companies;
- agricultural associations;

10. European Commission makes a classification of farm manager by age as follows:
~farms whose heads do not exceed the age of 35 years;

-farms whose heads were between 35-54 years;

-farms whose heads were between 55-64 years;

-farms whose heads have more than 64 years;

* Agricultural Holdings Public {Autonomous), national interest
-local interest

Agricultural Holdings agricultural cooperative cooperative-work
CONCLUSIONS
Share these types of farms across agriculture is very different from country to country. European
Union countries is a dominant.form of family farm. In our country, due fo the fact that "state property” had
weight lifted and the privatization of farms in how it is achieved, will result in a category of private farms
will hold an important place in the individual holdings, representing it in a distinct type of the family, as
individual farm labor employment, called "professional.”
Most of the literature is limited to inventory and deseribe

the legislative and administrative decisions to be adopted. T S
The first attempt was the regulation O.U.G. nr.108/2001 on farms, adopted on June 30, 2001.

Although this legislation addresses & crucial issue, how the precipitate was adopted, has generated a oumber,
of shortcomings contained in its text, which led to adjustments made by two government decisions every six
months of adoption ( January 17, 2002 and July 11, 2002). e
In Article 3 of O.U.G. No 108/2001 sets out the clements that differ in ore. |
namely: the legal nature of their ownership, nature of activities conducted and that the economic: size:

the types of farms that occur as a resuli of

R

& [ te d
Mul!er P. 8.4, (1 ) Les e
¥ 2 > S.d. ., nirepen { i
997 , i ; : eUYS FLr D Agncu[teurs, arﬁsrms, Commercants EIHS IOCM, Ill-“ElSi 5]

7 Ao
Agricultural Statistics, (2009), Main resylts- 200 7, Eurostat, European Communities pag. 33
s B -

vision Iégi'slét'i.irc.ff.i_r:_ﬂ.lé.,
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their size. In terms of size or economic size, the ordizance says that farms can be: business and family, and -

the following articles shall set out minimum sizes of commercial farms ( In cereal crops and medicinal plants:
technical 110 hectares in the plain area and 50 hectares in hilly area), but state support and will give them,
Beyond the technical and economic issues involved, the angle of view of themes, this classification.
into "ecommercial and family” is illogical, because size has nothing to do with business and family categories
and two categories belong to forms resulting from different criteria, Minimum sizes specified in the
enactment that have nothing fn common with reality, :
A number of scholars have criticized this Ordinance , Among them the Academy and P.I.Otiman
who presented her as anachronistic, unrealistic, and with serious consequences for the countryside and
farmers®. :
It is anachronistic because U.E. "No longer practice support systems for farmers based on land
holdings, excluding allowances which are granted for resting temporary removal from the culture of
agricultural land. :
Is unrealistic because "areas provided can not be achieved through market mechanisms.” Besides
how to define the farm dimensional criterion "seems rather one copy of the U.S. system, where the average
farm size is about 204 hectares, without tailor specific conditions of Romania".’ :
Is unacce?table because "halt the phenomenon of private farms, family formation following the

European model™." For Romania, rural development policies must consider, first, the restoration and:

conversion of multi-family peasant holdings. If we hold still, in large units we do not simply repeat the

"experience of 30 years' of cooperatives when" farming with good natural conditions failed to feed its own

population™!!
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ROLUL FISCALITATH IN FORMAREA RESURSELOR FINANCIARE PUBLICE

CORNEL C_RISAN‘
GABRIELA MARIES-LES

Cuvinte cheie: venituri fiscale, buget, politici fiscale, resuese bugetare, venituri publice

REZUMAT: Veniturile fiscale se instituie de citre stat, in virtutea suveranidjiii sale financiare §i
a calitagii sale de subiect de drept public. Veniturile cu caracter fiscal reprezintd preleviri legale din
veniturile create de entititile economice §i populatie, inclusiv in legdturd cu definerea de cdatre acegtia a
unor averi sau proprietdfi impozabile. Acesie raporturi pun faid in Jatd doudt parti ca sublecte de drept:
pe de o parte statul, ca subiect principal, reprezentat de structurile Juridice fiscale care Ii dau o pozifie
privilegiatd, iar pe de altd parte, persoanele fizice §i juridice care sunt obligate sd contribuie la formarea
resurselor financiare publice.

PRECIZARY INTRODUCTIVE
Determinatd de satisfacerea nevoilor generale ale societitii, apare necesitatea constituirii unor

importante fonduri banesti la dispozitia autorititilor publice, fonduri ce se formeazi pe seama unei parti din
produsul intern brut i sunt uiilizate pentru finanjarea nevoilor sociale atdt de interes national cit gi local.
Fondurile sunt constituite prin transferul de valoare de la diverse persoane fizice si juridice la dispoziia
organelor administrajiei de stat, centrale §i locale, transferindu-se ulterior catre diversi beneficiari — persoane
fizice si juridice. Astfel, au loc fluxuri de resurse banegti in dublu sens — citre gi de la fondurile publice -
ceea ce genereazi anumite relatii sociale intre participantii la acest proces.

Aceste relatii apar Tntre participantii la procesul de constituire a fondurilor de resurse financiare,
respectiv, Infre entitifile economice, indiferent de forma de proprietate (cate desfgoar? activitate cu scop
luerativ §i membrii societitii luati in mod individual, ca cetijeni ai statului care realizeaza venituri) pe de o
parte, §i colectivitatea reprezentatd prin stat, pe de alth parte. in acelasi timp, remarcam relajiile care apar
intre colectivitate, reprezentati prin stat, pe de o parie, si beneficiarii fondurilor banesti ce se constituie in
economie( instituii publice, membrii ai societdtii luafi in mod individual ea cetifeni care incaseazi pemsii,
alocatil pentru copii, ajutoare, burse si alte indernnizatii), pe de altd parte.

De repartifia produsului intern brut sunt legate relaiile sociale aparute in procesul constituirij si
dirijarii fondurilor de resurse binesti din economie care sunt, prin natura lor, relaii economice. Aceste relafii
economice, exptimate valoric, in legdturi cu satisfacerea nevoilor colective ale societitii, consiituie refatii
financiare sau finante. ' '

CONSTITUIREA RESURSELOR FINANCIARE PUBLICE

Misiunea sociali a finanfelor publice se realizeazd prin functiile pe care le exercitd, si anume prin
functia de repartitie si functia de control. Funciia de repartitic a finanfelor publice cunoaste doui faze
distincte, insd legate fntre ele: comstituirea fondurilor §i distribuirea acestora. Participarea entitafilor
economice, a institutiilor publice, a populatiei, a persoanzlor juridice §i fizice rezidente n striinitate la
constituirea fonduritor publice de resurse financiare imbraca forme diferite, si anume: impozite, iaxe,
contribufii pentru asigurdri saciale, amenzi, penalitifi, virsiminte din veniturile instituiiflor publice,
redevenie si chirii din concesiuni si inchirieri de terenuri §i alte bunuri proprietate de stat, tmprumuturi de
stat primite de la persoane juridice si fizice, rambursiri ale imprumuturilor de stat acordate, dobanzi aferente
acestora, donatii, ajutoare si alte transferuri primite, alte venituri.

La nivelul unei tari, ansamblul impozitelor i taxelor provenite de la persoaneie fizice si de la cele
juridice, formeaza sistemud fiscal. Agezarea si perceperea impozitelor se realizeazd prin crearea i meniinerea
in stare de functionare a unui mecanism fiscal format din instrumentele $i metodele folosite pentru realizarea

" Universitatea “Bogdan Vodi”, Facultatea de Stiinte Economice, Cluj-Napoca, Roménia
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functiilor sistemului fiscal, in conditiile respectirii principiilor fiscale. Perceperca impozitelor si taxelor g5
Justifici, in general, de cheltuielilor publice, far necesitaten prelevirii lor este fnscrisi in legea findamentajy,

a unei firi. Unul dintre elementele bogifiel unei hafiuni sunt resursele sale resurse provenind din produgy

>

a . oA o .
T L3N, O]l(ll!ll considerate
Resur £24 i) & apeleaza statul in mod Ob TILL t- in C_ X ‘ 1
g sel ordinare suini l’esursele la car: . . . ‘ l
: l §i care se Tncaseazi la buget cu o anumitd regularltate. In aceastd Categﬁﬁe sC lnclude venifur le
notmale

intern brut, la care se adaugd importul si care sunt folosite pentru consum, formare bruti de capital st export,

Alaturi de resursele materiale, umane, valutare i informationale, un rol deosebit il au resursele financiare,

de timp determinat o reprezintd resursele financiare. Resursele financiare publice includ Tesursele
administratiei de stat cantrale §i locale, resursele asiguririlor sociale de stat §i resurscle institutiilor publice

cu caracter autonom,

Veniturile bugetare sunt venituri de naturd publicd, dar intre ele si veniturile publice nu se poate-

pune semnul egalitiii. Veniturile publice au o sferd mai largd de cuprindere, incluzindu-le pe cele bugetare,
Ponderea cea mai mare in structura veniturilor publice o constituie veniturile bugetare, asifel ci mirimes si
structura lor influenteaz3 tntr-o masuri substantiald marimea si structura veniurilor publice, .

Evolujia corelativi a resurselor s utilitafilor publice este determinat de o multitudine de factori
dintre care fac parte: .

* Factorii economici se intemeiazd pe evolutia crescitoare a produsului intern brut, care ofery
posibilitatea sporirii veniturilor bugetare ca urmare a cregterii veniturilor impozabile sau taxabile. :

* Factorii monefari sunt reprezenta] de credit, dobénda si masa monetard, iar influenta acestora se * -
transmite prin prefuri. Desigur, in conditiile cresterii generalizate a prefurilor, ca efect al aceentudrii- -

mpozabile, care se traduce prinir-0 sporire a veniturilor bugetare realizate prin perceperea impozitelor -

directe aferente.

* Factorii sociali se manifesti in strins3 legaturi co accentuarea rolufui statului in aceastd directie,
prin redistribuirea unui volum fhsemnat de resurse in scopul satisfacerii nevoilor cetiitenilor In ce privegte
invajamantul si educatia, fntretinerea san refacerea SAnatatii, protectia i securitatea socials,

* Factorii demografici isi manifests influenfa prin sporirea numarului de contribuabili, care se
inregistreazi pe seama cresterii numerice a populatiei.

- care se concretizeazi in cresterea veniturilor, organizarea asigursrilor sociale de stat si perceperea unor cote
corespunzitoare in acest scop, cresterea presiunii fiscale, instituirea de noi impozite $i taxe, etc.
* Factorii militari 1si fac simiitd influenia lor prin consumul de resurse financiare publice pentry

situatia din tari i de climatul international{participarea iz o seama de acte militare In extetior determini o
nevoie suplimentari de resurse bugetare),

* Factorli de naturd financiari reprezinti sinteza influentelor tuturor celorialfi factori, care se

publice, avind drept efect diversificarea structurii resurselor financiare.

Principalele cateporii de resurse financiare publice, privite din punctul de vedere al corginutulni lor
economie, sunt: prelevirle cu caracter obligatoriu (impozitele, taxele, contributiile), resursele de frezorerie,
resursele provenind din Imprumuturi publice si finantarea prin emisiune monetars £33 acoperire,

Privite prin prisma bugetului general consolidat, structura resurselor financiare publice include:

- resursele financiare ale bugetului de stat;

-resursele financiare ale asiguririlor sociale de stat;

- resursele finaneiare cn destinatie specials;

- resursele financiare ale bugetelor unititilor administrativ-teritoriale, cum sunt: impozitele, taxele si
veniturile nefiscale cu caracter local, cotele si sumele defaleate din unele venituri ale bugetului de stat, cotele

Resursele financiare publice, analizate din punctul de vedere al ritmicititii Incasarii Tor [a buget
formeazi doud categorii, §i anume: resurse ordinare sau curente §i resurse extraordinare, incidentals sau
intAmplatoare,
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. gaja’[ di Ea.ra Salll’§i Straiﬂa at . 'iﬁcatelor de trezorerie $a ﬂ,ltor formf.'. ale tlt!urllor
ar,

niturile extraordinare pot fi procurate §i pe cii n.mnetare, prin recprgere:'-l_la anga_;a_xif’i g:
it la Banca Nationald (Centrald) sau prin acoperirea deficitelor prin emisiunea banil A
imP’_'”mutun g da agc inflatie. In structura veniturilor extraordinare sunt incluse sl_ajutoarele §i ¢ fe
D forurt prin it ‘1? stréinétat-e sumele rezuliate din lichidarea participatiilor deAcapltal ale ‘st,atulu} in
Lran'Sf?ml‘l rooum i & cle rové:nite din vAnzarea unora din bumirile statului aflate in afeEra gran;;:?lor farii.
Strﬁmata}t:és!::rzzlll;n f?:l:z:ilare I;'Jub]ice se grupeazd in functie de provenientd, In resurse inferne §i resurse
exterme: le externe sunt, in principal, imprumuturi de stat externe contractate dcj: fa ins_tit:u;u.ﬂna—t}c%a;e
. -Res#rsg el evernele z;ltor tiri, de la banci cu sediul In alte state, sau de !a orice det;matmtl_str.a:lm1 e
mte'mam'mal‘?, " a%ll acestea se ad;lugé diferitele trapsferuri externe primite sub forma ajutoarf: orl'
S ba'rl!esfilé laao anisme internationale sau din partea altor state. Toate celelalte resurse, ftzle. tlpu.
51eramjbur5abl . ! corngtribu;iilor veniturilor nefiscale, Tmprumuturilor contractate la persoane fizice i
lm?QZIteIPT, taXP-IOI', altor venitl’.u'i exceptionale, sunt considerate a fi resurse de pr.over:zen,té mterfza.
Juridice gllngﬁlﬁfﬁ’smsele financiare publice sunt structurate pe eriterii ecom')tnnc:i:, 111)1 co?:'or;ingztlem?
i i ituie gi ioneazi printr-un sistem unitar de buge e, :
Stucrt:ﬁad:lZi?uéglg;ﬁeaf;éui;nigzs;gg;:l: ‘dzes%;ftg?geteleplocale, bug,_eyele fc_)ndurilqr speciale, bugetul
E:ie)reriei statt;lui, bugetele institutiilor publice, in conditiile asigurdrii echilibrului financiar’.
Principalele categorii de resurse publice sunt:
I. Resursele bugetului de staf:
- venituri curente:
A, venituri fiscale
A.l. impozite directe
B.1. impozite indirecte
B. venituri nefiscale
iy capiltaal i turilor acordate
i ari di area imprumu ) )
;Il?:{isse:;‘;ilnef?geﬁiui asiglllJ rarilor saciale de stat si ale asignririlor pentru somaj:
A venifuri fiscale o
A_1. contributia angajatorilor si a angajatilor
B.1. alte contributii
B. venituri nefiscale
III. Resursele bugetelor Iocale
- venituri proprii (fiscale si neﬁf;cal-e); et de st
- i ate din venituri ale bugetu I '
- zg:: Zii?ﬁuﬁ;ﬁ:{:lﬁnele venituri ale bugetului de stat 5i ale bugetelor locale;

- i cu destinafic speciali de la bugetul de stat. ) N ] ) .
D:arl:;f:g:ri;ufa;:ul cé, coE:ele si sumele defalcate din taxa pe valoarea adiugatd si impozitul pe vent, sun

A bt hiar o
transferate de la bugetul de stat la bugeiele locale In vederea su:ftlrgem ﬁnanta.n% acesto: "bu%:jeérga ar sn tz;z:;
se poate vedea importanta veniturilor de natur} fiscala fa constituirea bugetului de stat in

cheltuielilor curente ale statului,

. R a
i Legea finanielor publice nr. 500/ 2002, publicati in Monotorul Oficial nr. 597/ 200
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CONCLUZII .

Dacd analizam structura .clasificatiel economice a veniturilor bugetare din tara noastrd, von:
descoper] o multitudine de surse de naturi fiscald care contribuie la formarea resurselor bugetului de stat.
Una dintre problemele cu eare se confrunti Romdnia este numéarul mare de impozite §i tace pe care trebuie g5
le pliteascd contribuabilul roman, Astfel, fnir-o evaluare ficuta de citre Comisia Europeana in anul 2009 sg
aratd cd numaérul taxelor in Romdnia este de 113, cel mai mare din Europa, astfel incat Roménia, pening 3
realiza una dintre solicitrile fn ceea ce priveste Stategia de la Lisabona, trebuie s§ procedeze la reduceres
acestor taxe care, de multe ori costi mai mult colectarea decat veniturile care se realizeazd prin colectarey:
lor,
De aici rezults cu stringen(s faptul ci acestea trebuie comasate sau reduse n aga fel incdt veniturile
colectate sz pu fie diminuate, dimpotrivd, volumul acestora sa creasci jar costurile de administrare siv
colectare 54 scadd, crescdnd in acest fel indicele de eficientd a acestora. Fie ci este vorba de armonizareg::
legislatici, chiar simplificarea acesteia pentru a fi pe infelesul tutoror contribuabililor, fie ¢4 este vorba de-
aplicarea prevederilor legale in vigoare intocmai, important esfe si fie preocupare in acest sens, iar Tntrn
interval de timp relativ scurt vom putea spune ¢d si la noi colectarea impozitelor si taxelor citre bugetul de::
stat este aseminitoare tarilor europene dezvoltate. -

Pornind de la functiile si rolul finantelor publice, se pot formula si fonctiile si rokul fiscalitatiy
Astfel, fiscalitatea indeplineste: :

- In primul rind, finctia de constituire a fondurilor banesti fa dispozitia statului. Prin intermedil:
Jiscalitatii se formeaza majoritatea resurselor binesti a bugetului de stat.

Canalele prin care se indeplineste aceastd funcie sunt date de prelevirile obligatorii, de varsdminie, taxe g
impozite, :
- 1n al doilea rind, funciia de mobilizare a resurselor banegti pe baza reglementaritor legale [a ..
dispozitia Guvernului sau a comunitatilor locale. Acestea se realizeazi prin concentarea in centre de decizie a -
resurselor binegti de provenientd publics, urménd ca apoi acestea si primeascd destinatiile legiferate prin
buget. Prin aceasta funciie se realizeazi o anume redistribuire & veniturilor din economie pe seama practicisii
unor varsiminte diferentiate pe plititori dar si a unor locuri de varsare diferenfiate pe centre de decizie
(locale, regionale etc.). Sursa de formare a prelevdrilor fiscale este avufia tarii care, pusi in exploatare,
formeaza productia nationald exprimatd in produsul intern brut. :

- n al treilea rind, funciia de controf vrmirind moduf in care sunt preluate de la pliitori veniturile
cuvenite statului precum si modalititile de percepere a prelevirifor §i de urmarire si execuiare a rin-
platnicilor sau a celor care se susirag de la plata impozitului. Prin controlud fiscal se realizeazs pe un alt plan
5 0 [uncfie preventivd in materie de abatere de Ja tegalitate i de stimulare a laturilor pozitive ale activitagi.
economico-sociale, precum i de economisire a resurselor de care dispune societatea. Controlul se exercits Tn
mod obisnuit post-factorum constatndu-se cu aceasta ocazie incalcari ale legislatiei privitoare la asezarea i
perceperea impozitelor si taxelor, stabitindu-se masuri de eliminare a lor.
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ABSTRACT: Tax revenues are set by the state, by virtue of its financial sovereigniy, as a
subject of public law. Tax revenues are legal samplings created by economic units and population,
including in connection with the holding by those of wealth or property taxable. These reports put face io
face two parts, law subjects: on the one side, state as main subject, represented by fiscal juridical
structures, which gives a privileged position, and on the other side, physical and juridical persons who
have the obligation to contribute 1o the setting up of public financial resources

INTRODUCTORY NOTES

Determined to meet the general needs of society, there is significant need for the establishment of
funds at the disposal of public authorities, funds that are formed on account of part of the gross domestic
product and are used to fund social needs of both national and local interest. Funds are established by
transferting securities from individuals and businesses to the state administration bodies, local and central
ones, then transferring to the varicus beneficiaries - individuals and businesses. Thus, there are financial
resource flows both ways - to and from public funds - which generates some social relationships between
participants in this process.

These relationships arise between participants in the process of establishing a fund of funds, respectively,
between economic entitics, regardless of their ownership (which operate for profit and members of society
taken individually, as citizens with income within the State) on the one band, and the community represented
by the state, on the other side. At the same time, note the relationships among the community, represented by
{he state, on the one hand, and the beneficiaries of funds that constitute the economy (public institutions,
members of society take individually as citizens who receive pensions, child benefit, aid, scholarships and
other benefits), on the other side.

The distribution of gross domestic product is about social relations that occurred during the formation
and leadership on the economy of money resources funds, which are by their nature, economic relations.
These economic relations, in terms of value, in connection with the collective needs of society constitute
financial relationships or finances.

FORMATION OF PUBLIC FUNDS

The social mission of public-finances is carried out by the functions they perform, namely the
distribution function and control function. The distribution fimetion of public finances, knows two distinct
phases, which are linked however: the establishment of funds and their distribution. Participation in
economic entities, public institutions, population, businesses and individuals resident abroad to finance the
establishment of public funds takes different forms, namely: taxes, social security contributions, fines,
penalties, payments from income institutions public, royalties and rents from concessions and rental of land
and other property owned by the state, received state loans to businesses and mdividuals, repayment of foans
granted by the state, their interest on, donations and other incoming transfers, as well as other income.

At country level, all taxes and fees from individuals and from the legal entitfes form the tax system.
Settlement and collection of taxes is done by creating and maintaining the running of a tax mechanism
consisting of tools and mesthods used to make the tax system functions, while respecting the principles of
taxation. Collection of taxes is justified, in general, by public spending and the need for their removal is
inchided in the fundamental law of a country. One of the wealth of a nation is ils resources, resources from
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the state for the achievement of objectives considered to be exceptional, aimed at the creation of special
funds established to finance activities out of the crisis, coverage of major difficulties as a result of natural

disasters, etc. to cover budget deficits.

Extraordinary revenues are acquired by way of public credit, namely loans on behalf of state employees

in the country and/or abroad, Treasury bills and other forms of securities. It can also be purchased
extraordinary income and monetary ways, by employing the use of loans from National Bank (Central) or
deficits by issuing paper money, which leads to inflation. The structure included extraordinary income and

apital

ants and other transfers received from abroad, the proceeds from the liguidation of the state ¢

gr
holdings abroad, as well as some of the proceeds from the sale of state assets located abroad.

Public financial resources are grouped according to origin, the imternal resources and external resources.
External resources are mainly contracted by state loans from international financial institutions, from

governments of other countries, from banks based in other countries, or from any foreign owners of capital
funds. To these are added various remittances received in grants from international organizations or from
other states. All other resources, such as taxes, fees, contributions, non-tax revenues, borrowing from

individuals and Jegal entities in their own country, other exceptional income, are considered to be resources

of domestic origin. :
In Romania, public financial resources are divided on economic criteria, in accordance with the structure

of the budget system, being established and managed through a single system budgets, namely: the state
budget, state social insurance budget, local budgets, special funds budgets, state treasury budget, budgets of

public institutions in terms of ensuring financial balance.
The main categories of public resources are:
1. Resources of the state budget:
- current incomes:
A, tax revenue
A1, direct taxes
B.1. indirect taxes
B. non-tax revenues
- income from capital

- receipts of loan repayments
11. State social insurance budget resources and unemployment insurance:

A tax revenue
A.1. employers and employees contribution
B.1. other contributions
B. non-tax revenues
1. Resursele bugetelor locale

- own revenue (tax and non-tax);
- allowances and amounts deducted from the income of the state budget;

- additional shares to certain income of the state budget and local budgets;

- special purpose transfers from the state budget.
Note that rates and amounts deducted from the value added tax and income tax, are transferred from the state

budget to local budgets to support funding the budgets. Even so, one can see the importance of fiscal revenue
in the formation of the state budget to finance current expenditure of the staie.

CONCLUSIONS
If we analyze the structure of the economic classification of budget revenues in our country we wil

find a variety of sources of fiscal resources that coniribute to the state budget. One of the problems facing
Romania is the large number of taxes to be paid by the Romanian taxpayer. Thus, an assessment made by the
European Commission in 2009 indicated that the number of taxes in Romania is 113, the largest in Europe,
so that Romania, to achieve one of the requests regarding The strategy of Lisbon, must reduce these fees,
often cost more to collect them, than the real collected amount.

Hence the urgency that they should be merged or reduced so that the revenues collected are not
diminished, by contrast, increase their volume and the administration and collection costs decrease, thus

¥ Legea finantelor publice nr. 500 / 2002, publicatd inMom_thmI Oficial nr. 597/ 2002
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increasing their efficiency index. Whether the harmonization of legislation, even simplify it for the purposeg
of all taxpayers, whether the application of legal provisions strictly, it is important to be concern in this:
respect and, in a relatively short time, we could say that the collection of taxes in our state budget is similar
to developed European countries.
Based on the functions and role of public finances, and the functions and the role of taxation can be
formulated. Thus, taxation meets: : o
- firstly, to establish the position of the funds available to the state. Through taxation, most of the
resources of the state budget funds are formed. Channels which fulfills this function are given compulsory::
levies, the payments and taxes. L
- secondly, financial resource mobilization function on the basis of legal reguiations availabie to:
government or local communities. This is done by the central decision-making focus of financial resources:
of public origin, then they will receive the budget enacted destinations. This is done according 1o a certain -
redistribution of income in the economy due to the practice of paying differential payments and shedding of
jobs at different levels of decision centers (local, regional, etc.). The source training of tax levies is the'
wealth of the country who put in operation, forming the pational output expressed in gross domestic product,
- thirdly, the control function that oversees the way in which the payers taxes are taken by the state, -
as well as for the collection of levies and tracking and enforcement of non-payers or those who evade tax;
The tax audit is performed on a different level and a preventive function in terms of deviation from the legal
and positive sides to stimulate economic and social activity, and saving of resources available to society.:
Control is usually exercised in the post-factorum thus sceing the breaches of legislation on the settlement and-
collection of taxes, establishing measures to eliminate them. :
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UNIVERSITATEA SI RELATIILE CU MEDIUL DE AFACERI

EVA ACQUI

Cuvinte cheie: formare continud, centru de relafii cu mediul extern, ofertd educationald, strategie
de instruire, relatia universitate-mediu extern-programe de instruire

REZUMAT: Infiintarea unui centru de relatii al universitiigi cu mediul extern (firme, instifutii,
Sfundatii, organizatii efc,) §i detaliile operationale ale acestwia a constituit obiectul proiectului de
finalizare a stagiului de perfectionare in domeniu la IT.T de Bethune, Université d'Artois, Franfa, in
cadrul proiectului TEMPUS S_JEP 11005/99. Proicctul are in componenja sq propunerile pentru
infiinjarea acestui centru in cadrul unei uwiversitdfi si un sistem de managemen §i administratie propus
de autor si prezentat la L UT. de Bethune, Franfa.

CENTRUL DE RELATII CU MEDIUL EXTERN

Un ceniru sau un birou de relafii al universitdfii cu mediul ei extern (organizatii, institutii, etc.) se
ocupd de un complex de servicii educationale, de cercetare §i inovatie, care si serveasci cerinfelor de fortd
de munci , perfectionare ale angajatilor din organizatii, mai ales cei din comunitatea de afaceri, din mediul
extern al universitatil. Prin colaborarea cu mediul extern, universitatea isi afirmd posibilititile de asistentd si
sprijin fatd de orgapizafii, care Ja rindul lor vor conl ibui prin diverse metode s5i mijloace la finantarea
activitatii instituiilor de invijimant superior.

Obiectivul unui proiect de infiintare al unui centru de telatii cu mediul de afaceri in cadrul unei
umiversititi presupune stabilirea exacti & etapelor de acfiune, a caracteristicilor si detaliilor acestora, precum
si a problemelor si beneficiilor care provin din existenta sa, in contextul stabilit 1a nivel national.

ETAPELE INFIINTARI $1 FUNCTIONARII CENTRULUI
Ftapele necesare care se implicd fn stabilirea si fanctionarea acestui cegtru sunt urmatoarele:
- un studiu al firmelor, organizatiilor, institutiilor vizate '
. stabilirea serviciilot pe care le poate presta universitatea
. claborarea unui sistem de comunicare al universititii cu firmele, organizatiile, institutiile vizate
- activititile comune care s¢ pot desfigura pe bazi de parteneriat.
- stabilirea posibilititilor de formare i instruire pe care le poate oferi universitatea
- fofinarea continua, in functie de ceringe, reglementari legale, asigurarea calititii, specialistii de care
dispune, posibilitatile de acordare a certificirilor
. stabilirea exactd & domeniilor vizate (afaceri, economie, operatii bancare, administratie etc.)
- evaluarea bugetnlui si a posibilitatilor de creare a unwi astfel de centru
- proiectarea strategiilor de instruire
- modul de integrare al studentilor in mediut extern
- problemele ridicate de crearea centrului

Un astfel de centru poate avea in vedere stabilirea de relatii cu firme, organizatii, institufil din
urmitoarele domenii: industrie, sindtate, educafie, tehnologie informationald, comert, fundatii, banci,
institutii de drept etc.

Oferta universitétii in cadrul unor relafii de colaborare cu cei din domeniile mentionate consta in
servicii de bazd: nstruire, suport tehnic, cercetare, traduceri in diverse domenii. Pentra derularea acestor
servicii, centrul trebuie s aibd la dispozific material de prezentare al ofertel, o evaluare exactia cerintelor si
oportunitatilor, o locatie cunoscutd, echipament si dotdri adecvate pentru operafiunile sale, personal
specializat,
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Activitifile comune care se pot desfasura in colaborare cu firmele
sunt diverse, dar este recomandats stabilirea prealabili a acestora, cu posi
sedinte si intilniri de lucru, elaborarea programelor de instruire 5i form

muncii §i a cerintelor , contractarea serviciilor in functie de acestea, stab

bilitatea diversificirii P parcurg

pra metodelor de platd pentru serviciile oferite.

PARTICIPAREA UNIVERSITATIH LA STABILIREA CENTRULUIZ
Pentru a stabili serviciile ce pot fi oferite de universitate,
domeniile previzute, care au responsabilitatea de a aledtui oferta d
etapd va stabili §i persoanele de contact care vor fi in legdturd pe
desfagurare a activitatilor, Intretinerea relagiilor cu aceste organiz
serviciilor oferite, asigurarea calitéitii §i validarea rezultatelor,
unui feedback continuu, schimbul de personal calificat, intj
unor probleme cc se ivesc pe parcurs,
Universitatea participi la acest tip de
disponibile. De exemplu, pentru Universitatea Bo
Drept, FacuMatea de Educatie Fizicd si §
i aceste domenii, inclusiv cele de master "
Pe langad facultdii si specializiri , Umive
instruire care s3 cuprinda urmatoarele;
- atenfia permanent3 §i monftorizare cerintelor de servicii educationale ale organizatiilor;
- adaptarea programelor de instryire in functie de aceste cerinte;
- integrarea acestor module de instruire in programele universitatii sau desfasurarea lor la locatiile
organizatitior;

- acordul dintre universitate si organizafii pentru desfisurarea unor asemenca programe va fi obiecty!
unui contract cu detaliile programelor de instruire, continut, aspecte practice ca durata, programul,
orarele, instructorti, echipamentul hecesar, numérul de cursanti, aptitudinile obtinute si beneficiile
cursaniilor §i ale organizatiei care sponsorizeazi pregiitirea lor;

- cursurile care sunt predate in cadrul acestor Programe vor avea preciziri asupra conditiilor prealabile
de participare si o descriere completd a lor, Alte detalii se pot stabili 1a fata loculu;

-~ lafncheierea unui asemenea program de studiu , cursantii trebuie s3 faci fatd cerintelor de lucru cu
un minim de orietare ;

s€ va acorda atentie rezolvirii problemelor §i & situatiilor neprevizute care Apar pe parcurs.

s¢ va alcatui un grup de specialisti diy
e servicii §i de a o sustine. Tot aceastd

atii constd in monitorizarea implementiri;
schimbul permanent de informatii §i asigurarea
Inirile periodice pentru evaluare §i remediere g

gdan-Vodi, Facultateg de Stiinfe Economice, Facultatea de

PERSPECTIVA EUROPEANA

Aceste cerinte sunt incluse si in eforturile de stabilire a unui
organizafii la nivel european, intr-un nou parteneriat
Comunicatului Comisiei catre Parlamentul
European si Comitetu] pentru Regiuni (2009),

In acest Comunicat, universitatea re

peniru modernizarea vmiversititilor, conform
European, Consiliul Europei, Comitet] Economic si Social

prezintd furnizorul celni mai tnalt nivel de educatie, cercetare,
triunghiului cunoasterii in Europa si reprezentind un potential

Comisia a lansat Forumul universitate-comunitatea de afaceri, ca platforma europeani pentru
dialogul dintre cele dous entititi, Domeniile cheie ale cooperdrii dintre universitate si comunitatea de
. afaceri.entitati cu valori, culturi si misiuni diferite, sunt:

- Stabilirea unui curriculum nou pentru a spori sansele de angajare ale absolventilor, Acestia trebuie sa
aibd o calificare de nivel tnalt §i spirit antreprenorial pentru a se dezvolta 1n viitor. Organizatfile semnaleazs
heconcordanfa dintre competenta absolventilor Ta terminarea studiilar §i cerinfele angajatorilor. Schimbirile
in programele de studiu trebuie s3 fie in formi de T, cu radacini in disciplinele academice specifice, dar s3
interacfioneze si si coopereze cu parteneri din alte domenii disciplinare, Fste consideratd necesart o mai
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THE UNIVERSITY AND BUSINESS COMMUNITY RELATIONS

The joint activities carried out with the companies, organizations, institutions targeted are varied, but it is
recommended that these be pre-established, with the possibility to further diversify them. Joint activities
refer at meetings, joint design of training programs, the analysis of the labor market and its demands,
contracting of services according to these demands, the establishment of fields the services are needed in, the
evaluation of practical activity opportunities for students and trainees in the organizations involved, cost

analysis and the decisions on payment and methods for services provided.

THE UNIVERSITY'S PARTICIPATION IN THE CENTER’S ESTABLISHMENT
In order 1o select the services that can be provided by the university, a group of speci:
with the responsibility to design the offer of services and support it. This stage will also put in place the
contact persons who will be in communication with the organizations. The relations involve the constant
monitoring of services provided, quality assurance and result validation, permanent exchange of information
snd continuous feedback, the exchange of qualified personnel, periodicat meetings for evaluation and finding
solutions to problems occurring during operations.
The university is part of such collaboration relations with its available faculties and specializations.
For example, “Bogdan-Voda” University with its faculties, Economics, Law, Physical Education and Sports,
has specializations of interest for those who choose a career in these fields, including master degree studies.
Besides faculties and specializations, the university must define a training strategy that should
include the following:
permanent care and monitoring of the educational requirements of organizations;
training programs should be adapted to these requirements;
the integration of training modules into the programs of the university or the teaching of such
modules at the locations of organizations;
the agreement between organizations and the univessity to carry out such programs will be the
subject of a contract detailing training programs, contents, practical aspects such as duration,
program, schedules, trainers, necessary equipment, number of students, skills acquired, the benefits
of students and of the organizations sponsoring their training;
the courses taught within such programs will have details on participation and a complete

deseripiion, including prerequisites. Other details can be solved in due course;
at graduation from such a study program, the graduates must be able to meets all job demands

with a minimum of orientation;
attention must be granted to problems occurring duting operations.

alists will be set up,

THE EURCPEAN PERSPECTIVE
These requirements are also included in the efforts to establish an efficient dialogue between the

university and organizations on Ewropean level, through a new partnership to meodernize universities
according to the Communication of the Commission to the Europsan Parliament, the Council of Europe, The
European Economic and Social Commiitee and the Committee for Regions (2009).

In this Communication, the university represents the provider of the highest level of education, research,
innovation, all these being the center of the knowledge triangle in Europe, and representing a valuable
potential with the role to change Europe into the best knowledge-based economy in the world. In the
document entitled Delivering on the Modernisation Agenda for Universities, Education, Research and
Innovation (May, 2006) , nine fields are shown as key elements in order to establish structured partnerships
with organizations, for a mutual use of opportunities.

The Commission Jaunched the tniversity-Business Forum, as a European platform for dialogue between
the entities. The key-fields of cooperation between the university and the business community, entities off
different values, cultures and missions, are the following:

- The design of a new curriculum to increase the employment chances of graduates, They have to be
highly qualified and understand the entreprencurial spirit in order to develop in future. Organizations have
signaled the mismatch between the graduates® competence and the employers’ requirements. The changes in
study programs have to be T-shaped, with roots in the specific academic subjects, but they also have to
interact and cooperate with pariners in other fields. They also consider a better examination methodology in
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order to evaluate knowledge and compeience. The document supports the hecessity and importance - of
interdisciplinarity and transdisciplinarity in education and research. L

- The development of the entrepreneurial Spirit is a component of a rather low level: the leﬂmi'ng'
environment has to stinrulate independence, creativity, cntrepreneurial approach of knowledge, that is what:
can be achieved by the knowledge gained. The university can increase the level by developing an’
catreprencurial culture, invelving entrepreneurs and business people in the teaching of this cultyre to:
students, :

- The knowledge transfer from the university to the organizations starts with the efforts employed by
the university to protect its intellectyal properly and develop it, cuitivating its specific excellence, to attragt
students willing to study there, to attract nationally and intemnationaily xecognized teaching staff, who shouid:
help to develop and impose this otiginality of the institution jn the external environment. B

- The mobility between the university and the business community must be promoted and
importance recognized through all methods, on all possible levels, A legal framework should be drawn up to:
facilitate and suppott the mobility between the university and the business world.

- Continuing education is an activity that has to be integrated into the mission and strategy of the".
university. It should target the updating of skills needed on the labor market. The university has to look for'
the partnerships with the organizations interested in the training of their employees. The offer of training -
programs shonld be permanent, .

- The improvement of university leadership is necessary to implement the other clements of
dialogue between the university and business community, as the leadership has to be open to innovation ang
receptive to the requirements of the community, )

From these perspectives, the Continuing Education Service at the I’IUT de Bethune, France, carries
out its activity according to the needs of the organizations int the business community, enabling it to promote -
higher education in the external environment of the university. The staff of the center is active and -
competent: they have daily information on the employess’ demands, on those of the [abor market, they listen, -
advise, analyze, evaluate the requirements of the organizations and thus they have above 100,000 course
hours per year, courses finalized with diplomas and certificates. They also have a self-formation multimedia
center and a qualiffed teaching staff,

Here the alternation between theory and practice turns into 2 teaching method that enables graduates
to rapidly integrate at the place of work. Research and development, the know-how transfer to the -
organizations, the training of skilled graduates for the labor market demonstrate the intention of the
institution to be highly involved in its external environment. The foreign language component is ensured by
the existence of the accredited TOEIC {Test of English for International Communication) center, which
issues the necessary certification of language competence for employment files.

The French higher education institution has not only gained prestige due to the activity of this center,
but has also gained diverse financing sources and a high number of students, The most important center of
laser processing carries out its activities here, a hotel is in operation, under the management and
administration of the students coordinated by specialists in the field, for practical instruction.

The establishment of such a center at the university should stimulate the activity of the institution,
diversify its financing sources, turn the untiversity inio a basic educational entity in the community,
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IMPORTANTA IDENTITATIX CORPORATIER
(PE EXEMPLUL 8.C. ROMTELECOM S.A.)

FLORIN RADU }’INTEA'
© JANETTA SIRBU’
NICOLAE MARGINEAN

Cuvinte cheie: identitate(brand), intreprindere, factori, imbuna“t&jirf

REZUMAT: Nogiunea de brand san identitate a corporafiei a fost definitd in literatura de
specialitate de diferifi autori, prin a evidenfia imporlanfa §i rélul, eu specificarea elementelor
componente care definesc identitatea intreprinderilor.

S Romielocom S.A. are delimitate elementele componente ale identitdii, care prin filozofia
corporatiel, comportamentul organizational, comunicare §i cultura organizafionald incearcd sd se
diferentieze de concurenfi §i 54 vind in intdmpingrea cerinfelor consumatorilor. Totodatd, analiza
puncielor forte 5i slabe ale companiei evidentiazd o serie de factori cu baza de referintd corespunzdtoare,
canza §i efectul acestora, cu scopul de a aduce imbundtdfivi care si amelioreze 5i si fundamenteze
identitatea compariei.

INTRODUCERE

Definitii ale conceptului de brand

In literatura de specialitate exista multe definifii date notiunii de brand, carc vin s explice §i sd
argumenteze tolul §i importania conceptului, presupunind o identitate a corporatiei care trebuie expusé,
comunicati si recunoscuti.

Autorul Cristian Caramida incearcd o definifie a brandului prin ceea ce ,,nu” este:

”Brand-ul NU este un logo (sigld sau emblemd);

Brand-ut NU este un manual de identitate;

Brandu NU este un produs, serviciu sau persoand” (Caramida C., 2009).
fu continuare autorul afirma ca ,brand-ul este inainte de toate o PROMISIINE! Promisiunea ca
toate asteptirile consumatorului vis-a-vis de produs, serviciu, persoand vor fi indeplinite. De aceea, putem
spune ¢ brand-ul este ceea ce cred ceilalti despre el. Oamenii gdndesc §i actioneazii emotional, de cele mai
multe orl. Azi sunt atdt de multe optiuni pe care un consumator le are la dispozitia sa, Incét decizia de a
cumpiira se bazeazi inainte de toate pe incredere. Oamenii au fncredere in ceea ce cunosc, n ceea ce stiu, In
promisiunea pe care produsul sub marca brandului ce urmeazi a fi achizitionat a reugit sd o ,,s3deascd” in
mintea lor™. ) -

Pe de alti parte, ,,brand-ul este totalitatea legﬁmilor fizice si emotionale create Intre un produs de
notorietate si actuali/potentiali consumatori, public. In limbaj tehnic, brand-ul este un activ necorporal pe
care anumite sisieme contabile it admit chiar in bilant, Brand-wrile incorporeazi identiti(i lingvistice si
vizuale, dar ele sunt mult mai mult decat atdt: ele sunt relafia emofionali dintre cumpdrator si produsul
respectiv, relaie bazatd, in special, pe setul de valori pe care brandul 7] prociami” (Bogdan Aneta, 2002).
Totodatd, autoarea prezintd sinonimul nogiunii de brand in limba roméni, prin termenul de marci, spunéind
¢d ,mircile sau brandurile reprezints suma elementelor concrete sau de naturd simbolici, verbale ori vizuale,
care identificd in mod unic o companie, un produs sau un serviciu. In parte, mércile sunt expresia valorilor si
misiunii asumate de citre investitori. Ele sunt creatia managerilor si angajatilor, rezultatul actiunilor lor, ak
modulu lor de raportare la obiectivele gi standardele companiei”.

Mait Haig in cartea Mari succese ale unor branduri renumite defineste notiunea In mai multe
variante, printre care enumerim: ,brandul reprezinta identitatea unei companii, care inseamn In consecintd,
crearea §i mentinerea acestel identititi..brandul este, in prezent, cel mai important aspect al unei
afaceri...brandul poate fi comsiderat nu doar o ,,artd”, ci si o religie” (Haig M., 2010). fn lucrare autorul

" Universitatea “Bogdan Vodd”, Facultatea de $tiinte Economice, Cluj-Napoca, Romdnia
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IMPORTANTA IDENTITATI CORPORATIEL (b EAEMELUL 3.L. SMUNMLLDLOL AN 900

ELEMENTELE IDENTITATII LA 8.C. ROMTELECOM S.A.

Filozofia companiei

in prezent, se poate spune ci filozofia companiei este: Romtelecom vrea si fie o companie a cdrei
conducere s fie indreptatd spre satisfacerea nevoilor elientilor. Filozofie, care va fi implementatd treptat si
pe angajati, are in centrul ei cuvintul "high” - "high quality, high speed, high reliability, high capacity”.
Filozofia companiei in legahud cu angajatii este urmatoarea: sd se motiveze personalul pentru realizarea
perfarmantci prin mijloace specifice, precum $i cresterea numarului de angajati cu diploma de studii

superioate.

devenit din ce in ce mai exigente si din ce in ce mai multd

Compertamentul corporatiei
ania sustine angajatii {financiar) care urmeazi

La Romtelecom criteriile de angajare au

atentie se oferd nivelului de scolarizare a angajatilor. Comp:
cursuri de specializare. In practica corporate behaviour reprezinti o provocare foarte mare. Si faci un design

bun pentri un ambalaj este usor, dar comportamentul este un lucru cdie se schimbi foarte greu. Un exemplu
tului Romtelecom este §i interesul acestuia in sprijinirea Comitetului

pentru schimbarea comporiamen

Olimpic Romén. In mare se incearcd toatc mijloacele peniru obfinerea unei bune relatii cu clientul §i desi,
poate putin vizibil, Romtelecom  se transformd din uriasul centralizat din vremea comunismului intr-o
companie competitivd §i orientatd citre piat.

Comunicarea in corporatie
Instrumentele politicii de comunicare ale companiei sunt:

¢ activitatea de relatii publice;

e activitdtile de publicitate;

s alte activitdti comunicative - corporate design, corporate behaviour.

Compania trebuje nu doar s3 stabileascd relaii constructive cu clientii, furnizorii §i distribuitorti, i
st 54 {ind seama de multe si diverse categorii de public, interesate in activitatea sa. Publicul poate inlesni sau
stAnjeni capacitatea firmei de a-gi realiza obiectivele. Activitatea de relatii publice a fost adesea tratatd ca un
"copil vitreg"” al marketingului - o solujie tardiva in planificarea cu adevirat serioasd a promovarii. Dar nici o
fFirma chibzuitd nu neglijeazi si iz masuri concrete pentru a stabili, relatii bune cu principalele sale categorii

de public.

fn cazul Romtelecom politica este de a nu se baza pe faptul cd se afld totr-o situatie de monopol, in
ciuda liberalizirii, §i si se dezvolte spre a fi preg#titi peniru o patentiali concurentd, De aceea Romielecom
s-a orientat ciire cerinjele pietei - si de exemplhu, si-a dezvoltat divizia de provider de internct - Artelecom.
Un alt exemplu, conform ciruia Romtelecom nu s-a bazat pe pozifia sa de fider §i a Incercat s contracareze
concurenia, este piata cartelelor "pre-pay” - voce-net sau evri-kard, produse cu ajutorul cirora se poate '
telefona mai ieftin in striinfitate. Aceastd misurd este cu atit mai laudabild cu cat Romitelecom este primul
care le-a scos pe piagi naintea oricdrei concurenie, iar comunicarea acestor noi servicii se poate face prin
publicitate.
Printr-un parteneriat pe termen medin cu firmi de specialitate Grafitti BBDO, Romtelecom a
concentrat intreaga publicitate la nivelul ynui singur furnizor pentru a miri coeziunea gi mesajul fransmis
ciitre clienti, urmirind realizarea unei publicitifi adecvate pentru noile servicii, cit si pentru evidenfierea

solicitudinii din ce Tn ce mai avansate in fata clientilor.

Calinra corporatiei

Noua culturd a Romtelecom se bazeazi pe ,,

focalizarea pe clienti” prin valorile societitii cu referire
la intepritate, respect pentry individ, angajament si munca in echipd (Tabelul 1): "Romtelecom riméne

liderul pe piata telefoniei din Roménia, et cele mai largi si mai performante servicii'.
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Valorile societitii
Clienifi nu sunt un ray necesar, ei
care existd, fie ei externi say interni
Suntem coreeti cu clientii no
angajatii
Tratim pe toats lumea,
functie de circumstante
Ne asumiim riispunderea pentru promisiunile figute
Lucrém impreuns. Cand unul din i

sunt singura ratfune pentry

432 cum am vrea si fim gi noj tratagi, in

ANALIZA PUN CTELOR FORTE SISLABE ALE IDENTITATH ROMTELECOM

Analiza punctelor forte ale identititii Romtelecom prezinti o serie de factori cu baza de referings
Ccorespunzitoare, cawza si efectul acestora, incepand cu exj stenta unui sistemn de management performant,
sporirea numirutui de angajati cu studii Superioare ete. (Tabelyl 2),

Tabelul 2
Anali

Angajati specializati care
sunt activi in procesyl de
dezvoltare a produsulyi
Filozofia companiei

Dezvoltarea de
produse inovative

Imbunititirea
identitatii
corporatiei
Imbunatitirea
identitatii
corporatiei

Situatia din
domeniu

Filozofia companiej

Situatia din

Cresterea gradului de
domeniy

cunoagtere

Imbunititirea
identitatii

corporagiei

Analiza punctelor sighe ale identitagii corp

identificare, printre cauzele determinate enumerindu-
comunicare cu clientii, nivel redys de comynicare inter

orafiel Romtelecom are acelasi elemente pentru
sel reminescenfele urei cultur

i monopoliste, putind
— departamente ete, (Tabelul 3).
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Tabelul 3

Puncie slabe ale identititii cor

i i Persistit incd atitudind
i i ituatia din Reminescentele unei 3 fini
D ormentat e S:;uateniu culturi monopoliste necore.:sgunnzatoartlz' al e
comportamentul de om e i
monopolist pentru marea e n foa clie !a
o e s dificultéiti in a convinge
clientii pnvm_d i
iransformaérile majore in
bine pe care le deruleaza
Romtelecom
i iengilor
ind Increderea micd a clientt
inea inc existents ituatia din O prea pufina T o
inea inci existentd a Situatia ( L A
hnaﬁnui Romielecom domeniu comul_?:;;rie cu
4l c
ceniralizat care "umifla ]
r—re ic ni icare ingreuna
Exi:"i‘;ltgﬁziori aunei Situatia din Un prea mic n_n;el de | Comuni gt
it i icare inter -
slabe colabordri intre domenin cozlet;m inte
= . di Procesul de Existenta incé a unor t
. o oty i jati mportamente
Nev‘!’a_de ldcmiﬁcam'a don?eniu reotganizare a angajati cu go ;;te
snesjaior e compania companiei §i legarea inadecv
angajatilor de
companie nu este
incd finalizat

" o ORATIEL
ONCLUZII ST RECOMANDARI PENTRU A IMBUNATA'IIUIDl;l\l’[‘lr'lr‘l:i'l‘iﬁizo(ﬁiqﬁ, cum ar it
genﬁ'u a fmbunitifi identitatea corporatiei sunt necesare ,mjs“;t;?n ent, realizarea unei mai bune
imbundtatirea nivelului de comunicare intre angajatii din aczelaslmleP de identificare al angajatului cu
comunics i intre diversele departamente, dezvoltarea sentimeniulut wnui ziar fntern, agement
e organizarea unor reuniuni (ex. Petrecerea de Criciun), editarez
mpatia prin — . .
o ala)l't te, Hlegarea” subjectiva a clientilor de companie efe. Iuiagi departament, deoarece acestia
e cali o atafirea nivelului de comunicare fntre anmgajafii aceluiasi ind o datd pe SiptimANA o
c]ilmgamult timp impreund. Motiv pentru care ar fi rec.omantiat czij.e Sfo f:mai luoreazi, De exemply,
g in care fiecare angajat si-yi informeze colegii despre prme‘_:tull ai nereusitele fieciruia, se pot face
St3dm§a;duce In discutie noi proiecte, se pot face cunoscute rf?lfSltB e gt mumice unul cu celalalt).
i i (forméandu-se o bazi de incredere puternicd i angajatli Tavaté sa Coful sii. in care si fie ovaluati
pmpuneffotodatﬁ,ﬁecare salariat ar trebui si aibd sedinge individuale Cu1§:mirea in legditura cu profectul in
a propric si in care angajatul ar avea posibilitatea de a-3i spune nemi Ele salarin
mutica prop licat. In timpul acestor sedinte pot fi uate in d]SC:ll}lC 5 n:lannl departamente. De aceca, s pot
care esie e 'rtantﬁ realizarea unei mai bune comuniciri intre a‘ﬂferse ¢ aep fle propri de cazare (ex.
i Esz:;;?g; care si reuncascd toji angajajii. De exemplu: Orgamzarza tl: Z‘Zt; CE departamentele care
org_amz; a ov) a unor team-building-uri cu personalul acelorasi departam _ncré terea productivitatii, dar si o
Pmanaf o n munca de zi cu zi. Aceste intilniri au ca scop nu numai cre§
interactioneazi - B
PR jatilor. e % . 1 de apartenenti al
e bﬂnf(l)c:;; ;if;i;e:i?ﬁt petrecerea anuali de Crdciun care s;’ mtii:eajszcsf;téﬂé::;;re . szntimentului
- . ; odte M
. : i eri de sfirsit de an, desi scumpa, p vitati si care ar justifica
e ?i;g:lmzagr;izzﬂnzli ?:t;zinpaxﬂe :fea ce ar duce la o cregiere a productivititii §i o .
de apartenen an, : . N
i i t de comunicare infre
cosmrﬂeﬂ.‘d itarea unui ar intern este un instrument care poate duce la un n.xvgl gzigs;l rabricd unde fiecars
jati d.;!‘a i intre management si angajati. in acest ziar intern sei lzoate aui] eosalariatii sii. Bugetul pentru
mga!af’ £l ﬂegfeiicitat de ziua sa, prin asta compania dind dovadi cd 1i pas :
angajat s , )
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ziarul mentionat poate s3 atingd 15.000 Euro/en. Pentru editarea acestul ziar poate si fie responsabil sefi]
personalutui ea redactor sef, impreund ou 3 salariati la alegere. o
Cresterea pe scard ierarhici este un lucru important pentru flecare angajat de aceea perspectivele gy,
un rol imens In motivarea si legarea angajatului de companie. Pentru a implementa aceste Tucryr
Romtelecom are nevoje de resurse umane si financiare care pot avea valoare diversi in functie de distanta sic
amploarea masurilor impuse. =
Un alt aspect pentru buna desfisurare a companiei este un ,,manager calificat” pe postul de :
conducere al fiecdrei filiale, In acest sens Romtelecom a ficut progrese in sensul ci un mare numdr dip. -
persoanele din conducere au ficut §i cursuri de specializare. Romtelecom contribuie si financiar la -
specializarea angajafilor s, Structura organizatorica a filialelor trebuie si fie orientatd citre satisfacereg
piefelor locale, iar managerii filialelor sa poatd lua decizii individuale in ceea ce priveste forma organizarii,
Necesitatea unei campanii de publicitate persistd in permanents, chiar daca nu se urméreste decat
tmbunatatirea imaginii. In acest sens Romtelecom a ficut un progres cind a reugit si devini sponsornl
principal al Comitetului Olimpic Roméan. Ptin aceasta campanie de publicitatc Romtelecom este prezentat cj
partenerul tuturor personalititilor sportive.
wLegarea” subiectivi a cliengilor de companie prin: sponsorizarea de evenjmente, organizares
gi/sau participarea la tdrguri etc., avind in vedere wpericolul” aparitiei de noi concurenyi, Reaultatele
economice bune nu sunt suficiente ca si faci clientii s& cunoascd compania, de aceea un bun manager trebuie
54 se foloseascd de o varietate de instrumente ca si faci cunoscute punciele forte ale unei companii pe piaz,
Pentru constructia unei identititi solide este nevoie de timp, rébdare si de capacitatea de a imbina
toate elementele sociale, economice §i culturale care fac obiectul acesteia, Mixul identititii (corporate
behaviour, corporate design, corporate communication) este vazut ca o punte de legiturd cu mediul

‘Inconjuritor, iar identitatea corporatiei trebuie gdnditd pe termen lung astfel incdt mixul elementelor care o i

&

formeazi sa dea randamentul maxim.
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ABSTRACT: The notion of brand or corporate identity has been defined within the specialty
literature by different authors through emphasizing the importance and the role along with specifying the
part elements that define the identity of the companies.

SC Romtelecom SA has the part elements of identity defined and that through the philosophy of the
corporation, the organizational behaviour, communication and organizational culture try to differentiate
themselves from the competitors and to meet consumer's requests. Al the same time, the analysis of the
strong and weak points of the company emphasizes a series of factors with a correspondent reference
basis, their cause and the effects they generate with the purpose of generating improvements that will
dress and fundament the identity of the company.

INTRODUCTION

Definitions of the brand concept

Throughout the specialized literature there are a lot of definitions for the term ,,brand”, that come to
exemplify and argue the role and the importance of the concept, assuming an identity of the corporation that
needs to be exposed, communicated and acknowledged.

The author Cristian Caramida attempts a definition of the brand through what it does not represent

»Lhe brand is not a logo (name board or emblem); .

The brand is NOT an identity manual;

The brand is NOT' a product, service or person” (Caramida C., 2009).

Further on, the author assumes that ,the brand is above all a PROMISE! The promise that all the
consumer’s expectations regarding the product, service, person will be accomplished. That is why we can
say that the brand is what others think about it. The poeple think and act emotionally most of the times.
Nowadays a consumer has so many options that the decision to buy is above all founded on trust. People
trust what they are familiar with, what they know, the promise the product that is to be bought belonging to a
certain brand managed to ,haggle” inio their mind.

On the other hand, ,the brand is the total of physical and emotional bonds created between a
notorious product and actual/potential consumers, public. Technically speaking, the brand s & immaterial
asset that certain accountacy systems admit into their balance. The brands incorporate linguistic and visual
identities, but they are more than that: they are the emotional relation between the buyer and that product, a
relationship based especially on a set of values that the brand procliams” (Bogdan Aneta, 2002), At the same
time, the author presents the synonym of the notion ,,brand” in Romanian, through the term ,,mark™, saying
that ,,the marks or brands represent the sum of concrete or symbolic, verbal or visual elements that identify in
a unique way a company, a product or & service. On one hand the marks are the expression of the values and
of the mission undertaken by the investors. They are the creation of managers and employees, the result of
their actions, of their way of referring to the company’s objectives and standards.”

Matt Haig in the book ,,Big successes of some well known brands” defines the notion in various
ways, among which: ,the brand represents the identity of a company, that consequently means the creation
and maintenance of this identity...the brand is nowadays the most important aspect of a business...the brand
can be considered not just an ,art” but also a religion”™ (Haig M., 2010). Within the paper the author
attempts a classification of the brands by delimiting inovative brands, brands that open new roads, the brands

" “Bogdan Voda™ University, Faculty of Economics Sciences, Cluj-Napoca, Roménia
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THE ELEMENTS OF IDENTITY AT ROMTELECOM L.T.D.

The company’s philasophy

Currently, the philosophy of the company is: Romtelecom wants to be a company whose

management is focused on satisfying the customers needs. The philosophy that will be gradually
jmplemented for the employees too has at ifs core the word ,high” — high quality, high speed, high
reliability, high capacity”. The company’s philosophy in relation to its employees is the following: for the
staff to be motivated in order to achieve a certain performance through specific means as well as the increase

of the number of employees with a bachelor degree.

The corporation’s behavionr
At Romielecom the employment criteria became more and more strict and more and more attention

is is paid to the education level of the employees. The company (financiaily) sustains the employees that
follow specialization elasses. In practice corporate behaviour represents a very big challenge. In order to
make a good design for a wrap is easy, but the behaviour cannot be changed so easily. An example of
Romtelecom’s behavioural change is also represented by its interest in supporting the Romanian Olympic
Comitee. Overall, all means for obtaining a good relationship with clistomers are tested and althongh maybe
slightly visible, Romtelecom overcomes the stage in which it was a huge centralized giant during the
communism era and now is a competitive company that is oriented towards the market.

Communication within the corporation
The instruments of the communication policy of the company are:

+ the public relations activity;

s the advertising activities;

e other communicative activities — corporate design, corporate bebaviour.

The company must not only establish frujtful relations with the customers, suppliers and distributors,
but also to take into account many and diverse public categories interested in their activity. The public may
facilitate ot disturb the company’s capacity of accomplishing its objectives. The public relations activity has
been often treated as a ,,stepchild” of marketing — a late solution in a really serious planning of the
promotion. But no balanced company will neglect to take real solutions in order to establish good
relationships with its main categories of publiec.

In the case of Romtelecom the policy is that of not relying on the fact that it is in a monopoly
situation despite the liberalization and continue to develop in order to be ready to face a possible
competition. That is why Romtelecom turned towards the market requests — and, for example, developped its

Tnternet provider division — Artelecom. Another example according to which Romtelecom did not rely on its
position as a lider and tried to counteract its competition is the ~pre-pay” cards market — voice-net or evri-
kard, products that help one make cheaper phone calls abroad. This measure is praiseworthy as Romtelecom
is the first one 1o put them on the market before other competitors and the commumnication of these new

services can be made via commercials.
Through a medium-term partnership with a specialized company such as Grafitti BBDO,

Romtelecom concentrated its entire publicity at the level of a single supplier in order to expand the cobesion
and the message conveyed towards its customers, pursuing the performing of a suitable publicity for the new
services as well as emphasizing the more and mote advanced solicitude in front of their customers.

The culture of the corporation
The new culture of Romtelecom is based on ,customer focus” through the company’s values

regarding integrity, respect for the individuals, commitment and team work (Table 1): ,Romtelecom stays
the leader on the Romanian phone market, with the largest and most performant services™.
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The values of the society Table 1
The customers are not 2 nec i i
. essary evil, th :
‘?\)fl‘ which they exist, be them exagmal or ilft);:l::i {he only reason Table 3
Sh;cﬁa;?deiozzzt with i)ur customers, our suppliers, our
our employees ? :
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according to circumstances 1o be treated, |- modifying the field reminiscence of | some employees towatds
We take full responsibili : monopelistic behaviour a monopolistic some customers still *
ty for th P p
We work together. When one,-e p;omlseS e ke for the large majority of culture persists, fact that leads to
uccced and when one of ot us succeeds then we all employees difficulties in persuing the
team is us goes wrong then the rest of the | customers regarding the -
1\] . major good
B transformations that
THE ANA -
The ang I:.YSIS OF STRONG AND WEAK POINTS OF ROMTELECOM® Romtelecom unrolls
reforence basis ﬂ{:i gghe sﬁ'gng points of Romtelecom present a series of f;tolg fh?:}?NTITY The lingering image of a The situation in the A lacking Liitle trust of the
increase in the ;mmber 0; eeraun 1 o ffect starting with the existence of a proficient man emavi an adequate centralized Romtelecom field commugpication customers towards the
ployees with a bachelor degree etc. (Table 2) agement system, an that ,,burdens™ the with the company
’ monthly bills customers
The anaivsi A weak collaboration The situation in the An inefficient A burdened
nalysis of the strong points of the carporat Table 2 between departments field level of inter- communication
depatrtment
communication
] pecialized emplove The need of identification The situation in the The company’s The lingering of some
" the field that are activepin )t/h:S 'ii]:le de:’ielopment of of the employees with the field reorganization | inadequate bebaviours of
develot?lment process of ovative products company ]ﬁcss:,w a;:i ttl:;:: some emplovees
— e product e e
The situation in The com > ; employees and
the field hil pa]?y s The improvement in the company is
phtlosophy the corporation®s not yet finished
—— identi
Thiig‘g;gﬂ " Theh{izlompany’s The imprOV:xynent in
osoph + o
phattosopy the corporation’s CONCLUSIONS AND RECOMMENDATIONS IN ORDER TO IMPROVE THE CORPORATION’S
identity IDENTITY ’
The situation in The nere F _ In order to improve the corporation’s identity necessary measures are needed in several directions,
the field degree of ge 01 the The improvement in such as: the improvement of the communication level between employees of the same department, the
owledge the corporation’s realization of a better communication between the different departments, the development of the feeling of
identity identification of the employee with the company through the organization of some reunions (eg. Christmas
between the customers and

Party), the editing of an internal papet, quality management, the subjective ,,link”

the company etc.

The improvement of the communication level between the employees of the same department,

because they spend the most time together. The reason for which a meeting would be recommended to be
held once a week in which each employee would inform his colleagues about the project they are working

with. For example, new projects can be brought into attention, the successes and failures of everyone can be

made public, proposals can be made {2 strong trustfisl base being formed and also the employees learn to

communicate with one another).

At the same time, each employee shou
individual activity should be evaluated and the employ
discontent regarding the project be takes part in. During
discussion. .

The realization of @ better communication between departments is important. That is why activities
For example: the organization in their own accomodation

< with the staff of the same departments, but also with the
g is not only that of

The analysis of th i
identification, soyme of t;:‘:f;ﬁ?‘ilﬁczis the IE{):{ntelecom corporation’s identity has the same elements
communicati i es being: the reminiscenc begs  1or
on with the customers, a reduced level of inter-department :ogfn:nii’:;_fz)ﬂlfoilstg g?lture, little
ete. (Table 3),

id have individual meetings with his boss, in which his
ee would have the opportunity to express his
these meetings salary raise can be brought into

including all the employees could be organized.
spaces (eg.: Poiana Bragov) of some team-building
departments that interract in their daily activities. The purpose of these meeting;
increasing the productivity but also a better knowtedge of the employees.
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Another proposal would be the annual Christmas party that would strengthen the feeling of
belonging of the employees. The organization of a party for the end of the year, although expensive, can lead.
towards an enhancement of the feeling of belonging to the company for the employee, fact that would lead 1o
a raise in productivify that would justify the costs. _

The editing of an internal paper is an instrument that can lead towards an advanced level of
communication between employees, buf also between management and employees. Within this intemaf
paper a column can be introduced where birthday wishes for every employee should be expressed on thejr
birthday, the company being able io show that it cares about its employees. The budget for this paper can
reach 15.000 Euros/year. In order to edit this newspaper the chief of staff can be the editor in chief together
with 5 random employees.

The hierarchical promotion is a very important thing for each employee and that is why the
perspectives of this happening has a very big role in motivating and bonding the employee to the company.
In order to implement all these Romtelecom needs human and financial resources that can have a diversified -
value according to the distance and the proportion of the measures to be imposed. o

Another aspect for the smooth unfolding of the company is & ,,qualified manager” in the role of
managing each subsidiary. In this sense, Romtelecom made some progress, in the sense that a large number . -
among the management people have also underwent specialization classes. Romtelecom contributes also -
financially for the specialization of their people. The organizational structure of the subsidiaries must be -
oriented towards the satisfaction of the local markets and the subsidiary’s managers can make indjvidual
decisions regarding the shape of the organization.

The necessity of an adverfising campaign is a permanent fact, even if only the image’s -
improvement is aimed at, In this sense Romtelecom made a progress when it managed to become the main = :
sponsor for the Romanian Olympic Committee. Through this advertising campaign Romtelecom is presented
as the partner of all the sportsman.

The subjective ,bond” between the customers and the company through: sponsorship of some .
events, the organization and/or taking part in fairs etc., taking into account the danger” for new competition -~
to appear. The good economic results are not enough to make the customers know the company, that is why
a good manager must use a varfety of instruments in order to present the strong points of a company on the
market.

In order to build a solid identity one needs time, patience and the capacity of combining all the
social, economic and culfural elements that make its object. The identity mix (corporate behaviour, corporate
design, corporate communication) is seen as a bridge towards the environment and the corporation’s identity
must be planned on long-term in such a way that the mix of elements that forms would give a maximum
outturn.
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MODELAREA ARHITECTURII UNEL AFACERI

SIDONIA OTILIA CERNEA’

Cuvinte cheie: arhifecturd, afacere, proces, resursd, reguld

REZUMAT: Arhitectura unei gfaceri reprezintd un instrument util pentru gestivnea unui sisiem
complex, intrucdt o arhitecturd bine profectatd permite intelegerea structurii, planificarea construciei
existente, estimarea costurilor, etc. Arhiteciura defineste structura afacerdi, §i ca urmare modelarea el
reprezintd cheia intelegerii afacerii §i a modului acesteia de funcfionare. Printr-o definire §i
documentare clard a arhitecturii, sunt posibile discutarea, comunicarea, adapiarea §i imbundidfirea
afacerii Insd gasirea umii grad adecvat de detaliere a arhitecturii &ste dificilii si depinde de scopul
arhitecturii.

INTRODUCERE

Rolul arhitecturii este bine definit In construirea oricarui tip de afacere, intrucat o arhitecnurd bine
proiectatd permite infelegerea structurii, planificarea constructiei existente, estimarea costurilor, etc.
Arhitectura definegte structura afacerii, i ca urmare modelarea el reprezinti cheja intelegerii afacerii §i a
modului acesteia de functionare.

Arhitectura afacerii reprezintd punctul de plecare in descrietea gi intelegerea oricdrei intreprinderi,
sntrucdt aceasta reliefeazi atit diferitele parti ale afaceril, cat si modul de structurare si interacfiune a
acestora, Chiar dac3 definirca termenului de arhitecturi a afacerii este dificild, in literatura de specialitate se
regiisesc definifii acceptate, precum: “..un set organizal de elemenie i relagiile dintre acestea, care
formeaza un intreg definit prin funcfionalitalea sa. ..Elementele reprezinid sfructurd orgavizafionald §i
comportamentald o unui  sistem de afacere si prezinid abstractizdrile proceselor §i structurilor cheie ale
afacerii .,

Cu toate c& toate afacerile detin un anumit tip de arhitecturs, n general, singura descriere a afacerii

disponibild o reprezintd organigrama. Companiile aii numeroase schite §i descrieri ale cladirilor sau ale

produselor lor, insé nu si pentru descrierea moduini in care este condusd afacerea. Arhitectura afacerii poate

fi privitd ca bazi pentru cunoagtere 51 totodata poate reprezenta punctul de pornire in evaluarea ulterioard a

afacerii. O arhitecturd bine realizata permite proiectantului 53 abstractizeze afacerea in diverse aspecte si

vederi dar si se concentreze asupra upuia singur la un moment dat. Pentru ca o arhitecturd sd fie bine

realizati, ea trebuie si defind urmitoarele caracteristici (Eriksson, 2000%:

o s redea cdt mai fidel afacerea realii — arhitectura trebuie sa fie una realisticd si fezabild pentru
implementare §i s atingd obiectivele afacerii;

e sd se concenreze asupra proceselor si siructurilor cheie ale afacerii la un nivel adecval de
abstractizare — acest nivel diferd de la caz la caz §i depinde de scopul afacerii;

s sd reprezinte o vedere unanim acceptatd de persoanele implicate in afacere — intregul personal s& fie
de acord cu faptul ¢ arhitectura redi corect modul de funcfionare a afacerii;

o sdfie usor adaptabild sehimbdrilor si extensiilor;

o 5 fie ugor de infeles §i sd sprijine comunicarea fntre actionaril gfacerii.

Definirea arhitecturii unei afaceri necesiti tehnici si limbaje specifice. Cu toate cd in literatura de
specialitate existd astfel de instrumente (ISO Reference Model, CIMOSA, PERA, etc.) care folosesc tehnici
de descriere a afacerilor, mai existd @ modalitate la fel de nzuala, si anume, utilizarea modelelor (folosind
limbajul de modelare unificat, UML).

* Universitatea “Bogdan Vodi”, Faculiatea de Stiinie Ecopomice,. Clﬂj Napoca, Roménia
! Vernadat, F. — Enterprise Modeling and Integration, ChapmandHall, London, 1996.
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N IOTELAREA ARHITECTURI UNEI AFACERI

gONCEP] UL DE AFACERE
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probleme si obiectival exprima starea la care dorim s ajungd una sau mai multe resurse. Obiectivele pot fi
privite ca reguli necesare controlului proceselor. Acestea din urmi interacfioneazi cu resursele prin
infermediul unei interfete $i pot determina modificarea stérilor resurselor.

De asemenea, procesele pot interactiona Intre ele prin generarea unor evenimente. Reswrsele pot fi
fizice (persoane sau utilaje, etc.), abstracte (facturd, cont, etc.) sau informationale (Inregistriri din baze de
date). Fundamentul de la care porneste realizarea meta-modelului este copstituit din procese, obiective,
resurse $i reguli. :

Acest meta-model demonstreazi utilitatea folosirii modelelor pentru a descrie structuri complexe $i
relatii. Ulterior, conceptele prezente in meta-mode] sunt utilizate in cadrul vederilor i diagramelor pentru a
putea descrie afacerea. Cu toate acestea anumite coneepte des utilizate In modelarea afacerilor, nu fac parte
din limbajul standard UML. Din fericire, limbajul UML detine extensiile necesare.

Motivul pentru care aceste concepte nu se regisesc in limbajul UML se explicd prin faptul ci UML a
fost definit pentru modelarea arhitecturii sistemelor soft, §i cu toate ci existd asemanéri fnire sistemele soft gi
sistemele de afaceri, existd de asemenea si diferente. Spre exemplu, concepte precum: personalul afacerdi,
echipamentele de productie, regulile afacerii, nu pot fi executate in program.

aﬁle c:rui par{i sunt adesea parfi ale altdx.-'
c ‘ - izat do PP e el B
Privit ca un sistern ale ciiryg Pari sunt vizibile, ca in Fi;rnznﬁllmd e o desirile din.

afdcere”

Procesele afacerii
Procesele afacerii reprezinti partea activi a afacerii. Acestea descriu functiile afacerii gi implicd

resursele care sunt transformate, produse sau utilizate. Procesul reprezintd o abstractizare care reliefeazi
modul de cooperare dintre resurse, precum §i transformirile acestora in cadrul afacerii. (Hammer, 1954)
defineste procesul afacerii ca fiind o multime de activitati cu un scop bine definit, care pe baza unor intréri
produc un rezultat si care pot fi afectate de evenimente externe. (Davenport, 1992) considerd procesul ca
fiind o serie de activitifi ordonate in timp si spatiu, co un moment de start si de sfirgit si cu intrér §i iegiri
bine identificate,

Obiectele de intrare sunt resurse care se transformd sau se consumi, ca de exemplu materia prima in
procesul de fabricatie. Obiectele de iegire reprezintd indeplinirea obiectivelor si totodata rezultatul primar al
proceselor, cum ar fi produsul rezultat in urma procesului de fabricatie. Ca si obiectele de intrare, si cele de

Chiar dacj obtectivi i R
ele gi structurile difers d
elao
iesire reprezintd resurse ale arhitecturii afacerii. Obiectele de iegire pot fi obiecte noi sau obiecte de intrare
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I . -
N Tmediul It SIS Xp it FI1

fi: functionale, Comportamentale si structurale,

biectiv este asociat iei i
- e 0 executiei unui
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_conceptelor afacerii §i relatiile dinire acestea. Feon Un meta-model reprezin

In continuare prezentim meta-model

relafile dinms e ul conceptelor utilizate in modelarea afacerilor precum si

( bitbey 2). as’ f atin; (53 sau te
2 g 1 t
Fi 1 El erea unm Ul]leC 1V pO&te fi ingtreunata d una sau mai mlll

amica dintre acestea fn diverse situatii. Un model de

ltatul pe care afaceren doregte si le obfind.

modificate In timpul procesului.
Realizarea unui proces implicd parcurgerea unui numir de pasi sau activitifi. Fiecare

activitate poate fi priviti la rindul siiu ca un subproces al procesului care o contine. Activititile pot

i (Bridgeland, 2009):
s directe — sunt cele direct implicate in crearea produsului/serviciului;
o indirecte — sunt cele care consolideazi activithtile directe (incluzdnd intre{inerea,

administrarea, planificarea, etc.);
s pentru asigurarea califdfii — sunt cele care asigurd calitatea altor activitdti (inspectie,

control, recenzie, etc.).
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par din mediul extern se regisesc cele generate de clienti (comenzi, plati, reclamatii), furnizori (livrari,

! facturi) sau competitori (lansarea unui produs nou, reduceri de pref), etc.

* Modularizarea sisterului de afacere

Cul cit sistemul este mal complex, cu atif vor exista mai multe procese. Pentru a putea eficientiza

- gestiunea proceselor este utild gruparea san modularizarea acestora astfel fncdt proiectantuf s i3i poatd

concentra atentia la un moment dat asupra unui singur set de procese. Modularizarea poate fi efectuatd cu

- ajutorul mecanismului oferit de UML. Astfel procesele sunt alocate anpumitor pachete. Aceste pachete pot fi

privite ca fiind subsisteme ale sistemului de afaceri, fiecare contindnd o serie de procese si subprocese
(Figura 3). Un pachet poate s contind de asemenea alte pachete. :

Figura 3. Pachete de procese

Resursele
Resursele sunt acele obiecte care acfioneaza sau sunt utilizate in cadrul afacerii. Sunt conceptele

consumate, produse, transformate sau utilizate de cifre procesele afacerii (materiale, energie, produse,
oameni, informatii, servicii). Elementele modelate ca si clase in modelarea orientati-obiect sunt in general
resurse 1n termenii modelarii afacerii (Bridgeland, 2009).

in termenii modelérii afacerii, resursele pot fi (Gale, 1996):

s fizice — o entitate materiald reald care ocupi spaiiu, palpabild (matetie primi, produse sau par{l de
produs);

s gbstracte — o idee, un concept care nu sunt fizice, nepalpabile (contracte, roluri, conturi, energie);

s ophiecte de informare — Teprezentarca unui concept, lucru sau a altui obiect de informare. Aceste
obiecte defin informafii despre alte resurse §i se comportd ca infocuitori pentra resurse {sistem
informatic);

s oameni— sunt persoanele implicate in proces. Reprezinti o specializare a resursei fizice.

Obiectivele
Un obiectiv reprezintd descrierea unei stiiri dorite pentru una san mai multe resurse. Oblectivele pot

fi caracteristice intregii afaceri sau proceselor afacerii. i termeni cantitativi, obiectivele pot face referire la
profit, volum, timp, calitate, efc., iar din punct de vedere calitativi, pot face referiri la respectul cu care este
priviti firma, la competenia forfei de muncd, ete.

Un obiectiv poate fi divizat in mai multe sub-obiective, atingerca obiectivului superior depinzind
astfel de atingerea sub-obiectivelor. Obiectivele sunt strans legate de probleme, intrucit problemele
reprezinti obstacole in vederea atingetii obiectivelor. Modelarea problemelor aldturi de modelarea
obiectivelor este wild deoarece se recurge asfel la o mai bund descriere a acestora din urmé.

Regulile afacerii .
Modelul unei afaceri contine o serie de reguli care definesc constringerile, conditiile §i politicile de -
derulare a proceselor. Aceste reguli afecteazi toate celelalte concepie. Pot face referire la exectfia unui. -
proces, la comportamentul unei resurse sau Ja mijloacele de atingere a obiectivelor. Deseori, regulile referd
relatiile dintre coneepte, definind modul fn care concepiele pot fi relationaie si condifiile care trebuie -
indeplinite pentru ca relatia sé fie una valids fnir-un anumit moment de timp (Valatkaite, 2005). B
Exista trei tipuri de reguli ale afacerilor (Eriksson, 2000): T
o deriviri— definesc modul in care cunoasterea poate fi transformaté dintr-o forma in akta (cum derivd
uncle informatii din’ alte informatii) st pot reguli de caleul (formule, reguli inferentiale); S




¢ constrdngeri— limiteaza structura sau comportamentul unui obiect sau proces (canditiile de aparitie a
unci schimbari de stare). Operatiile obicctelor pot fi constranse prin folosirea preconditiilor gi
postcondkiilor; :

* exisienfe — reguli care definesc momentele in care o resursa poate exista sau poate lua nagtere. fn -
termenii modelirii obiectuale, existentele fac referire la crearea si distrugerea obiectelor. -

CONCLUZI :

Arhitectura unei afaceri reprezintd un instrument util pentru gestiunea unni sistem complex precum o -
afacere. Arhitectura prezinti o serie de elemente organizate, impreund cu relajtile dimtre ele. Elementele si
structura lor reprezinti organizarea i comportamentul unui sistem de afaceri si prezintd abstractiziri ale
proceselor cheie ce au loc in cadrul sistemului. Printr-o definire $i documentare clard a arhitecturii, sunt
posibile discutarea, comunicarea, adaptarea si imbunititirea afacerii. Insa glsirea unui grad adecvat de -
detaliere a arhitecturii este dificila si depinde de scopul arhitecturii,
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BUSINESS ARCHITECTURE MODELING

SIDONEA OTILIA CERNEA'

Key words: architecture, business, process, resource, rule

ABSTRACT- The business architecture represents an usefil tool for managing a complex
system, as an architeciure well designed allows wnderstanding the siructure, planning the existing
construction, estimating the costs,etc. The architecture defines the business structure and therefore its
modeling represents the key of business understanding and its operating mode. By clearly defining and
documenting the architecture, discussion, communication, adapting, and improving are possible. But
finding an apropriate level of architecture detail is difficult and depends on the purpose of the

architecture.

INTRODUCTION i
The architecture role is well defined in constructing any kind of business, as a well designed

architecture allows understanding the structure, planning the existing construction, estimating costs, etc, The
architecture defines the business structure and therefore its modeling represents the key of business
ynderstanding and its operating mode.

Business architecture represents the starting point in describing and understanding of any enterprise,
as it highlights both the different parts of the business, and their structure and interactions. Even if the
definition of business architecture is difficult, in the literature there are some accepted definitions, such as:
“  an organized set of elements with clear relationships fo one another, which together form a whole
defined by its fumctionality. ...The elemenis represent the organizational and behavioral structure of a
Business system, and show abstractions of the key processes and structures in the business™.

Although all businesses have a certain type of architecture, in general the only description available
of business is the company flow chart. Companies have a lot of drawings and descriptions of buildings or
their products, but they are missing describing how business is conducted. Business architecture can be
regarded as a knowledge base and it can also represent the starting point for further assessment of the
business. A good architecture allows the designer to abstract the business in various aspects and views but to
focus on only one at a time. In order to be a good one architecture, it should have the following
characteristics (Eriksson, 2000):

o to reproduce as faithfully as possible the real business - the architecture must be realistic and
feasible in order to be implemented and it must achieve the business objectives;

e fo focus on key business processes and struciures at an appropriate level of abstraction - the level
varies from case to case and depends on the purpose of business;

e 10 represent a widely accepted view of those involved in the business - all the staff should agree with
the fact that architecture gives the right way of business functioning;

s fo be easily adaptable to changes and extensions,

o to be easily understanduble and to support communication between business stakeholders.

Business archifecture definition requires specific techniques and languages. Although in the
literature there are such tools (ISO Reference Model, CIMOSA, PERA, etc.) which use business description
techniques, there is another way as usual as the previous, namely, the use of models (using Unified Modeling

Language, UML).

* “Bogdan Voda” University, Faculty of Economics Sciences, Cluj-Napoca, Romania
! Yernadat, F. — Enterprise Modeling and Integration, Chapmané&-Hall, London, 1996.
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resources change. These processes describe the way the activity is deployed within the business and
are governed by some rules;

* goals - are represented by the purpose and the outcome that the business wants to achieve.
Objectives can be divided into sub-goals and can be assigned to different parts of the business,

Objectives are desired states of resources, can be achieved through processes and are expressing
through rules;
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Figure 1. A business system is interrelated to other business systems

THE META-MODEL OF THE CONCEPTS USED IN BUSINESS MODELING

There are relations between the concepts of architecture. Thus, for example, a rule may affect the
way the resources are structured, a resource is alloeated 1o a particular process, a goal is associated with a
particular process execution, ete. The purpose of business modeling is to define thege concepts and fo
highlight the relationships and inferactions between them. This is possible by using meta-models. A meta- R v
moded is the model of the business concepts and relations between them, -

Below, we present the meta-model of concepts used in business modeling and relations between
them (Figure 2): thus, the achievement of an objective can be hindered by one or more problems and an
objective expresses the desired state for one or more resources, Objectives can be seen as necessaty rules for
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can be found those generated by customers (orders, payments, complaints), suppliers (delivers, supply bills)
or competitors (launch of new products, price cuiting), ete.

Business system modularization

As the system is more complex there will be more processes. In order to streamline the processes
management, it is useful to group or modularize them so that the designer can focus on a single set of
processes af a time. Modularization can be done using the mechanism provided by UML. Thus, processes are
allocated to certain packages. These packages can be viewed as subsystems of the business system, each
containing a series of processes and sub-processes (Figure 3). A package may also contain other packages.

Figure 3. Packages of processes

Resources
Resources are those objects that act or are used in business. They are the concepts that are consumed,

produced, transformed or used by business processes (materials, energy, products, people, information,
services). Elements modeled as classes in object-oriented modeling are generally resources in terms of
business modeling (Bridgeland, 2009).
In terms of business modeling, resources cen be (Gale, 1996):
s physical — a real physical entity that occupies space, tangible (raw material, products or parts of
goods);
o gbsiract — an idea, a concept that is not physical, not tangible {contracts, roles, accounts, energy);
« information objects — representing a concept, 2 thing or other subject information. These objects
have information about other resources and act as substitutes for resources {computer system);
» people — are the persons involved in the process. It represents a specialization of the physical
Tesource. :

Goals

A goal is a description of a desired state for ope or more resources. Goals may be representative for
the entire business or some of the business processes. In guantitative terms, goals may refer to profit,
volume, time, quality, etc. and in terms of quality, may refer to the respect the company is viswed with, to
the labor compeience, etc.

A goal can be divided into several sub-goals, the superior goal achievement depending on the
achievement of the sub-goals. The goals are closely related to probiems because the problems are obstacles
in achieving them. Modeling the problem with the business modeling is useful because it appesls to a better
description of the latter.

Business rules

A business model consists of a set of rules which define constraints, conditions and policies for the
processes fulfillment. These rules affect all the other concepts. They may refer to a process execution, a
resource behavior or to the means of goals achieving. Often, the rules concern the relations between
concepts, defining the way the concepts can be linked and the conditions that must be met for a relationship
to be a valid one at a certain time (Valatkaite, 2005).

There are fhrec types of business rules (Eriksson, 2000):

o derivations - define how knowledge can be transformed from one form to another (2s some
_ information detived from other data) and may be counting rules (formulas, inferential rules);
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e constraints- limit the structure or behavior of an object or process (the conditions of a state changg:
occurrence). Objects operations can be constrained by using pre-conditions and post-conditions; -
e existences - rules that define when a resource may exist or may arise. In terms of object modeling :
existences refer to construction and destruction of objects.

CONCLUSIONS e

Business architecture is a useful tool for managing a complex system like a business. Architecture -
containg a series of organized clements with their relationships. Elements and their structure represent the:
organization and behavior of a business system and present abstractions of the key processes fthat take place’;
within the system. By clearly defining and documenting the architecture, the discussion, communication;
adapting and improving business are possible. But finding an appropriate degree of detail of the architecture
is difffcult and depends on the purpose of architecture. -
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MODELAREA ARHITECTURI UNEI AGENTII IMOBILIARE

SIDONIA OTILIA CERNEA®

Cavinte cheie: arhitecturd, agentie imobiliari, caz de utilizare, dingramé de clase

REZUMAT: Scopul modeldrii arhitecturii este reprezentat de infelegerea mochului in care se
desfdsoard afacerea §i a funclionalitdtii acesteia In lierarea de fotts am recurs la modelarea arhitecturii
unei agentii imobifiare. Realizarea diagramelor cazurilor de utilizare reflectit persoamele implicate in
afacere si facilitdfile si operatiunile pe care acestea Ie pot efectua. Prin wiilizarea diagramei de clase am
prezentat conceplele prezente In modelarea arhiteciurii agenfiei, a atributelor 51 operatiunilor acestora,
precum si modul de relationare a acestora,

Arhitectura unei agenfii imobilicre poate fi privitd ca o bazd de cuhoaglere pentru aceastd
afacere gi, de asemenea, poate reprezenta punctul de plecare in evaluarea sivategicdt a ageniei.

INTRODUCERE

Viata economicd, atit fn plan national cit i in plan international, cunoagte In prezent un dinamism
deosebit, reliefat prin cresteri cantitative, dar i calitative. Efectele acestni dinamism economico-social,
asupra relatiilor de piati, nu s-au manifestat simultan in toate domeniile activititit umane, in toate tarile sau
in toate intreprinderile,

Adoptarea cadrului legislativ ce a pus bazele aparitiel proprietitii imobiliare, racordarea tarii noastre
la circuitul economic mondial, a dus In mod inevitabil la dezvoltarea sectorului tranzactiilor imobiliare si
implicit la aparifia, afirmarea §i dezvoltarea serviciilor in acest domenju. Au apiirut organizatii specializate in
a oferi servicii de consultantd si intermediere a tranzactiflor imobiliare, organizatii care au inceput s& opereze
cu notiuni cvasinecunoscute pand atunci: serviciu de consultantd si intermediere, piati imobiliard, analizi de
piata, marketingul serviciilor In domeniul imobiliar, concurents, client, efc.

in lucrarea de fati ne vom limita la prezentarea modelarea arhitecturii unei agentii imobiliare prin
prezentarca diagramelor principalelor cazuri de wutilizare a sistemului $i a diagramei de clase, urménd ca pe
viitor sd prezentiim diagramele de secventd si de colaborare, precum si modelarea arhitecturii unei agentii
imobiliare virtuale,

CONCEPTUL DE AGENTIE IMORBILIARA

Agentiile imobiliare sunt organizatii care transform# intrarile in servicii indispensabile unei tranzactii
avind ca obiect un bun imobil. Agentia imobiliara este un organism specializat care face un studiu aminunit
al pletei imobiliare §i cunoaste prefurile practicate in fiecare moment. Dispune de o bazi de date In care
inregistreaz si reactualizeazii permanent ofertele de vdnzare sau de inchitiere, precum si cererile de
cumnpdrare sau de inchiriere.

Dacd se exprimd intentia de vanzare-cumpdrare, agentia imobiliarA propune asistentd pentru
intocmirea dosarului si prezentare la notarul public pentru semnarea mai intdi a antecontractului si ulterior al
contractului autentic de vanzare-cumpirare.

META-MODELUL CONCEPTELOR UTILIZATE iN MODELAREA AGENTIEL IMOBILIARE
Conceptele utilizate in modelarea unel agentii imobiliare descriu structura §i functionalitatea
acesteia. Astfel, o agentie imobiliari este definitd de:
®  resurse - resursele includ:

" Universitatea “Bogdan Voda”, Facultatea de Stiinte Econiomice, Clyj-Napoca, Roménia
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* persoancle implicate In gfacere — proprietarul (actionarii), agentii imobiliarj,

contabilul, administratoru], utilizatoruj-,. :

cumpdritorul, efc.;
* fizice — baza materiald a afacerii {pliante, brosuri, calculatoare, ete.);

* abstracte — contractul de exclusivitate (in cazul inchirierii), anteconf:actuL-'
contractul de vanzare-cumpdrare, contul agentiel unde se vireagy :_

comisioanele, etc.; .
obiecte de informare — sisternyl informatic al agentiei, site-ul agentiet, pliante,
broguri, etc.
* procese —in modelarea agentiei imobiliare exisid tref tipuri de procese:

* directe — sunt date de adéugarea./modiﬁcarea/stergerea./céutama-

contractelor/ofeﬁelorlclien;ilor; operatiile pe care utilizatorul le poate
tealiza pe site;
* indirecte — Intretinerea site-ului, planificares vizitelor in teren, ete.;

* pentru asigurorea calitdfii — vizionarea ofertelor de ciitre agentul imobiliar, . -

stabilirea clasamentului celor mai bune oferte:

conforme cu criteriile de cautare ale clientului g’ _'

stabilit pe baza unor scoringuri;
s obiective - printre obiectivele agentiei virtuale menfionim dous tipuri:

" cantitative — incheierea a cit mai mylte contracte de vinzare-cumpirare gi inchiriere
si implicit un profit cit mai mare (51 o cifri de afaceri sporits),
inregistrarea unui numsr cit maj mare de vizitatori pe site, stabilires
unui numir cit mai mare de parteneti (direct interesafi (motari, binei;

evaluatori, etc.) si indirect interesati (prin schimbul de linkuri, bannere

publicitare, etc.)), etc.;

" calitative ~ agentia imobiliari s3 sc regiseascd in topul primelor 3 agentii .-

imobiliare din oras, site-ul agentiei si cdstige increderea uttlizatorilor;
ete.; :

* reguli — printre regulile agentiel imobiliare virtuale amintim: respectarea termenilor §i conditiilor. :

stipulate in contracte, crearca unui cont pentru a putea accesa facilititile site-ului,

addugarea in baza de date doar a acelor oferte care confin toate informatiile necesare
descrierii sale, etc.

Modularizarea agenfici imtobiliare

Cu toate ci agenfia imobiliard nu este una dintre cele mai complexe afaceri, modularizaren
proceselor 1§i regiseste cu sucees aplicabilitatea §i in acest caz. Astfel, in functie de obiectiveie i resursele
implicate, procesele pot fi inglobate in subsisteme ale afacerii, precum:

o subsistermul de gestiune a contractelor — cu referire fa adiugarea confractelor, realizarea
modificarilor sau anularea contractelor, ciutarca acestora in baza de date, vizuatizarea gi
tipdrirea lor;

*  subsistemul de gestiune g utilizatorilor — utilizatorii sistemuluj informatic al agentiei pot fi interni
(personalnl agentiei) si externi (vizitatori). Personalul agentiei dispune de drepturi de acces
preferentiale (agentul imobiliar si administratorul de sistem);

¢ subsistemul de gestiune q afertelor/cererilor — activititile acestui subsistem presupun:

" solicitarea ofertelor de ciitre clienti;

* selectarea ofertelor;

= definitivares contractelor;

" procesarea facturii §i efectuares platii;

*  subsistemul de gestiune a agenfief — activitifile acesiui subsistem se referd Ja materializarea
ranzactiilor si la asigurarea colaboririlor a nivelul gestiunilor ofertelor si ceretilor,

. contractelor, editarea rapoartelor §1 a docmunetatiilor;
*  subsistermul financiar-contabii — activititile caracteristice acestui subsistem sunt;

" Intocmirea evidengelor financiar-contabile, bilantul i contnl de profit gi pierderile in
conditiile legii;
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prin intermediul programutui informatic.

&

agentul imobiliar este actorul care dest.?.i:g.c.)a_; =
agentu] poate gestiona oferte_le,_gg@
logarea in sistem, iar ace;@ operal




Rapoartefdocumenratii

e e e et

sextends»

Agentimobiliar

2

Gestiune program Inforrmeatic

/ Logare

&

Gestiune contracte

&

Figura 2,

Diagrama cazuiui de utilizare Gestiune ageintie imaobiliars

Diagrama de gestiyne o utilizatorilor — agentul imobiliar fnregistreazs ¢
daie si se ocupd de gestiunea utilizatorilor, Pentry aceasta el ar
informatic, fespectiv [a baza de date care va fi
acesteia (Figura 3),

ererile/ofertele tn baza de
¢ nevaie de acces I sistemul

3. Diagrama de gestiune g cererilor/ofertelor - agent
stergere, modifi

care, afisare asupra cererilor/ofertelor. Pentry 2 putea efectua ac
ie s34 caute contractyi aferent, apoi s3 selecteze oferta/corerea Pentru a o putea
5a. Si clientii agentiei pot efectua aceste operafii de cautare $i selectare a

nfief. In cazul in care ofertele/cererile sufers
3 de ciire administratoryl acesteia (Figura 4).

ul imobiliar poate efectua operatii de adiugare,

<ihclude>>

Gestiung utilizatori

<<realized>

e Admin 8D
Logare

. <<)’nEnCb‘)/,t\cmaIizare 8L

Inreigistraré ceterifoferte:

e . dizatori
Figura 3. Diagrama cazului de utilizare Gestiune utiliza

1 administrats i actualizagz de citre administratory]

este operatii, agemiul -

O . K/F\dmin BD
icatex
Ca
/ inclus &

utere contract Administrare BD

T Tk \\\
AN

! Selectare ofertalcerere Client
Agent imabiliar

/ <Einclude>>

e |dentificare client

Stergere oferta/cerere

Logars

i ri
Fi 4. Diagrama cazului de utilizare Gestiune oferte/cere
igura 4.

- 5 contract nou, poate
idents a contractelor — agentul im()blhar_ poate adai:g(«'i\e lciyncéutare acont;actulm
4, Diagrama de ewde}?ﬁéﬂ un contract deja existent (i atmed este neyocontracte la baza de date se
mOdiﬁca’b%;rgl&szlilﬁégrile aduse contractelor sau adiugarea de noi
in prealabil).

realizeazi de citre administrator (Figura 5).
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Caltare contract Administrare BD

™.

N

Tiparire contract
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F- - i a
1gura 5. Diagrania cazului de utilizare Gestiune contracte

Modelarea claselor
Diagrama de intd ii
diagl:ame deii:riu cma‘jtzﬁs;iﬁizzs]tr;tgc‘;e:]? sentic, ot et
activiiate descriu natura dinamici a afucerii.
. }(ilga:ﬁ:: folosite la modelarea afacerii sunt:
Imobil;
Tip_imobil;
Clienti;
Formular_jnregistrare;
Contract;
Factura;
Disponibil.

agenget, In timp ce diagramele de stare, secventd, colaborare say

- s 8 s » 0 @

Atributele si o

. peratiile speci Arei .
Figura 6: f£ pecifice fiecdrei clase, precum si relatiile dintre acestea le prezentim §
in
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MODELAREA ARHITECTURI UNEL AGENTII IMOBILIARE

4 In contextul modelirii obiectuale, Aceste .

e
3 -l'_ip__ii'l"}(:)b:il : g‘_[ic;pi_imébii - R
Retip_imobil | '
PPN 4 se asociara 1 gsdlerﬁ_,
Eodescriors ] 5 Tare asosan T
PUEM Sinitializare_imobill}
L_“_____“’mmalmare_() - | Sgelectare imobil) +geneleazsa : i O
| Smidificard starel). palefon; agent: .
1 Soamall agent |

1 4igi modifica starea fotip: contra

+diuce la modificarea stail |, +esie gonel | Svaligared: ]
- Formuler_ipregistrare
Spid formular o K T Facna
G Ve

nr factiira: .

%’—i‘“eﬂi?“?“?. | +sta la baza emiterii
&gnr:imfégii'sfzare s

e 4

’cma’r_e;ini'egi:sﬁare(}- Lo

s Clienti +este generat

id_glignt - re_Inf I L - T el
gnifme eliant 41 ®consuffare_inregistrare(} - +6sle emisa in baza Screare factural) .
‘@‘Fknu}_ﬁ client .. HE L a_'ﬁsa_na; ‘U'?Gf
Boaieza clent | IONETeATA e '
hteigfon_ client.” A o o Confract -
Semats clent - 11 [ GoNereaza Byid centract <o
ip: contract g 1 Sdata: e
R I Bptip. bl .. . £
Seroare chent): . Spavans oo +este modificat de
fificare: Client) - .. +este generaligyyays s - - PO
[ Smodificare. clignt() bkl RS L+ determina modificarea 1 %lnma!|zara(}_ S
= Scomplstaie contrabtly “ETS'UF?:Q' o
- Smodificare_contract():::: Sinersine tare(. "
-Sfargere. contractly - ®decramentare().
“¥ista contracte)

Figura 6. Diagrama de clase a agentiei imobiliare

CONCLUZII
Rolul unei arhitecturi n modelarea unei afaceri este unu] bine definit. O arhitecturd corect proiectatd

faciliteazi intelegerea structurii afacerii, planificarea construirii afacerii §i estimarea costurilor. Scopul
modelirii arhitecturii este reprezentat de infelegerea modului in care se desfisoard afacerea §i a
functionalitiiii acesteia.

Realizarea diagramelor cazuri
afacere si a facilititilor §i operafiunilor pe care le pot
conceptele prezente in modelarea arhitecturii agentiei, a atribute

madul de relationare a acestora.
Arhitectura unei agentii imobiliare poate fi priviti ca o bazi de cunoastere pentru

de asemenea, poate reprezenta pnctul de plecare in evaluarea strategica a agentiel.

lor de utilizare este utild in vederea stabilirii persoanelor implicate in
efectna acestea. Diagrama de clase ne prezintd
lor si operatiunifor acestora, precum si

aceastd afacere si,
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MODELING TH
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OF A REAL ESTA’
TE AGENCY
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eliects Of th.lS eCOﬂOmlc-S()Clal d}‘na-mlsm on R
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ve P
emerged, organizations that began to operats .-

UL E NG L TLES MWk dn o~

1 base of the business (location, leaflets, brochures, computers,

etc.);

exclusivity agreement (if renting), pre
agency account for fees transferring, ete.;

= information objects — informatic system of the agency,
brochures, etc.;

al estate agency modeling:
deleting / searching of

= physical —the material
contract, contract of sale, the

= ghstracts —
Web site, .leaflets,

s processes —there arc three types of processes in re

w direct — are given by adding / modifying /
contracts/offers/demands/customers, the operations that customer may
conduct on the Web site, etc; .
s indirect— Web site and informatic sysiem maintaining, planning the visits, ete.;
the offers previewing by the agent, the establishment of the

for quality assurance —
the customers searching

top for the best offers according 0
criteria and established based on some scorings;
o goals —among the real estate agency goals, we mention two types:
= guantitative — completion of as many sale and lease contracts and thus a higher
profit (and 2 high turnover), registering a large number of visitors on
the Web site, establishing 2 Jarge number of partners (directly
interested (notaries, banks, apptaisers, ete.) and indirectly interested
(by exchanging links, banners, etc.)), etc.;
s gualitative — real estate agency %o be included in the top three real estate agencies in
town, the agency Web site to gain trust of its users, etc.;
o rules— among the rules of the real cstate agency we mention: agrecing the terms and conditions
g a account for accessing the facilities of the Web site,
all information needed for its

stipulated in contracts, creatin,
updating the database by adding only the offers that contain

describing, etc.

MODULARIZATION OF THE REAL ESTATE AGENCY

Although the real estate agency is not one of the most complex businesses, the modularization of the
processes finds a successful applicability in this case, tog. Thus, depending on the objectives and resoutces

involved, the processes can be incorporated in subsystems of business, such as:
o confract management subsystem — referring to the addition of contracts,
caneelling contracts, their gearch inside of database, view and pring,
o users management subsystem — USCrs of the agency informatic sysiems cai
and external (Web site visiiors). Agency staff has preferential acce

the administrator);
o  offers/demands management subsystem — activities m th
» customer’s offers requests;
= offers selection;
» finalization of contracts;
= invoice and payment processing;

_ the activities in this syste
and to the assurance of the collaboration at the leve
mapagement, editing documentation and reports;

s financial-accounting subsystem — the characteristic activities of this sub

» preparing the financial-ac sheet, profit an

terms of law; e

» {racking payments to staie budget;

= tracking payments made by custotmner

» preparing documents for establishing and changing pric
o administrative subsystem — with the foilowing tasks: I

« respopsible for the correspondence movement, real estate  ms

" administration, well function of the equipments, organization of the labo:

making changes or

be internal (agency staff)
ssibilities {the agent and *

is subsystem involve:

m relate to the transactions matena

s agency management subsystem eriz
{ of the offers/demands and confracts

system are: _
counting records, the balance d_'zloss

s and suppliers statements; .
es according to th
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Figure 2. Diagram of use case Agency management

real estate agent records the demands/offers in database and

2. Diagram of use case Users management —
system and to database

handles the user mapagement. For this he/she needs access to the computer
which will be administrated and updated by its administrator (F igure 3).

3. Diagram of use case Qffers/demands management — real estate agent can add, delete, modify and
display the offers/demands. To carry out these operations, teal estate agent should seek the
corresponding contract for, then select the offer/demand to alter or display. Customers can perform these
operations of searching and selecting offers/demands through the agency Web site. In the event of
offers/demands modifying, the database update is done by its administrator (Figure 4). L

@ <<include>> . Q
/Syste Users managament
A : .
i ~o
] T
<<reailzer .
%/\_)6 DB administaion | o
\ cextends> -

Agent Login

E B <<emsnM
/

DB updating

Offersfdemand recording .
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F

igare 3, Dizgram of use case Users management

Adding offers/demands

Classes modeling
The class diagram is the most important diagram in the context of object modeling. These diagrams

describe the static characteristics of the agency, while state, sequence and collaboration diagram describe the
dynamic nature of business activity.
Classes that are used to model business:
o Agent;
a  Real estate;

administrator

earching contract DB administration

% /ModiMng offersf/demands
Agent\ // /

S ‘%
elocting offers/demands

\ \D Q’_’M s Real estate type;
\ Q—*Plﬂsﬂng offersidsmand; Client = Customers;
\ \ <kingludess s Registration_form;
Y Y - COﬂtl'aC't; &
\ O - a Invoice;
Idsntifying customer o Availability.

\ Deleting offersidemands

L Login

The classes’ attributes and operations and relations between them are shown in Figure 6:

. \J [~ Resl esfata
Figure 4. Di - - Real_estats_iyp Bieal_astate_fype.
- Diagram of use ¢ - e Gt
4 Di , ase Offers/demands management gﬁ:!;e.slai_e__tyge-:. - lia associated |l Brap:
- Lhagram of use case a8 . g
ONIracts manage, & desciiption Sy thes associated ¥ Soag |
delete or pri .. germent — real estate agent can a T T $iiialivii.real estatel: - Epagentpersonal_code -
print an existing contract (and then 2 search of dd a new contract, he/she can alter, Sinitializing). 0 '*:;l?clt?;\r%:?fs;i:()q. i @agent adress N
coniracts changes or the new contracts are updated i of the contract is needed in advance) Th, Sedfying_feal SSAIED +generates ?;ZEZHE??.?
pdated in database by the administrator (Figure 5) . The 1 This modifying the state Tl conrast. tyoe
I “Sigiing. Srnhied
+leads to state modifying |, Pealitating) i
T .. ‘Registration _form-
‘\QJ : |W0]CB 1
Adding contract % [V — gﬁ\f.ﬂice_inufﬁbéi e
~. ", [ _CUS‘EDFI‘ISTS R i T T T ggistration_ number: "
/77 7N : lientjd™ +is generatod “®crpating_fegistration(° - ! +is issued basedow: T T :
OB RS Eﬁ)’cﬁ.ent_narhé. [ 11 $consulting registrationf Wereati i
<user> admirisirator : Dl Eitient frst rame = |1 Sisplaying Invoiced 1.
B efent persg : - Spiinting_inveiesl) 71
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\ : s nadifying_costomen):
\ Delsting conract
\A

RO | Figure 6. Diagram of agency classes
Printing contract ' S : .

Figure 5. Diagram of use case Contracts

9] / Modifying contract \
X 3

Agent\

<<compunicates>

<<

Searching contract DB admini.stration

CONCLUSIONS : SR
The role of architecture in modeling business is 2 well-defined one. A co_x.eqtl (
facilitates understanding of business structure, business construction’ planmng an

Architecture modeling goal is the understanding of how business is conducted and

management
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Designing use case diagrams is useful for determining the persons involved in business and facilitiey
and operations they can perform. The class diagram presents the concepts used in the agency architectyrs -
modeling, their aitributes and operations, and how they relate to each other, L

The architecture of a real estate agency can be regarded as a knowledge base for this business ang -
also can be the starting point in the agency strategic assessment. -
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COMUNICAREA NONVERBALA IN INTERACTIUNEA UMANA

MARIA DANIELA PIPAS'
MOHAMMAD JARADAT'

Cavinte cheie: comunicare nonverbald, cronemica, gestica, proxemica, haptica, cromatica,
limbaj, paralimbaf

REZUMAT: O buni cormumicare reprezinid fundagia tmei relogii interumane de succes, atdt in
mod personal cdt §i profesional Fn viata de zi cu zi comunicam cu mult mai mult decdl cuvinte.
Cercetittorii au descoperit faptul ci majoritaten comunicdrii noastre este nonverbald

Abilitarea de o infelege §i de a folosi comunicarea nonverbald este un instrument puternic care
ne ajuid sa interactiondm cu ceilalti, sd ne exprimim gindurile asa cum sunt, sd navigdm in diferite
situatii provecatoare §i si construim relatii interumane mai bune.

In comparatie cu comunicarea verbald, comunicarea nowverbalii este adeseori Indivectd gi
ambigud O persoand poate folosi diferite semnale nonverbale pentru a ardta diferitele sale atitudini

wrunci cind vorbeste,
Caracteristicile de personalitate individuale, de educatie, experientl de viatd, etc. sunt elemente
care trebuie Iuate In considerare tn interpretarea corecti a limbajelor nonverbale.

INTRODUCERE

in literatura de specialitate sunt mentionate o multime de definiii ale comunicirii nos-verbale. Totul
depinde din ce perspectivi este abordat procesul de transmitere a semnelor non ligvistice,

Comunicarea nonverbald este cumulul de mesaje, care nu sunt exprimate prin cuvinte gi care pot fi
decodificate, crednd intelesuri. Limbajul nonverbal poate sprijini, contrazice, inlocui, completa sau accentus
mesajul transmis prin cuvinte. Mesajul nonverbal este cel mai apropiat de realitatea emitentului §i este cel
ciruia i se acordd de c¢itre interlocutor atentia cea mai mare. Importania comunicdrii nonverbale a fost
demonstrati in 1967 de citre A. Mehrabian si M Weiner in “Decoding of inconsistent communication”, prin
stabilirea raportului perceptiei informatiei de citre receptor Intr-o comunicare orald. in urma unui studiu, cet
doi specialisti, au ajuns la concluzia ci numai 7% din mesaj este transmis prin comunicare verbald In timp ce
38% este transmis prin paralimbaj (In principal intonatia si inflexiunile vocii) iar 55% prin limbajul
nonverbal.

COMUNICAREA NONVERBALA VERSUS COMUNICAREA VERBALA

Comunicarea nonverbali este perceputd de mults vreme ca limbaj In sens strict. fn aceasts viziune
toate celelalte forme de comunicare sunt considerate ca fiind secundare. Teoriile contemporane ale
comunicirii influentate de discipline atdt de diverse ca lingvistica enuntdirii, psihologie, sociologie,
antropologie, asigurd astdzi locul cuvenit comunicirii nonverbale, bazindu-se pe ipoteze ale canalelor
muitiple ale comunicarii umane.

Comunicarea umani este conceputi ca o enuntare eterogend rezultind din combinarea de elemente
vocal acustice, scrise si vizuale.

Majoritatea definitiilor comunicdrii nonverbale vorbesc despre aceastd comumicare ca despre un
cumul de mesaje ce nu sunt exprimate cu ajutorul cuvintelor, dar care totusi pot fi decodificate, putind crea
intelesuri.

Ca si comunicarea verbald, comunicarea noverbald poate fi modelatd in termenii de emifitor,
receptor, mesaj, canal de comunicare, efect si feedback. ,,Emitatorul” este sursa mesajelor, ,receptorul” este

* Universitatea “Bogdan Vods”, Facultatea de Stiinte Economice, Cluj-Napoca, Roméania

- 1 A Mehrabian, M. Weiner - Decoding of Inconsistent Communication, Joumal of Personality and Social Psihology,

vol.6, pp.109, 1967
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- Qamenii utilizeazs dous i anal
3 ot ¢ oud moduri de comunicare: diojtal < i
municar inti a Weiats
¢ prezintd doud aspecte: continut si relfigie c:ig:ice: al doil

. oile

pe primul, prin .
Prin aceasta realizindu-se o metac omunicare, 4 aspect Inglobandy-|

4. Natura relatiil i
or depinde de :
3. Schimbul de ¢ . punctuatia secventelor de ; .
. CmUnicare este sj - comunicare dintre ;
pe di ferent. te simetric sau complementar, dupi cum se [I;aazeﬁemin' al
aza pe egalitate say

ui) de ca f i
) de catre emititor §i ,decodificats” (retradusz‘i) de
e v
aten]Eia multor cercetitori C §
e obiin rezultate mai bupe o .
u influenteazi performangg g,
contractia voluntars sau:.
uditiv, vizual, tagti)

are verbald, care ape
esajelor fird a il

4z emofiile sau atitudinea chiar — o
u -

o glumi zémbeste in timp ce face acest luery, cineva care anunti o veste tristd are o mimica in
concordanta cu aceasta;

¢. Contrazicerea (transmiterea de semnale in opozifie cu mesajele verbale) — spunent cid ne
bucurim ci ne-am intdlait cu o persoand cunoscuid, dar privim in alti parte cdnd i intindem
ména;
d. Repetarea (dublarea comunicari verbale) - spunem ,,da” si ddm din cap de sus in jos §i de jos
in sus, spunem cuiva ci adresa ciutath este pe o siradi la dreapta si In acelasi timp ardtim cu mana

incotro si se indrepte;

e. Substituirea {inlocuirea mesajelor verbale) — o faid posomeor
nu se simte bine;

f. Regluarizarea fluxului informational /
verbalizate.

Atd ne spune ci persoana in cauzi

ponderarea diramicii - proprie comunicarii

Structura comuxicirii nonverbale
care rezultath din combinarea codurilor §i mediilor de

Cei mai mulii cercetiitori accepti o clasifl
transmitere 2 mesajelor. "kinezica" aga - numitul limbaj corporal include migcirile corpului, expresiile
faciale si privirea. Studiul priviri poarti denumirea de “oculezica". Activitiiile vocale alciiesc
"paralimbajul”. Studiul perceptici 1i al modului de utilizare a spatiutui poartd denumirea de "proxemicd”, jar
studiul perceptiei si al modului de utilizare a timpului este denumit “cronemica”. Aspectul fizic artefactele si
semnalele olfactive sunt considerate, de asemenea, categorii separate ale comunichrii nonverbale si sunt
studiate ca atare, chiar daca se recunoagte ci oamenii transmit semnale simultan prin mai multe canale, fapt

pentru care este necesard abordarea integrati a comunicarii nonverbale.

LIMBAJUL TACERIX
fn comumnicarea nonverbald. prin tdcere (ascultare) se poate exptima intentia de continuare a unei

expuneri, dezviluirea unor idei, sentimente sau atitudini care ar putea fi blocate prin interventie verbala.
Ascultarca este unul dintre cele mai importante atribute ale comuniciril. Ea cere concentrare, atit
pentru perceperea cuvintelor rostite, cit si a mesajelor nonverbale care, de cele mai multe ori sunt mat
semnificative decat mesajul de bazi. O solutie pentru situatia in care nu se stic cum sé se interpreteze ticerea
poate fi feedback-ul.
Cercetirile in domeniu demonstreaza ca eficacitatea ascu
identificate si specificate, sunt propuse astfel, urmitoarele tipuri de ascultare:
s ascultim ca s intelegem;
e ascultim ca si retinem;
e ascultdm ca si analizim si sa evaludm continutul;
e asculiim ca sa dezvoltim relafii (ascultarea empaticil;
ascultdm ca si ne facem o imagine despre emitgtor (fot o actiune de analizi si evaluare,
dar a formei, si nu a confinutuiui mesaj ului);
¢ ascultim pentru divertisment.
B.Robinett* pe baza unui studiu efectuat pe mai muli subiecti ascultatori, a tras

concluzia ci existi mai multe avaniaje obfinute in practica ascultirii eficiente:
»  ascultatorii eficienti reugesc si descopere nevoile, asteptirile, sistemul de valori al celor
cu cate colaboreazi. Se constatd ci numai atunci cind ascultarea este eficlentd esie
i motivatia celor cu care se colaboreazi fie ca este managerul,

Itarii cregte atunci cdnd obiectivele sunt

inteleasd mai bine §
subordonatu] sau un coleg;
o imbunitifirea relatiilor interumane
eficient si li se va réspunde in mod corespunzitor;
iau in considerare §i alte experienie in

e ascultarea eficientd nu este suficientd dacl nu se 1
aceasta directie. Se impune ca fiecare dintre parteneri sd fnvefe din rezultatele pozitive §i

s1 le evite pe cele negative ale celuilalt.

se obtine atunci cnd camenij gtiu ci sunt ascultati

“ B. Robinett - The Value of a Good Eat, Personne] Adminstrator, pp. 10, 1982.
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& zona publici, 3,5 m §i mai mult in care comunicarea este formald (cursuri, sedinte, discursurile

politicienilor, etc).
Daci o persoani se apropie mai mult decit este potrivit, poate aparea tensiune i chiar ostilitate, stari

care vor afecta comunicarea. Atunci cand se produce invadarea (violarea) spatiului personal, persoana in
cauza se retrage pentru a restabili distanta iar in cazul in care acest lucru nu mai este posibil, se va face tot

posibilul c& "invadatorul” s se retragd la distanta cuveniti.

Limbajul timpului este perceput diferit, in functie de societate sau culturi. Chiar si fn interiorul

aceleiagi culturi, modul cum este perceput timpul poate fi diferit. Diferitele valori pe care le dam timpului
sunt reflectate in cuvintele pe care le folosim (,numai un minut", de exemptu, poate Insemna ,un minut”,
,,cind voi termina treaba" sau ,,niciodata"). in procesul de comunicare, semmnificativ, din punct de vedere al
efectelor sale este modul de folosire a timpului. Timpul biclegic - este un concept care poate transmite
informatii referitoare la performanta indivizilor. Astfel in functie de acesta unii indivizi sunt matinali, care se
scoal devreme, sunt plini de energie si obtin cele mai bune rezultate in cursul diminetii. Ceilalfi reprezint
opusul acestora si intrd in categoria ,.pasarilor de noapte”, Aceste caracteristici individuale, legate de timpul

biclogic, pot transmite informafii referitoare 1a performanta indivizilor.

Timpul informafional - este interpretat diferit in diverse culturi. Timpul este vizut ca parte a

contextului in care interactioneazd oamenii. El poate fi folosit si simbolic, ca In expresia "Timpul inseamni

bani”, expresie care inviti la Infrebuintarea rationald a timpului.

LIMBAJUL CORPULUI
Limbajul corpului reprezimti o sursd importanti de informatii pentru interlocutor, care poate s

primeasci astfel o bazi informationala si de feedback extrem de importanta.
Mesajele corpului transmit informagia mai ugor si mai rapid decit cele verbale prin schimbul de

privir, gesturi, mimici, posturd.

Postura corpului este definiiorie pentru anumite mesaje. Umerii Msafi sau capul plecat indica
timiditate, deprimare, am#rdciune, sentiment negativ sau un sentiment de inferioritate, capul sus $i umetrii
drepti transmit muljumirea si chiar superioritatea. fntr-o discutie aplecarea spre interlocutor poate insemna
interes, atentfe, refragerea corpului, dimpotriva sugereazi respingere. Incrucigarea braelor la piept semnificd

inchidere in sine fata de interlocutor sau subiectul discutat.
Miscérile capului au anumite semnificafii in comunicarea nonverbali. Datul din cap inseamni
aprobare sau descurajare. Expresiile fetei sunt cele mai usor de controlat. Fiecare parte a fefei noastre
comunici. Faga exprimi reactia persoanei in cauzi la tot ce se spune: surprizi, dezacord, neintelegere,
dezamaégire, supfrare, durere, interes, dezinteres, ete. Expresiile fefei trebuie corelate cu celelalte migeari ale
corpului sau cu mesajele verbale. Expresia fefei poate fi sincerd sau simulati §i de aceea uncori este chiar

greu de descifrat.
esturilor (frecvent utilizate in cultura noastra

Tabelul nr.1 -Elemente de limbaj al

SirAngerea pumnilor Ostilitate, ménie sau, in context, determinare, solidaritate,
stres.

Bratele deschise Sincerttate, acceptare.

Mana la gura Surpriza

Acoperirea gurii cu ména Ascunderea a ceva, nervozitate

Capul sprijinit in pama Plictiseala

Palma /degetele pe obraz Interes exirem

Mainile tinute la spate Superioritate, Incercare de autocontrol

Zambetul este un gest foarte complex, capabil si exprime o gamé largd de stir, de la plicere,
bucurie, satisfactie, la promisiune, cinism, jend. Interpretarea sensului zimbetului variazi insi de fa ¢ culturd
la alta fiind in strinsa corelatie cu presupunerile specifice care se fac in legitura cu relagiile interumane in
cadrul acelei culturi.

Miscirile ochilor au un rol important in cadrul interactiunii sociale. De exemplu in cadml unui
dialog-persoanele se privesc in ochi 25-75 % din timpul conversatici. Scopul privirii in ochi este de a
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ASPECTUL FIZIC IN COMUNICAREA NONVE
diul Tmbricamintei st accesoriilor pe care le purtim

Mesaje nonverbale sunt transmise $i prin interme:

(bijuterii, cravate, ochelari), prin machiaj, coafurd/freza, etc.
" of ntr-adevdr stim ca oamenil bine fmbricati dau impresia de

Se afimna cd "haina face pe om
succes, putere, educatie, bani, etc. Imbricimintea poate accentua frumusetea fizica, naturald, reprezintd un
simbo} cultural (birbatii intotdeauna poarta pantaloni) sau subliniazi o traditie (kilt-ul scotian sau sari-ul
indian).

Felul in care ne fmbricam oferd si informatii personale. O femeie imbricati provocator poate

exprima disponibilitate, sfidarea regulilor sociale, pe cind o femeie imbricati decent conferd seriozitate,

incredere si are posibilitati mai mari de promovare in piata muncii sau in funciii de raspundere.

TCA)

CONTACTUL FIZIC iN COMUNICAREA NONVERBALA (HAPT
Mark Knapp® este de plirere ci

Haptica, sau comupicarea tactili se referd la folosirea atingerii.

atingerea ar putea fi cea mai primitiva forma de comunicare.
Alingerea sau contactul fizic este unul dintre cele mai vechi coduri ale comunicirii nonverbale. Ea

exprim4 emotii sau sentimente diferite, de la sentimente calde: jubire, simpatie, fncurajare, pind la agregiune
fizici. Unil oameni eviti orice atingere. Forja si fipul de atingere depinde in mare masurd de vArsta, statut,
relatie si culturd, Gradul de atingere difers de la o culfura la alta. La japonezi, inclinarea capului inlocuieste
datul mainii ca salut, tn timp ce la eschimogi acest saut se exprima cu 0 loviturd ugoard pe Umar.
Comunicarea haptici variazi foarte mult de la o culturd 1a akta, iar numarul si tipurile de atingeri
variaza fn raport cu virsta, sexul, sifuatia si relatia persoanelor implicate. Eduard Hall face distinctie Intre

cutturile de comntact, 51 cele de noncontact. Culturile de contact sunt acelea care tind s sustind (incurajeze)
culturile de contact-moderat san culturile de

atingerea §i se angajeazi in atingere mult mai frecvent decét
in general, descurajati. Multe dintre culturile

nencontact, in care atingerea apare mai puiin frecvent si este, 1
americane sudice §i centrale sunt considerate tari de contact, aga cum sunt culturile multor tari sudice
europene. Statele Unite sunt considerate ca avind o culturd de contact-moderat, in timp ce multe {ari asistice

sunt considerate ca avand culturi de non-contact.

TEMPERATURA, LUMINA SI CULOAREA

Aceste elemente ale mediului, natural sau am
a constitui insa coduri non-verbale.

[luminarea corespunzitoare a umui spai
stimulativ asupra atentiei Lumnina si culoarea pot
temperatura poate influenta pozitiv san negativ
urmitorul aspect: culorile calde (galben, portocal
{albastru, verde, gri} inhiba comunicarea; monotonia , precum §i vari
distrag atentia $i comunicarea.

Culoarea este sl 0 oglin
roman F.$tefiinescu-Goangd, culorile regleazi din exterior metabolismul:

Albastrul fnchis al cerului noaptea este culoarea linistii, a pasivitaii;

Galbenu! stralucitor al luminii zilei este culoarea sperantei gi a activitati.

Giandirea creatoare are loc intr-o camera cu mult rogu;

Géndirea de perfectare a ideilor — inir-o camera cu mult verde.

Culorile stritucitoare sunt alese de oamenii de actiune, comunicafivi, extrovertifi. -

Culorile pale sunt alese de timiz, introvertifi.

biant influenteaza modul in care oamenii comunica fard

contribuie 1a o buna ascultare iar apumite culori an efect
determina anumite sidri §i dispozifii fizice. De asemenca,
buna comunicare. Culorile afecteazd comunicarea sub

iu, rogu) stimuleaza comunicarea, in timp ce culorile reci
etatea excesiva de culoare, inhiba gi.

dia personalititii noasere §i influenieaza comunicarea. Dupd p'siﬁolp,t;dﬂ i

% Mark Knapp - Norverbal communication in human interaction. NY: Holt, Rinehart & Winston. Editions

2006.



Tabelul nr.2 - Semnifieatia culorilor in diferite enlturi

China Bucurie, festivitate
Japonia Lupta si ménie

fn cultura indienilor americani Masculinitate

SUA si Europa Dragoste

5o . L Binele

In térile cu populatie africans Riul

Pen@ europeni Tristete

Japonia

Europeni Invidie

Asiatici Bucurie

Europeni Lasitate, gelozie
Americani Culoarea intelectualitatii

Asiatici Puritate

Monotonia si varietatea excesivi de culoare ihiba si distrag pe comunicatori,

CONCLUZI

Prin comportament nonverbal Intelegem modalitatea prin care se exteriorizeazs sentimente, stari
emotionale, atitudini, fiird a se face apel la cuviniu! rostit.

Semnificatia acestui tip de comportanent este strans legati de contextul in care se ghseste persoana,
precum de tipurile de relafii pe care aceasta le are cu semenii. Prin modul in care ne comportim nonverbal
completim, nuantim, intdrim mesajele pe care le transmitem prin intermediul limbajului verbal. Combinarea
adecvatil ori — dimpotrivi — inadecvati a elementelor verbale cu cele nonverbale este de naturd a asigura
buna desfigurare, respectiv esecul actului de comunicare interpersenala,
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NONVERBAL COMMUNICATION IN HUMAN INTERACTION
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ABSTRACT: 4 good communication is the foundation of successful human relationships, both
personally and professionally. In everyday life we communicate through more than words. Researchers
Jfound that most of our commumication is nonverbal.

The ability to understand and use nonverbal communication is a powerful tool that helps us
inferact with others, express our thoughts as they are, helps us navigate in different situations and build
better interpersonal relationships.

In comparison with verbal communication, nonverbal communication is often indirect and
ambiguons. A person may use different nonverbal signals to show his different attitudes when he speaks.

Individual personality characteristics, education, life experience, efc. are elements that must be
taken into account when interpreting nonverbal language correctly.

INTRODUCTION :

The speciality literature fisted a lot of definitions of nonverbal communication. Tt all depends on
what perspective is addressed in the process of transmitting non linguist signs.

Nonverbal communication is the overlapping of messages that are not expressed in words that can be
decoded, creating meanings. Body language can support, contradict, substitute, complement or enhance the
message conveyed in words. Nonverbal message is the closest to reality which of the issuer and the caller is
given the greatest attention. The importance of nonverbal communication was demonstrated in 1967 by A.
Mehrabian and M Weiner in “Decoding of inconsistent communication™!, through the establishment of the
information perceived by the receiver in an oral communication. Tn one study, two experts have concluded
that only 7% of the message is transmitted through verbal communication while 38% is transmitted through
paralanguage (mainly voice intonation and inflection) and 55% through body language.

NONVERBAL COMMUNICATION VERSUS VERBAL COMMUNICATION

Nonverbal communication is perceived as strictly a language for a long time. In this view all other
forms of communication are considered as secondary. Influenced by contemporary theories of
cominunication disciplines as diverse as enunciation linguistics, psychology, sociology, anthropology,
nonverbal communication ensures a propet place today, based on the assumptions of multiple channels of
human communication.

Human communication is intended as a statement resulting from the combination of heterogeneous
acoustic vocal, written and visual elements.

Most definitions of nonverbal communication speak about this communjcation as a plurality of
messages that are not expressed with words, but pevertheless may be decoded, can create meanings.

T.ike verbal communication, nonverbal communication can be modeled in terms of transmitter,
teceiver, message, communication channel, effect and feedback. "The sender” is the source of messages, the
"receiver” is the one to whom the message is entended to. "The Message" has a meaning that is "coded"

* “Bogdan Voda” University, Faculty of Economics, Cluj-Napoca, Romania
1 A, Mehrabian 5i M Weiner - Decoding of Inconsistent Communication, Jowrnal of Personality and Social Psihology,
vol.6, pp.109,1967
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{translated into a code, a system of signs, appropriate to the communication channel and the receiver) by the

issuer and "decoded" (refranslated) by the receiver.

The problem of the ability of decoding nonverbal messages has focused the attention of many
researchers, C. Lancelot s 8. Nowicki (1997 found that with increasing age we obiain bettor results in
decoding messages sent by the posture and gestures, but age does not affect the receiver’s performance iy

decoding facial expressions,

In nonverbal communication, the encryption function is performed by voluntary or involuntary - B _
contraction of skeletal and facial muscles, changes in tone and thythm of speech, use of space and time, ete,. -

Messages are sent using different communication channels: auditory, visual, tactile, olfactory,

Nonverbal comtmunication is a silent infiltration clement of verbal communication, which has major -
influence on the social environment. It gives us a way of fransmitting nessages without using verba] - -

language. Nonverbal communication can enhance or diminish the effect of verbal communication. Thig

governs the relationships, acting on the possibility of intiating or continuing the interaction. The nonverbal

communication is able to offer emotions and feelings, thus influencing the perception of others.

Nonverbal communication axioms;
L. In direct interpersonal relations is impossible not to communicate;
2. Nonverbat communication is unintentional, jt betrays our emotions or attitude even if we do
not want this, so we must be aware that nonverbal messages can somefimes contradict what we
say;
3. Nonverbal communication is an element in human communication system and as such must
be considered independently of verbal communication;
4. Nonverbal communication skills increase with age, with experience, Those who communicate
better nonverbaily, master in the same extent the nonverbal codes are usually those who succeed
better in society, build good relationships with their peers and have a better social status;
5. Messages sent by nonverbal communication provide us with information about personal
problems or relationship to other individuals, which we are embarrassed to talk;

The axioms of nonverbal communication should be interpreted as axioms of commumication
established by the Palo Alto School-

1. kt is impossible not 1o communicate.

2. People use the two communication modes: digital and analogue.

3. All communication has two aspects: content and relationship, the second containing the first
aspect thereby achieving a metacommunication.

4. The pature of the relationship depends on communication punctuation sequences between
partners,

5. Communication exchange is symmetrical or complementary, as based on equality or difference,

The main functions of nonverbal communication

Paul Ekman (1965)° identified five functions of nonverbal communication: )
a. Increasing / moderation - nonverbal communication is meant fo emphasize on the word
(verbal messages highlighting the eXpansion or, conversely, the decrease of the said: Hft arm when
chanted slogans and show fist); .
b. Completion (collaboration in messaging protocols, which leads to better decoding them) - some
parts of the verbal message can be not only sharp, but they can quite happily have a considerable
impact on increasing the motivation of learning; one that tells g joke and smiles while doing so,
someone that announces a sad news is consistent with the mimicey;
€. Contradiction (signals opposed to the transmission of verba] messages) - we say that we are
happy that we met & famous person, but look elsewhere when wo reach out;

* Lancelot, C. & Nowicki, S. J. - The association between receptive nonverbal processing abilities and
fnternalizing/extemalizing problems in girls and boys, The Journal of Genetic Psychology, pp. 158 (3),297-302, 1997,

* Paul Ekman - Communication Through Nonverbal Behavior- A Source Of Information About an Interpersonal
Relationship S. S, Tomkins & C. E. Teard (eds.), Adfeet, cognition and personality, New York: Springer, pp. 390442,
- 1965.
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of a second). Polychronic time is characterized by simuManeously CATYing out several activities and a Sreater
involvement of people in these activities,

The first system for time manageinert, in almost af] cultures, is the calendar; it gives people the
ability to control time, AJ] calendars are those which enable to maiutain the link between man and the cosmic
universe or man and the supernatural. According L.E.Doggett® (specialist in corperate calendars), in many

cultures, calendars are considered almost sacred and serve a5 a source of social order and cultural identity, -

From many points of view, the calendar dictates human communication patterns. When people are working,

eating, celebrating, are in 3 form of education, rest, etc., all goes according to the time schedyle prescribed
by the calendar.

what will happen or not. Another finding of Edward Hall refers fo the fact that duration is an important
component of how one perceives time, its duration is what happens between two points. Finaily, a sequence
of events is different for each set of circumstances,

SPACE AND TIME IN NONVERBAL COMMUNICATION

Generally people Tike to have OWi space, however small, that # arranged according to their wishes,
Area lends the human personality and nonverhal messages about the occupant. Personal space can be defined
as the distance from which there is availability of contact with others,

The first step in building a good relationship may be choosing the right distance from a certain
communication partner.

A too small interpersonakdistance may be perceived as aggression and invasion of the "territory".

Normally, the brutal violation of personal or intimate zone will result in defensive reactions and rejection
from others,

arrogance, or as one of weakness, humility, hidden intentions. In addition, too far diluted comrmunication,

visual and auditory contact weakens can reduce the interaction at a physiological level, and such telationship
may be jeopardized,

character of the message.
Thus:

* intimate area between 0-45 cm is for personal discussion, is totally unacceptable in other cases;
* personal arca, between 46 cm - 1,22 m;

* social area (normal), between 1.2 -2 is used especially in interpersonal communication {co-
workers on the same hierarchical level, friends, etc.);

® public areas, more than 3.5 m, the communication is formal (courses, meetings, speeches by

politicians, etc.).

If a person is closer than it is appropriate, tension and even hostility may arise, conditions that affect
communication. When the invasion occurs (violation) of personal space, the person withdraws to restore the
distance and if this is not possible, every effort will be made for the "invader” 1o withdraw due to distance.

Language of time js perceived differently, depending on the society or culture, Even within the same
culture, how time can be perceived is different. We give different values over time that are reflected in the
words we use ("one minute” for example, can mean "one mimrte" "when you finish the Job" or "never"). In
the process of communication, significant in terms of its effects is the use of time, Biological time - is a
concept that can transmii information about individual performance, Thus, some individuals get up early in

*Doggett, L. E, — Calendars, Ch. 12 in Explanatory Supplement to the Astronomical Almanac (Ed.P.K. Seidelmann).
Mill Valley, CA: University Science Books, pp. 575-608, 1992,

6 Hall, E. T./Hall, M. R_- Understanding cultural differences, Yarmouth, Boston, London: Intercultyral Press, 1990,
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Movement of the eye to the top expresses trying to remember something; down — sad feeling,
modesty, shyness, hiding of emotions.

* Look in another direction means lack of interest, cold.
* Avoid eyes - hiding feelings, discomfort, guiit.

NONVERBAL COMMUNICATION GESTURES
The experience has shown that gestures often say more than words. Paul Ekman and Wallace

Friesen’ classified gestures into five categories: emblems, illustrators, emotional events, gestures and contro]
adapfers.

» Emblems (symbols) are movements of the body the substitute the words and, if necessary, can.
act in a language by their self;
e [llustrators are those who emphasize and give the force of words, meet both the functon of
completing and accompanying verbal communication with a character much less arbitrary than
the emblems;
Control gestures direct, controls and maintains communication. Their funetion is expressive and
phatic because participants reveal insurance to the receptor towards the continuity of contact;
Affective manifestations (feelings exposure) communicate moods through which the transmitter
passes. They are presented as preponderant evidence and only secondarily as signals;
Adapters class is the least gesture of communication. The adapters are used by individuals when
they are in uncomfortable situations, they include movements that respond to human needs and
can be performed both in presence and absence of observers,
Other movements of body parts (hands, anmns, legs), grouped as 'gesture’ are frequently used means
of nonverbal communication,
* communication of informafion - to enhance the meaning of words or replace them completely;
* communication of emotions;

*  supporting speech - to highlight the meaning of words, to indicate different persons or objects, to
illustrate the shape or size:

expression of a relationship - "copy” in the mirror the other person's gestures.

VOICE OF NONVERBAL COMMUNICATION

How we use our voices and voice qualities matter in the nonverbal communication, Height and
intensity of voice expresses the desired behavior. A strident voice, sereaming or sharp indicates anger, while
a low one threat, emotion, fear, despair, stress. Voice volume gives an indication of personality, aftifudes,
feelings of the speaker. Diction and voice stress the degree of education and social status.

Regional accents gives us information on the geographic area of origin, Trust, self-assessment, self-

assured voice can transmit all this information about ourselves, information we can offer through our
communication behavior.

PHYSICAL APPEARANCE IN NONVERBAL COMMUNICATION

Nonverbal messages are transmitted via clothing and accessories that we carry (jewelry, ties,
eyewear), through makeup, hair / hairstyle, etc.

It is said that "clothes make the man" and we really know that well-dressed people give the
impression of success, power, education, money, ete. Clothing may enhance natural beauty, and it is a
cultural symbol (raen always wear trousers) or points to a tradition (the Scottish kilt or Indian sari).

The way we dress also offers personal information. A provocatively dressed woman Ay express
availability, defying social rules, while a woman dressed seriously means she is decent, trustworthy and has
the greatest potential for employment or promotion to positions of responsibility.

" P, Ekman and W. Friesen - Facial Action Coding System: A Technigue for the Measurement of Facial Movement
Consulting Psychologists Press, Palo Alto, 1978.
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CONCLUSIONS o

By nonverbal behavior we understand how that externalize feelings, emotional states, attitudes,
without calling upon the spoken word,

The significance of this type of behavior is closely related to the context in which the person is, and
the types of relationships he/she has with others. By the way we behave nonverbally we shade, reinforce the -
nessages we comvey through verbal language. Combining appropriate or, quite the contrary, inadequaie
verbal and nonverbal elements is likely to ensure 2 smooth ruoning, of the failure of the act of interpersonat -
communication.
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