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Cuvinte cheie: Cadrul reglementarilor bancare, capitalul, lichidilatea, rata de multiplicare

REZUMAT: G20) a rdspuns efectelor crizei cu un vou cadru al reglementdrilor bancare cunoscut prin
sintagma Basel III. Studiind literatura de specialitate recertd contirdm specificul acestor norme bancare
prezentate in decembrie 2010 de Comitetul Basel si_fundamentate pe rata de multiplicare, capitalul
bancar §i lichiditatea pe baza carora s-au Jormulat referinte macroprudentiale privind reglementarea
bancard globald. Aceastd Iucrare exprimd o primd viziune criticd asupra ansamblulul de reglementiri
destinate maragementului riscurilor bancare ludnd in considerare obiectivele Acordului Basel Il vizdnd
cresterea calitativi si cantilativd a capitalului bancar.

INTRODUCERE

Criza care a dezechilibrat in urma cu doi ani sistemul financiar international si care mai are incd
efecte negative pentru economia mondiald a fost consideratd esentiald pentru o reexaminare completd a
reglementirilor prudentiale. Desi criza a fost rezultaty] mai multor factori, medivl de reglementare si
supravegherea sectorului financiar nu au fost capabile si prevind extinderea ‘excesivd a riscurifor §i si
valorifice transmiterea turbulentelor financiare.
in aprilie 2008, Consiliul pentra Stabilitate Financiard a emis recomand#ri care au contribuit la
definirea elementelor esentiale ale planului de actiune adoptat de catre liderii G20.

Primul element al consoliddrii normelor prudentiale este eresterea cantitdtii jia calitdtii capitalului
de reglementare. De 1a inceputul crizei era evident cd multe instrumente incluse in definitia capitatului de
reglementare nu aveau o calitate corespunzitoare pentru a absorbi picrderile. Analistii de piata i agentitle de
rating au fnceput si se raporteze 1a alte definitii ale capitalului, mult mai limitate st mai axate pe capitalul
social ordinar, Cerintele de reglementare si-au pierdut imediat fanctia de referinti pentru evaluarea adecvaril
capitalubui unei banci. -

Autoritatilor tehnice i s-a cerut, de asemenea, si elaboreze norme prudentiale §i standarde de
contabilitate care si evite si accentueze tendinta sectorului financiar de a promova cregterea — uneori
Leuforica” —a creditului pentru economie In perioadele de expansiune mai mare si de a reduce semnificativ
inversarca ciclului. In acelasi timp, s-a ficut apel la o consolidare a normelor pentru controhd riscului de
lichiditate. Bterogenitatea normelor nu a favorizat managementul integrat al lichiditdgi pentru grupurile
transfrontaliere, limitind mobilitatea acestora, creind ineficiente si tensiuni in perioade de presiune
amplificatd pe piete.

De asemenes, s-a affrmat si principiul ¢4 toate institugiile financiare si infrastructurile de piatd sunt
importante din punct de vedere sistemic, dar trebuie supuse controalelor adecvate pentru a preveni
acumularea de riscuri sistemice si jocul arbitrajului de reglementare.

Liniite generale ale planului de actiune au fost transpuse in propuneri operationale de catre Comitetul
de 1a Basel. Setul de masuri i5i propune si redefineascd aspecte importante ale cadrului de reglementare, in
conformitate cu obiectivele ambificase stabilite de G20. Reforma va promova un sistem financiar mai
prudent, capabil si faci fatd crizei dintr-o pozitie cu o mai mare soliditate, reducdnd costurile care ar putea fi
atribuite finanfelor publice §i economiei reale in caz de colaps.
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impotriva riscurilor de arbitraj de reglementare si de eludare a limitei. Valoarea maximd a indatordrii pe care
ritelor dimensiuni. Trebuie si se interactioneze

o pot suporta bincile va fi definitd in cursul calibréarii dife
zei, fard a schimba structura stimulentelor

mod onest ¢u Basel 2, aga cum este modifical ¢a wrmare a cr
intermediarilor sau fard a consolida ciclicitatea instrumentului de capital. Este clar ci, dincolo de scopul
comun al instrumentului, ne confrantdm cu dificultatea legath de definirea interactiunii cu normele sensibile

Ja risc deja in vigoare. Unele simuliri realizate pe bincile din UE — care sunt grav afectate de lipsa seriilor
de timp pentru observajii pe intervale suficient de lungi — aratd cd, pe termen scurt, impactul negativ asupra
nivelului pierderilor de capital poate fi substantial, ducind la o cregtere a indatorfirii. )
Comitetu! este constient de acest potential efect pro-ciclic, care trebuie verificat prin studii de
impact. Conform intentiilor sale, calibrarea indicatorului va fi definitd astfel incat s& fie obligatoriu numai
pentru categoriile de intermediari cu o probabilitate mai mare de a exploata gradul de indatorare — de
exemply, cel care tranzactioneazi fiilnd orientali pe anumite activildii financiare sau cei specializati in
sectoare financiare inovative — sl numai in fazele de crestere econoniici deosebiti. Propunerea de ,.bazd”
inclusd in documentul consultativ fncearcd sd introduca un instrument relativ usor de caleulat $i ugor de citit
de citre piati. Optiunile alternative — cum. ar fi recunoasterea acordurilor de compensare (netting) sau
excluderea din calcul a celor mai lichide active — pot fi evaluate, dar elementele de complexitate nu trebuie
introduse daea nu sunt compatibile cu filozofia de bazd o instrumentului financiar. Este de dorit ca normele
contabile diferite si nu ducd la diferente semmificative in functionarea aceluiagi instrument financiar in

diferite jurisdictii.

MASURILE DE REDUCERE A PROCICLICITATII

in documentele consultative, Comitet] a acordat
prociclicitaii reglementirilor financiare. in acest scop, a fost propus un pachet de interventil care, in
abordarea diferitelor aspecte ale prociclicitiitii, sunt concepule peniru 2 se¢ completa reciproc. Cuantumul
toiat al tamponului de capital peste nivelul minim de reglementare este asifel suma mai multor componente,
fiecare reglementate de diferite mecanisme care opereazi in raport cu scopurile sale.

Considersm ci prima componenti necesard a pachetului anti-ciclic ar frebui sa fie constituitd dintr-
un tampon definit de caracteristicile specifice ale flecdrui intermediar; acest instrument este menit sd
limiteze fluctuatiile cerinfei minime pentru bancile care adopti modele interne pentru riscul de credit, mai
ales pentru cele care an dezvoliat sistemele de evaluare cele mai afectate de fluctuatiile ciclice. Chiar si in
ahsenta dovezilor empirice robuste asupra Jegaturii dintre cerinfele de capital si ciclul de afacerl, aceasta este
una dintre limitirile Basel 2 care ar trebui eliminate.

Propunerea este bazatd pe aplicarea unui factor de ajustare (scalare) — determinat prin observarea
variafiei probabilitdfii de neplatd In timp — care reflecti diferenta dintre declinul econorniei sau mediile pe
termen lung si conditiile ciclice actuale. Avantajul acestor metode este cZ, in timp ce pastreazi valoarea
informativi i managementul, ransforma probabilitatea de neplatd estimati de citre binci din punct-in-timp
in pe-durata-ciclului, 1ard a compromite utilizarea testului. Aplicarea acetora, genereazi factorul de ajustare
care creste probabilitatea de neplatd, crescind succesiv cerinta minima care trebuie absorbita de tampoanele
acumulate si apoi evitind potentialele efecte negative asupra creditului.

A doua masurd implica stabilirea unui raport fintd al activelor, egal pentru toaie bincile, pentru: a se
asigura ¢ acestea sunt dotate, extinzand un tampon de capital deasupra cadrului minim de reglementare si
politicilor pentru distribuirea profiturilor, care nu canzeazi contractia bazei sale de active in timpul aparitiei

o atentie deosebitd masurilor de limitare a

unei crize.

Pentru a atinge obiectivul de conservare a capitalului, s-a stabilit o legaturd intre distanta fatd de
raportul tint4 al baneil in sine si posibilitatea de platd a dividendelor catre actionari, riscumpdrarea actiunilor,
alocarea de bonusuri pentru personai: cu cht mai departe se situeaza banca fatd de tintd, cu atat mai mica este

cota de profituri care poate fi distribuita.
Raporiul fintii va fl integrat cu un fampon avénd o pronuntati functie anticiclic,
o4 toate bincile acumuleazd resurse pairimoniale in fazele de crestere excesivi a agregatului de credit, astfel
incdt sa fie capabile sa fach fata riscurilor relative. Acest ,raport finta” refiecti masura in care este necesar
mai mult efort pentru a introduce o perspectivd cvasi-prudentiald in reglementiiri, Activarea tampoanelor
macro-prudentiale, care ar puiea interveni in situatii de ,supraincélzire” a economiei, va fi determinatd pe
baza unui criteriu semi-automat: autorititile vor anunta tn avans norma care leagh dinamica tamponului de o
variabild care indicd excesele in piata de credit, dar care mai includ o marjd relativ nelimitatd, a cirei
3
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riza financiard a i A j [ :
lard a aritat cdf a{e. r_e;_)fz?’e poate apirea infensitatea §i durata in cazul riscului de lichiditate si ce
pe piete.
Prin intro itati i
derechii, it ilnuatf:z: l:lxgo;l;ni?ﬂrﬁfz;tanntanve, Comitetul de la Basel incearci, prin urmare, si impiedice
chilib  man, ntul lichidit{ii care ar putea pune in peri ili i age ic si
;Iiecml, sé reduci posibilitatea de contagiune a altor gperatgri pericol stabiiaies unui agent wnic 5, o
ructur - - - v . ) - -y :
o anz:: %iil;;ei;ile:j a dltstckplmel privind lichiditatea — bazatd pe o prima reguld, care cere bancilor si aiba
e Drizcz:::t 1:11‘13ta3t{e) c(:jare .;;OE :;tf:operl, chiar i in conditii de stres foarte severe, fluxul de lichiditlate
: £ e zile, fard a recurge la piatd, si A, care i
asteptat ) ird a la piatd, i pe 0 a doua reguld, care imy i
dezecl: b{elpr su:ucturale din compozitie in functie de scadenta activelor si i S EVI:EaIea
nsolidatd si relativ neconiroversati. i pasivelor = pare s fie
Diferi i i
mportants e;’;ﬁ: gzp:cte alle propunenlqr _m_n}t considerate incd ,deschise™ viitoarelor propuneri. O problemi
miportanti es ,;ﬁca fXemp u,] flatura actlyl?amor care pot fi incluse In tamponul de active lichide.' mz‘fsura mai
mare sau mai aren ecszi;en ;izis ic:ctwrtan eligibile poate duce la efecte semuificative asup;a politiciic?;
- 1 urmare, i se giseascl echilibrul corect Intre i i iarii
anct i asci ec nevoig ca intermed i ind
?n fc ;:; tge iz;ﬁ;zdttatg suficient df prudente si sa asigure fluxurile de credit corespunz&toar;me:n%;um?ltm'a
. uapill Cl{l)%.dlecare bat_lca c§n'£r_a[5 din UE a Impirtdsit propunerile sale in timpul ﬁ)nsultéiiie}?ﬂ.
peitt & hua In sor st;r:rac.’re pzln't:c;laintaglle fiechrei tari din UE si ale pietelor bancare europene — de luz:troei i—
_ t poanelor de lichiditate atd ive, cit si ‘gatiunilor a .
oo ate soerionrs tat a celor corporative, ¢t si a obligatiunilor acoperite de
Definitia criterii S Vs
oportund evﬁ;?:ﬂczlittzl;:ilgir ;ir;e ;dentlﬁca:r(al a celor mai lichide active poate necesita o adaptare. Se considers
t are marjele proportio i i ibui i ,
: jele proportionale cu ratingurile atribuite anumitor componente sa

produca efecte ciclice nedorite. Este important ca vincilor s le fie permis — si impus pentru nevoia privind
tamponu} de capital — sd utilizeze resursele lichide acumulate in pericade de dificultate maximi. Solutia

propusi de ctre Comisia Europeani — carg permite climinarea temporard din ceriniele impuse de citre cele
dou norme in conditii nefavorabile de piati — introduce elemente de flexibilitate in gestionarea tamponului

comuil.

IMPACTUL NOILOR MASURI ASUPRA BANCILOR .

in diferite firi din UE, efectele crizei au fost mai putin puternice din cauza unui model traditional de
brokeraj, sus{inut de un cadru de reglementare §i supraveghere prudentd. Bancile din UE au intrat in crizd cu
o expunere lotald redusi la produsele coninute in finanfarea structurata si implicit cu o dependentd mai mici
fapa de pietele de finantare pentru societdfi. Sistemul banear din UE a fost sl incd este caracterizat de
prevalenta brokerajului care crediteazd persoanele fizice $i jntreprinderile din resurse locale, un anumit profil
a1 indatorarii si de o structurd bugetari echilibratd ca Infreg.

Functionarea limitatd in domeniul finantaril inovatoare si al negocierii produselor de credit
structurate sugereazi cd impactul Indsprivii cerinjetor de capital din portofoliul de tranzactionare va duce la 0
pozitie financiard echilibratd. Introducerea indicaterului asupra gradului de indatorare pu va duce la
consecinte importante dar concomitent, modificarile de reglementare propuse de Comitetul de ja Basei vor
necesita ajustiri importante la nivelul biincilor din UE. Desi pornesc dintr-o situatie mai buna decdt alte
sisteme in ceea ce privegte, de exemplu, calitatea capitatului, aspecte importants ale propunerilor raméan
deschise si ar putea duce la consecinte majore. Facem trimitere directa la deducerea din active a structurilor
financiare generatoare a impozituivi pe profitul aménat, a intereselor minoritare $i & capitalului bancar, a
finantarii si asigurdrilor pentru a sugera efectele potentiale asupra cadrului bancar macroeconomic, Aceste

optiuni ar putea avea un impact semnificativ asupra sistemului bancar international §i ar putea ajuta la
stapnirea efectelor nedorite ale reglementirifor Basel TIL fn ceea ce priveste normele privind lichiditatea,
efectul va depinde de designul final al celor doi indicatori de lichiditate, din persepectiva cérora fiind
evidentd acum necesitatea ca hincile din UE sa ereasci stocurile de active lichide.

EFECTELE MACROECONOMICE

Prin studiul de impact eantitafiv, Comitetul va examina interactiunile dintre diferitele masuri pentru
a identifica zonele care pot necesita tmbunatatini sau corectii. Prin finalizarea progresivi a activititii asupra
instrumentelor anticiclice si asupra institutiilor, functionarea globali a reformei poate fi analizatd sistemic,
pentru a continua cu rationalizarea $i simplificarea propunetilor.

Aceastd analizd — integrald, bazatd pe datele colectate de la binci — va fi completatd de o evaluare a
celui mai adecvat nivel de capital pe care sisternul bancar international, ca intreg, trebuie si 1 detind,
echilibrind necesitatea de a asigura capacitatea de a face fais pierderilor generate de posibilele crize

financiare si de a evita efectele nedorite asupra abilitifii sale de a sustine creglerea economicd.
are necesitd uiilizarea de modele foarte complexe 51 date — legate

Acesta este un proiect ambitios, ¢
de multe tari — fiabile $i comparabile. Unele autoritafi si institutiile bancare luate separat au inceput deja
¢claborarea unor modele macroeconomice capabile s3 evalueze efectele reglementirilor prudentiale asupra
economiei reale, precum si probabilitatea unei crize, permitind prima analiza a costurilor si beneficiifor
noilor masuri.

Analize macrogconomicd va contribui la calibr
astepta s& ofere toate raspunsurile. Alegerea finala va fi
simtului practic.

Este responsabilitatea autoritatilor s3 evite un impact ne
Noile norme — care vor intra in vigoare la sfargital anulni 2012, urmarind si demonstreze consolidarea
e — vor §i introduse treptat, in functie de necesitiati, inclusiv furnizarea de dispozitii
uficient de lungd pentra a da brokerilor timp s se adapteze §i sa

area finald a pachetului global, dar au ne puiem
neapdrat rezultatul evalufirilor cantitative si al

pativ semnificativ asupra economiel reale.

redresdrii econemic
tranzitorii, cu o petioadd de monitorizare s
nu impiedice depésirea crizei.
Sensibilitatea autoritatilor de supraveghere va risipi temerile de o reactie prea rigurcasd in mediul
bancar dar bancile centrale vor frebui si gestioneze atent ciclul economic. Degi sectornl bancar rdméne
elementul fundamental a} dezvoltarii cconomice, este deja previzibil ca niveturile de profit realizate in trecut
— mai mari decdt Tn alte industrii — pot fi cu greu repetate in viitor. Acesten au fost rezultatul expunerii la
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tiscuri care au fost prea mari §i inadeevat acoperite de resursele de capital 5i de lichiditate. Setul de masuri fn
discufie poate duce [a o contracfie a profiturilor bancare, der va contine 51 0 asumare pozitiva de riscuri.

CONCLUZIY

modificate i perfectionate in functie de observaiile primite,

Structura generald a reformei este ireversibil fiind adaptatd momentului; pe aceste considerente nu
ar trebui sd se repete n eazurile viitoare, lipsa de capital, deficientele managementului riscurilor de
Lichiditate, cresterea iresponsabild si neechilibrati a activelor, urmati de fenomenul rapid de reducere a
gradului de indatorare.

Incetinirea procesului de revizuire a normeclor la nivel international — care poate fi justificat in
anumite cazuri — constituie o solutie de reglementare ce respectd anumite limitiri privingd specificul national,
Ar putea duce Ia evolutii suplimentare in unele farl, permanent expuse decalajubui de performanti prin
incercarca de a-si defini proprille reglementiri pe un funda] european uniform. In mod similar, trebuie
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ABSTRACT: fe
reforred g T; sfg; C:fqu;e.sion.ded_ to the crisis with a new framework for banking regulation, commont,

annownced in Decembe '20;"13“””8 the recent literature, we @y to outline the Basel IIf ’,ﬁ‘amewor%
around leverage aapi i} d0 'b)’ ?h‘e quei Committee on Banking Supervision (BCBS} which revolves
global bank reg—c,dari‘z; a Bah Iljt?wdtty, m{roducing macro prudential measures for the first time in the
crisis inchuding 1o mulh Iase 7 emphqszzes these three issues to_forestall any recurrence of financial
he relevance of refor ;s vae%age, oo little capital and inadequate Tiquidity buffers. This Paper assesses
quaniity of bankh s for £ banking taking into account that Basel ITT increases the quality and

ing capital and introduces two liquidity ratios and one leverage ratio quality a
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INTRODUCTION

The crisi . .
o the we :cs:jl ‘t)l:rilt s;ltmclljc two years ago the m‘tematmnal financial system and still has negative effects
Albogn ti o w};S fti;e ::n ;:ton;ldered essential to a complete re-examination of prudential regulation
! Swit of many contributing factors, certainf i i
Altho : A y the regulato
o ght of the ﬁ.naflmal sector has not been able to prevent the excessive ex nsion & “the risks an T
arness the ransmission of financial turmoil. pansion of the risks and to

In April 2008, the Financial Stabili i
) N ility Board d i i
essential Tu;llenfztnents of the Plan of Action ad(a;)t(ed by th;SSGuSO iii%gf:ﬂﬂd&tmns "t have heped defining the
regulaton, ec a;‘ist; lelgt_ll;;nt tﬁf t;le meiential ru]es' s.trengthening is the increase in the quantity and quality of
e capa ;j'd o . ¢ beginning of the crisis it was clear that many iools included in the degn'ti . of
e refefto ) ﬂll ng’cf ave 2 sufﬁmer_lt quality to absorb losses. Market analysts and rating agenciels (I)ln ;
Pty er definitions of caPItal, much more resiricted and focused on the ordinary share 'avfe
quirements have immediately lost their function as a refere fi 4 il
ey A nee for assessing the capital
Technical authorities were also
e asked fo draw prudential rules and ace ;
} ounti i
::iﬁ:t:::;aogmthcdtel}dency ‘of the financial sector to promote the growth — somet£:s :ﬁ;}ﬁ:iiaidvft?hat aw:ilid
i ceono ﬁfn g u:zi tfermds _of greater expansion and fo reduce dramatically the reversal of the(i'. clfe3 et
e same { no,t favofgtﬁlen_mg of rules has been called for controlling liquidity risk. The hetero)éenéity of
by, conatn T e mtegratcd-mzmagement of liquidity for cross-border groups, limiting thei
mobil aj aﬁing ine 1c:en.c1e.s and tensions in times of increased pressure on the markets i e e
importanzoSnbjl;rcl;cgft:;pprmgu:lc that all financial instifutions and market infrastructure.s are systemically
ropriate control i 1
redators oo ols to prevent the accumulation of systemic risks and the game of
Th i i
Commmeee %c::e;x;ioofuimes of th.e action plan hs_we been translated into operational proposals by the Basel
o Mbiﬁo.u he st of easu;'es aims to redefine important aspects of the regulatory framework, in line with
3 s set by the G20. The reform will promote & more prudent financial sy;tem able to

deal with the crisis from a positi
; position of stren, eater solidi i i
the public finances and to the reat economygitr]:/cgal:se of :c?lllapg!. rocieing (he costs which could be aslgned o

PROPOSALS TO STRENGTHEN THE CAPITAL ADEQUACY
The capital adequacy rules remain at the center of the future prudential framework outlined in the

package of reforms, as an essential tool to influence the incentives to risk-taking by banks and to determine
their ability to absorb losses.
First, the proposals provide a more adequate calibration of the weight of some risks and, therefore,
the assets that banks must hold in order to cope. The crisis has shown that the risks (in particular the market
risks and counterparty risk) inherent in certain types of exposure were greatly underestimated. Therefore, the
need to “rebalance” the weights has become a priority. Capital requirements that take into account the value
at risk or the corrclations between activities under stress conditions respond precisely to the need of
preventing the excesses that have contributed significantly to the propagation of the crisis. :
The second project concetns the improvement of the quality of financial instruments which may be
inchaded in the regulatory capital. This is an essential intervention, a key junction of the proposed reform.
The new regulatory package emphasizes the importance of a definition of the predominant component of
capital (Core Tier 1) that only includes elements with the strongest capacity to absorb losses. For
that compopent must be confined to ordinary shares and retained earnings. There are some

corporations,
the specific features of equity instruments issued by banks organized in

adjustments that take into account

the form of a coaperative society.
Deductions will be applied at the level of Core Tier 1 and fully harmonized at international level; the

other components of Tier 1 tools will be included only to absorb losses in terms of business continuity, to
pay dividends or interests in a discretionary and non-accumulative marmer, and they will not have an
expiration date or incentives for repayment. Stricter rules for eligibility will be introduced in Tier II capital
for subordinated debt instruments; the elements of lower quality will disappear (Tier 3). The current
minimum capital requirements relative to total assets and the base will be joined by a requirement of the

Core Tier 1.
The new definition of capital and minimum capital requirements must be carefully calibrated based

on an overall assessment of the interaction between the different components of the regulatory proposal and
the possible effects on the overall level of banking intermediation. The goal must be to draw a prudential
regime consistent within itself and to achieve a balance between the objectives of reducing the risk of
systemic fnstability, and supporting economic growth.

Some profiles of the definition of regulatory capital may be unduly burdensome. We refer first to the
deduction of the deferred tax assets from the assets. The integral deduction would create distorted incentives
to the banks on the prudential plan, as it would discourage adequate policy provisions; it would generate
strong disparitics between countries in terms of the diversities in the fiscal regimes.

The full deduction of minority interests from the calculation of Tier 1 may not be entirely justified in
economic terms. These interests - since they are used to cover the losses of the subsidiaries to which they
refer, whose activities are included in current risk-weighted assets of the group - shoutd be counted to the
extent that they cover the minimum capital requirements for these subsidiaries.

Even the anticipation of a full deduction of bank holdings in insurance companies worths further
consideration. There is a need for coherence between scetorial laws. The participation/ Investments that
confer the control in the insurance companies may not be deducted from Core Tier 1 of the bank groups it so
far as the bank group represents a part of a wider financial conglomerate and caleulates its own patrimonial
adequacy by the method of the integral consolidation.

The critical financial profiles must be harmonized and the improvement of the guality of the
patrimony and the greater homogeneity of the rules at infernational level are the objectives for primary
estimation; however, these objectives should be coherent with the approach usually followed by the Central

Bank of each EU country.

THE LEVERAGE RATIO
Risk-based capital requirements will be joined by a leverage ratio. The introduction of this

instrument has a dual purpose. In addition to contributing - as required by the G20 - to containing the level of
debt in the early stages of excessive economic growth, the leverage ratio can also compensate for any
shortcomings in the internal models for risk assessment, especially those developed for particularly complex
or innovative financial products. An important point of the proposal is the inclusion in the calculation of the
relationship also of the off-balance sheet activities, with the exception, for example, of the American
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regu]atlon. It 18 an essential pro t Uunizes ainst the risks of e I the
fﬂe tha s T
ag; I gulatm L arbi age a.nd h

The maximum value of le i i
difforent oo verage that baoks can incur will be defined during the calibration of
It must be such as to interact hy i
tly with Basei 2 i isi
he stew | : 2 ones ly asei 2, as amended followi i lteri
the Cle(:;utrga(;f Ll;cz:;tév:]: of the intermediaries or strengthening the cyclicality ol}gc;};lztglzlslliv?;ho?t altering
LIS clear wit’h th)é riSk_s: nilllzred plurp()se of the instrument, we face the difficulty that l?esl;n figf:min th
affooted by the ok o cosi vetfu ;:s already in force. Some simulations on EU banks - which are serig le
. iently long time series - show th - i et
level of :C[;pltél losses can be substantial, leading to an incre:sc izt,le(\)fgrifglzﬂ 1o fhe adverse fmpact on the
e Committee is aware of this i i ;
' : potentially pro-cvelical effi i i
et s war . lly p effect, which must
Ong ﬁ): e eygi:cia;_:l;lg t‘Eo_ its mten-tm_ns, the calibration of the indicator will be dSﬁE:dvse;lfsef ﬂ;amll:'gh 'the
ouly task-orientfd trad(i)n gm(t)e;msl;:;?;if:s. that_ are more likely to exploit the leverage - those ?or Zx::;l;?f
. IZ . . a 2
perticular coonomy ing in innovative financial sectors - and only in the phases of
The “basic” proposal contai i
) ned in the consultati i i
celtively fasy 1o caloulate and casly o by e e ks; tation document aims to introduce a tool that is
Alternative options - iti ‘netti
most Toutd 1 f:)f;io?ﬁe z:lch ias‘the recognition of netting agreements (metfing) or the exclusion of th
introducad 1ty cu atlon‘— can be ’evaluated, but clements of complexity should be
mvood that deore not ut;c;l‘:slstex;t v;flthdthe basic philosophy of the instrument. It must be absglol.:t 13
. - . m es i i i ; .. e
itferont jusiodior g ead to significant differences in the operation of the ins ent 1IY1
In any case, the initial introduct ithi
L case, the i uction within the second Pi i i i
indicator and will bring, if necessary, the appropriate corrﬂc?ioll:;nar A experiment with the operation of the

E]HieMcﬁASUhaREﬁS TO MITIGATE PRO-CYCLICALITY
ns i
procycloality of fu Ci(:ll f:;uulnf‘:nts, the Cc_)mmlttee has paid great attention to measures for limitine th
ssing i vmoumusas L fa ion. "[:0 t?us end, a package of interventions was proposed whi E in
pusrin aiciag ep o ;u?atgigcycfhf;ahty, are designed to complement each other. The total am;fm}t :;'
- E minimum s th '
d]ffcrentv;nechamsms ot ey imi purposezs the sum of several components, each regulated by
e believe that the first necess -
bu . essary component of the counter-cyclical i
ﬂl:]c ':1:11;1 ttiisilsnz? t})lz ;Pefnﬁc charaf:terlstlcs of each intermediary; this ifnsul:nneﬁdi(: gif:tzlx;?iuldd 001;§15:E e
o thoons of the dgz{l;rré é'eqr::ilrrlement for banks that adopt the internal models for credit iislzoeslme::t' tlllle
robust empirionl suidnes (})Jn th1;:a ; m‘sl;( sbystems most affected by eyclical fluctuations. Even in the absincl: o);
mpiricz etween capit i iness
Basel 2 itations whish ooy 1 koot capital requirements and the business cycle, this is one of the
The proposal is based on the appli i
o tion of a scaling f; - i i
of the orot the applica ing factor - determined b iati
of the 1?:0 ability of defanlt over time - which reflects the difference between th dy O porving the variation
%-ter;n averages and the current cyclical conditions © dommtum of the economy
e advantage of these methods is that. i serving s i
ey s 4 ho at, while preserving its informative
Wigmm co?nnglmtr}ﬁ;iﬁtmu?ted probability of default by the banks from paim‘—irz-a‘z'n::;ai‘;lr;3 tz:'g mzn ;gement’
rability o e tig m;ew;:if;l gOfth ti:lc mt;sltm The app-lication provides the scale fac;tor that ui‘lglc;faai;zcsyillfé
= 4 . um
ivoiding nofentisl adveres sppns e T requirement io be absorbed by the buffers accumulated,
The second m i etti
cquipped, enpmading e:S‘;?fme01¥eS thf: setting of a farger asset ratio, equal for all banks. to ensure th
stiation oot (ot er of capital above the minimum regulatory framework, and polici % o
o orbution of profits oes not cause the contraction of its asset base during the emerpe fl‘) ) orisi for
oy e 28 theeb a::]( gf)al of capital preservation, a link was determined between thi glcset e C;riSIS-
itself and the possibility of payment of dividends to shareholders ?zgleuc}?ansleﬂ;i‘
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buffer having a marked anticyclical function, designed to

The targef ratio will be integrated with a
| resources in the phases of excessive increase of the

guarantee that all the banks accumulate patrimonia
credit aggregate, so as to be able to cope with the relative risks.
Tt is without doubt the extent to which there is more ¢
perspective in the regulation. Activation of macro-prudential buffers, which would occur in s .
economy overheating, would be determined based on a semi-automatic criterion: the authorities would
announce in advance the rule that links the dynamics of the buffer to a variable that indicates excesses in the
credit market but still retaing a margin of discretion, whose use should be justified, if the complex
information available is induced to depart from the mechanical rute. The decision to aliow banks to use the

buffer in the phases of recession would be instead totally discretionary. _
de a balanced trade-off between rules and discretion: through the exercise

This solution aims to provi
of discretion it is constrained by the authorities to maintain certain flexibility in the use of the instrument,

reducing the risk that it is considered implausible.

A system of peer review of decisions made in the context of international supervisory committees
will be necessary to ensure uniformity in the criteria. '

Finally, some proposals are being discussed 1o minimize the effeets of pro-cyclical provisioning
policics currently followed by the banks. The International Accounting Standards Board (IASB) is oriented
to overcome the current approach based on the concept of realized losses (incurred losses), retrospective and
therefore very pro-cyclical, assuming adjustments to expected loss.

The supervisory authorities have intensified the confrontation with the accounting authorities in order to
obtain a solution that combines ease of operation to more than the method proposed by the IASB on
implementation of & concept of expected loss that is based not on current conditions but on those medinm

related 1o an entire economic cycle.

The measures to mitigate procyclicality have
documents. If the principle behind the proposals is widely shared
resources in good times and allow them to use them when conditions deteriorate - its practical application
requires further study of the many application problems. For example, in terms of interaction between the
cyclical components of the package, we belicve that there is room for rationalization proposals. In particular,

the rules on capital preservation and restrictions on the distribution of profits may be drawn from those with

government macro-prudential buffer.
In the context of the embryonic state of some proposals, it has been considered however opportune

to initiate the comparison with the industry, with the conviction that it is useful because the regulation and

ffort to introduce a micro-macro-prudential
ituations of

been presented only in outline in the consultation
- to require banks to constitute capital

economic policy options are open.

A simple reference to this component
designed under the assumption that
effectively addressed by using macro-prudential tools.

of the reform package does not seem feasible, since the latter has been
the interaction between systemic risk and prudential risks could be

INTERVENTIONS TO REDUCE THE RiSK OF LIQUIDITY
The excessive concentration of banking regulation on capital principals of character, at the expense

of liquidity, has already been found before the crisis and intense activitics on the liquidity risk were started
within the Basel Committee or Europe.

The financial crisis has shown how quickly,
risk, and what effects it may have on the stability of the interme
conditions of general uncertainty on the markets.

Through the introduction of quantitative
imbalances in liquidity management that could jeopardize the stability of the single agent

reduce the possibility of contagion to other operators.
The general structure of the discipline - based on a first mile, which requires banks to arrange liquid

pads of activity that can cover, even in very severe stress conditions, the cash flow expected in a horizon of
30 days, without recourse to the market, and on a second rule which requires to avoid the structural
imbalances in the composition by maturity of assets and liabilities - appears to be vonsolidated and relatively
uncontroversial.

Various aspects of the proposals are
activities that can be included in the buffer o

intensity and duration may oceur in case of liquidity
diaries and the entire system under

rules, the Basel Committee seeks therefore to prevent
and, especially, to

still open. An important issue is, for example, the nature of the
f Houid assets: the greater or lesser extent to which the list of
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' 4 CONCLUSIONS

' The Basel Committee’s proposals, even if they require further reflection and refinement, are moving

in the direction globally indicated by the highest political authorities. They lay a solid foundation to address

’ ity's contribution to the

THE IMPACT OF NEW MEASURE.
S ON BANKS
od during the crisis and are the supervisors of the communt

In different EU countries, the :
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Cuvinte cheie: ingineria organizatiilor, e-marketing, modele de afaceri pe internet, site-uri de succes,
proleciarea §i editarea site-urilor

REZUMAT: Ingineria organizafiilor necesitd definivea gi aplicarea de strategii moderne de management
5i marketing, in contextul exploatdrii noilor tehnologii de informare si comunicare in refele de
calculatoare. E-marketingul asigurd cadrul necesar accesdrii gi utilizdrii eficiente da infermafiilor asupra
mediului piefei cave s& permitd optimizarea velafitlor dintre protagonisti, benefice, in primul rénd, pentriz
imbunitidtirea relagiilor economico- financiare dintre societdii comerciale. Proiectarea §i editavea de
site-uri atractive constituie premise ale realizirii dezideratelor wri corer] modern, profitabil atdl
pentru ofertanti, ¢4t §i pentru clienti.

INTRODUCERE

Globalizarea schimburilor economico- financiare intre societafi comerciate, adaptarea continui a
acestora la mediul complex al economiei-de piatd, presupun folosirea de metode creative $i flexibile de
abordare a relatiitor clienti- producafori, fn perspectiva reorganizili intreprinderii prin marketing, ingineria
organizaﬁilor;, se remared ca o metodd de proieciare §i reproiectare a structurilor organizatorice, in
concordantd cu cerinjele dinamicii mediului de afaceri 5i cu séopul sporivii valorii de piafd a societdfilor
comerciale. Scopul principal, vizat prin ingineria organizarii, este satisfacerea corespunziftoare a cerinjelor
cliengilor, in conditii de profitabilitate a intreprinderii, prin corelarea structurilor interne cu cele stabilite
prin managemetul relafiilor cu ferfi, folosind avantajele noilor Tehnologii de Informare §i Comunicare
(TIC), implementate in refele de calculatoare. :

Clasic, efectuarea unei tranzactil comerciale 1:\1'esupunea3 cercetarea de piata de informare asupra
iranzactiei, incheierea contractului comercial, vanzarea produsului/serviciului si efectuarea platii. I
conditiile actuale, nici o intreprindere nu-gi poate permite sd acliveze pe piatd fiird a avea o perspectivil
clard, pe termen scurt, mediu §i lung, care sd- i asigure succesul in relatiile cu partenerii, in condifii de
rationalitate, eficienid si profitabilitate a organizatiei. fnir-o definire globall, marketingu! prin internet sau e-
marketingul este procesul de promovare a bunurilor i serviciilor on-line, atdt catre clienfii existenfi. cdt §i
cétre cei noi, potentiali prin metode si strategii specifice TIC.

1. INFORMARE 51 COMUNICARE PRIN INTERNET

Prin conectares la internet, societdtile comerciale isi pot asigura avanigje concurenfiale prin: intdietatea
pe piai, publicitate inainte de lansarea propriu-zisd a ofertei, imbunatitirea continud a performantelor prin
adaptarea mai buni a ofertei la cerintele utilizatorilor, dezvoltarea continud a pietei proprii §i penetrarea altor
piete sub un control permanent §.4.

Distribufia informatiei prin refeaug Web este deferminantd in realizarea succesului unei firme pe piad
asigurind avantafe competifive esentiale, cum sunt: stimularea vinzarilor, atragerea de noi clienti, propagarea
imaginii gl a marcii firmei ete. Prima etapd pentra publicitatea prin Weh este realizarea site-ului propriu, ca gi

! Oprean V., Oprean D., Oprean V.B.- Reorganizarea intreprinderii prin marketing, in Tribuna economicd, nr. 29/2010,

ag. 61-63
gOprca.n V., Optean D., Cerinfe ale managementului modem: ingineria organizirii intreprinderilor, n Tribuna
economici, nr, 3/2005, pag. 20-24
3 Marsanu R., Etapele comertuluii electronic, in Tribuna economici, ar. 1/2012, pag. 25
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colectie de pagini interconeciate in funclie de structura informayiilor, necesare a fi prezentate prin sile,
parcurgind fazele de hucru principale urmitoare: dezvoltarea uneia dintre strategitle de pozitie, comportament §i
dezvoltare vizate; definirea structurii §i crearca site-ului; perfectionarea gi reconsiderarea site-utui in functie de
obiective}e vizate; testarea si implementarea site-ului pe internet in forma lui finala.

In realizarea site-urilor de informare si comunicare pe internet, un modef de afaceri este dat de natura
refatiilor dintre parteneri. In general, relafiile pot fi: de 7 la /, cum este caznl magazinelor virtuale; de mz Jz 1, ca
31 In cazul postei electronice, si de m fa 1 pentru actiuni de genul licitatiilor. Elemente principale ale unui model
sunt: furnizoru! de produse/servicii, furnizorul de servicii internet, clientul care poate fi un consumator, o alts
firmd, administratia publici sau un anpajat. Modelele de afaceri pe interner, mai freevent utilizate, sunt:
magazinul electronic (e-shop), magazinul universal electronic (e-matl), achizifia publicd electronic (e-
procurement), licitatia electronic (e-auction), comunitatea virtuali {virtual community), prestatii de servicii
electronice (e-service providing), brokeraj de informatii si modelele de promovare prin publicitate efc.

Pentru demararea unei gfaceri proprii prin internet, principalele acfiuni ce trebuie efectuate de o
societate comerciald includ stabilirea variantei sau a Planului de ,, pagind/site pe Internet”, adecvati strategitlor
§i tacticilor firmei care sunt confinute in propriuf plan de afaceri de definire a obiectivele organizatiei si
derularea profectului prin realizarea, testarea si lansarea site-ului pe internet.

Principalul motiv pentru care multe socieldfi comerciale nu au dezvoltat solutii TIC in afaceri este
problematica securitdfii datelor 51 a informafiilor transmise prin rejea’ conditie esentiald a eficienei pentru
buna derulare a afacerilor promovate prin spatiul virtual. Obiectivid securitdfii TIC este de a gdsi solutii care
sd elimine daunele produse de dugmanii potenfiali sau sd le reducd la wn nivel acceptabil deoarece
amenintdrile la adresa colitdfii §i oportunitifii informatiei sunt atacuri directe la eficienta afacerilor.
Sisternele sunt supuse la atacuri inca de la aparitia internetului, dar sofisticarea lor a crescut cnorm si ele pot
provoca pierderi economico-financiare considerabile. In general, peniru a se asigura framsmisia in siguranfd
a datelor este necesardi transformarea datelor trimise pe un canal “capii- la- capaf”, prin criptarea §i
decriptarea lor.

2. ETAPELE PROIECTARII $1 CRITERII DE APRECIERE A UNUI SITE

Pe langa aspectele legate de planificarea, machetarea §i programarea unui site oarecare, principalele
elape ale proiectdrii unui site de afaceri, pot fi considerate urmatoareic:

1. stabilirea tipului de site care poate fi, in esentd, ,de Jirmd” sau informational. Aceasti decizie
trebuie s34 aiba in vedere cine este auforul site-ului {persoand particulari, reprezentantul unei firme, al unei
mari companii etc.) si aquditorinl cinia se adreseazi;

4 fixarea” confinutului, Informatiile de inserat trebuie sistematizate in funetie de natura lor, de
structura acestora, precum si de posibilitiile de ilustrare a elementelor. Un site de Jirmd este axar pe
aspectele vizuale §i de informare interactivi cu tertii, iar un site informational este orientat spre esteticd si
Inldnfuirea prezentdrii;

3. stabilirea unui proiect de , hartd de navigare” {havigation map) care, ulterior, poate necesita
Imbunititiri, Harta este un desen simplu in care pagina de Inceput (home page) apare pe locul principal, iar
celelalte pagini sunt coneclate unele cu altele sau sunt independente. Pagina de nceput trebuie si fie
concludentd si sugestivd In prezentarea afacerii, si ofere informatia despre scopul site- ului, s4 dureze putin
incarcarea ef $i si atragd vizitatorii spre a parcurge intreg conjinutul;

4. determinarea structurii de navigare astefel incét cititorul si se edifice usor asupra mesajelor si a
confinutului. Se poate optz Intre o structurdl finiard, care permite trecerez de la o pagini la alta secvential, o
structurd arborescentd, cu: pagina gazda in ridicing arborelui san pentru o structuri complexd in care mai
multe pagini sunt interconectate. Tmportant este ca pagina principald si reflecte structura corectd a site- ului
si structura sa sa afragi vizitatorii interesaji de afacerea prezentati;

5. alegerea unui design polrivit cu subiectul, La crearea design- ulai trebuie avute in vedere
atributele imaginilor, cum sunt: compoziia, forma, culoarea, precum §i prezentarea in zona de afisare printr-
0 armonizare echilibrati Intre obiectele inserate;

8. festarea site- ului presupune verificarea corectitudinii prezentdrii din punct de vedere sintactic (al
respectdrii regulifor de elaborare) i of informatiei oferite (semanticli confinutului), a corectitudinii

* Rusu LM., Oprean V., Optean D.- IT&C: Aspecte privind securitatea informatiei, in Tribuna economica, nr. 15/2006,
pag. 15-16
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paginii guzdd se va numi

ugor de

upune gisirea raporfului optim intre cantitalea
! de incércare al paginilor Web, astfel incat

ului, ceea ce presupune ca vizifarea site-

iste o legdturd permanentd ce se poate

realiza prin : § ol :
- utt contor de numdrare a vizitatorilor; o o -
-oferirea posibilitatii de trimitere de mesaje prin po,?ta electron_:czt chiar din pagme;, oo cu aentie
- solicitarea de sugestii 5i observatii de la vizitatori, care, apoi, 54 fie tratate §i soluf

contribuind 1a imbundtitirea site- ubui.

Orice firmd, care utilizeazi Web- :
. administreze” performantele propriei :‘nﬁa.ftrucﬂiur: :
succes este de a méwi eficienfa operationald a z.:ntreprmde _
materializarea eficientd a investifiilor fdcule de societatea comercla

Concomitent cu dezvoltarea serviciilor Web, a lLfat fla§jcere
evaluarea §i administrarea aplicafiilor implementate §i dzs‘tnbgzle, carP:[ au :
aceasta situalie, managementul performantelor pen?ru aplicatiile bazate p
numai sub formé de serviciu si nu prin utilizarea unui software.

ul ca sursd de venituri, trebuie s& evalueze, sd tesleze §i sd
de e¢-business. Responsabilitatea unui manager a.'e
vii prin wtilizarea de resurse mim'_me 81 prin
14 in infrastructura sa de e-business.

o noud serie de probleme cu privire la
la baza serviciile specifice. $i In
servicii Web poate fi realizat

I CU ALTE PROGRAME
. EDITAREA DE PAGINI WEB CU FRONTP{&GE S. )
SO];agin& Web simpld poate 1i realizatd folosind editoare HTML (Hyper Text Mark-up Language)

e .. K  oreluera
sz utilizind site-uri unde sunt puse la dispozitie sabloane de pagini Web, iar pentri a genera §i preluc

imaginile di ini 4 utifi i procesot grafic.
inite din paginile Web, este necesara utlhzarea_ urd p ord ) ) N
e Browfeafui este instrumentul cu care se vizualizeazi paginile Web. Cele mai folosite sunt Intern

. - ,, L s -
Explorer si Neiscape Navigator, care folosesc o interfaid graficd ce permite vizualizarea usoard $t atract
paginilor si a site-urilor Web. Fiecare din ele au mai multe variante.

* www.searchwebservices. techtarget.com
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Editoarele HTML pot realiza site-uri Web chiar dacd nu se curloaste [imbajul HTML., Acestea se
impart in doufi categorii :

- de tipul WYSIWY G ( What You See Is What You Get, adicd , (Ceea ce vezi este ceea ce abtii™y;

- editoare in cod HTML.,

Editoarele WYSIWYG se pot folosi foarte usor chiar si de citre neinformaticien. Desi an foarte
multe opfiuni §i butoane, realizarea unei pagini Web simple este relativ lejerd, oferind sabloane (templates)
de completat in funcie de dorinfe i cerinfe. Dezavantajele unor astfel de editoare sunt: control precar asupra
modului cum va ardta site-ul In final, mu permit realizarea unei programiri HTML avansate, fisierele
rezultate sunt mai mari decat cele normale deoarece sunt adiugate unele specificaii proprii efc.

Editoare in cod HTML permit vizualizareq paginilor Web realizate 5i au o serie de alte Jacilitigi
care usureazd munca echipei de planificare, machetare si realizare o unet pagini Web.

Component a pachetului de programe Microsoft Office, FrantPage este un editor de pagini Web care
asigurd acces deplin la facilitaile oferite de limbajul HTM, ficand parte din categoria editoarelor de tip
WYSIWYG care permite utilizatorului si vada modul in care va arita pagina, concomitent cu crearea ei, £/
oferd posibilitdyi multiple de realizave a paginilor de la cele mai simple pdnd lg cele mai complicate.
Tehnica folositd este una vizuald, obiectuald, deosebit de intuitivd.

Realizarea paginilor Web cu acest editor presupune (doar) cuncasterea semnificatiilor optiunilor din
meniuri. Meniul principal este asemandtor cu cel din procesorul de documente Word, diferenfele constand in
optiunile ce se referi la elementele specifice ale editarii paginilor Web.

Microsoft FrontPage este unul din cele mai bune programe de creafie existente pentru site- uri Web.
El nu este numai un editor de pagini, ci oferd §i instrumente care ajutd la gestionarea site- urilor si a
paginilor Web. In editarea de pagini Web, principalele activitifi sunt:

1. inceperea lucrului cu Web- ari. Fiind un editor WYSIWYG, in majoritatea browser- elor cunoscute,
procesorul este foarte bun in recunoasterea standardelor si generarea codului HTML corect, El
recunoaste facilitdfi din Internet Explorer, cum ar fi: HTML dinamic, Joile de stiluri in cascadd
(Cascading Style Sheets), fisierele de definitie a canalelor (Channel Definition Files) si multe altele.

Spatiul de lucru din fereastra FrontPage Editor este format din mai multe etichete. Bara cu etichete se ghseste
in partea de jos a spatiului de lucru si cuprinde efichetele:

o Normal, ce poate fi folositd cind editim in modul WYSIWYG;

o HIML, utilizatd cAnd vrem si editim manual codul HTML din pagina de Web;

o Preview, poate fi activati cand dorim si vedem cum arati pagina Thainte de a o publica.

Browser- cle redau anumite elemente fn mod diferit ceea ce impune cerina de a testa paginile, Tnainte de a
le publica, pe mai multe browser- e.

Dupd lansarea in execuiie a programului, exista trei posibilitdti ;

¥' Open An Existing FrontPage Web;

v Create a New Frontpage Web;

v Abways Open last Web;

2, utilizarea sabloanelor si a wizard- urilor pentru Web,

tn caseta de dialog New sunt prezentate diferite sabloane §i wizard- uri existente, din care wtilizotorul

poate alege modelul cel mai convenabil:
- Corporate Presence Wizard, ce creeazdi mai mulie pagini pentru generarea rapidi a unui site Web
pentru o firma;
- Disscussion Web Wizard se foloseste pentru crearea wnui grup de discufis propriu. Acesta poate fi
plasat intrun site din Web separat sau poate si fie inclus intrun site existent.
Din fereastra de prezentare a sabloanelor utilizatorul poate selecta forma doritd, iar, apol, parcurgind
pagii indicati, realizeaza obicctivul pe care si l-a propus;
3. crearea unei pagini sc realizeazi, de exemply, parcurgand pasii de Iucru urmiitori:
& din meniul File se selecteazi opfiunea New,
b se selecteazd opiiunea Wes afisandu-se fereastra cu numele sabloanelor cu care se poate
construi ugor o paging;
o se alege sablom! Personal Web care va afiga directorul implicit unde se va stoca pagina, dar
acesta poate fi schimbat cu usuringi.
FrontPage va crea o pagini noua afigind o imagine a acesteia in fereastra FrontPage Explorer. Dociomentul
homepage {pagina inifialg) va avea legdturi la toate documentele corelate, fiecare dintre acestea putdnd fi
editat cu ajutorul lui FrontPage Editor,

18

Pentru a lansa in executic FrontPage Editor, se face _chllblu clic pe‘ picfogratma S(ti)ict:;m;rll;uulu;
iy Hlomelage. Domennul MylTomePuss o & o e 3 meniar, cunoscule din alte programe
EZ;EE%%%IA::&?:E?;IZ géo:c;f;:f: HTK nu suit ?31) totalitialtcu: _V\T?’SI\FJV'YG, dar FromiPage oferd facilitdi
asemdndtoare, Programul acceptd tabele §1 numeroase alte facilititi din HTME.

Dupd efectuarea tuturor modificarilor in document, se selecteaza coman
apoi, £xif pentru a pariasi editorul FrontPage;

4. afisarea unei pagini in FrontPage. o )
P{ifnul pas este Jansareq browser- ului pe care dorim si vizualizam pagina, cum ar fi Netscape

Navigator sau Internet Explorer. in campul de adresd se r'.nfoduce mfme.le de.cale a?ﬂie Fj{frerulsz’:ﬁiit:‘t;tg)-
care confine pagina. Vizualizarea se mai poate face cu a}u!foruvl optiunilor din meniul File cu :
File, Preview in Browser prin care se va afiga fereastra specificd;
i Gturilor in paginit. . .
> -"ét;!:g ﬁiiglu, ne propﬁnim crearea unui site Web® _stch?at ?ns‘ﬁdirec.torul /. folc}en’il Mc;gazixnni,l ecar{e’:tsg
coniini paginile Index.him, Catalog him, Comanda. him, Polmcz.ht_m: Terti.htm 5iadHet p.tin;./l : ce;fsoﬂ vlsj/ nr
create eu un editor simplu cum este Notepad, WordPad sau folosind procesorul de ;x e g tabde.
fnainte de realizarea site- ului, informafiile de aﬁ;at pe mterFet irebuie sa‘ructurc;te u;t:a lip «“ ﬁdimmi
grafice etc.) §i dupd natwa lor (date de identificare _ﬁrma, pomencla_to_are, alre.seﬁ ::rtl ?e .i. Ddioru]
FrontPage este organizat in ideea conceptului de site ca §i colectie de pogini cu relafie nfre eie §
de fisiere de tipuri diverse. ) - ) -
i i ializat Wizard, pagii de concepere a site- ului sunt: ‘ .
fﬁ%ﬁﬁ;ﬁfﬁﬁ;ﬁ?: C;f‘:zlicteazé opgiu‘iei New si come&nda New Web site sau se activeazd butonul cu
' ; vid de pe bara cu instrumente standard; _ o
Slm.blo.fuslefect:Z:Z:;;lg;;ﬁ‘lea Iz)ne page Web site, care are ca efect aﬁsa-rea §abloanelor oferite d_e aph;,atle; w
3.- se selecteazii Corporate Presence Wizard specificindu-se destma;-za pe supo~rt mafgnenc,aug ili? v
salva site- ul (implicit se salveazi in My documenfs, folderul My \z\feb_Sﬂes). gupa CO;l li)Tei-r:nce prza,-d
site si a locuini de stocare, prin activarea butonului OK se {ar;seaza anstentul .ar;;or.c.: n; fresence. szar;r
care solicitd rdspunsuri la intrebdri sau cerinfe Tntr-o succesiune de pasi, parcurgi folosind butoa
: ack, Cancel si Finish. Acesti pagi sunt: ) . _
wale Ze-x;rient,area utilftarului, a avertismentului cd 'trebui'e 53 se re‘ispundé la mtrebar} dlespre f‘inia;trare
b.- selectia paginilor care vor forma site- ul; obhgatcgrle este pfig_ma H‘omﬁf cagie egen e Inare
in site- ul magazinului; celelalte pagini posibile se re.fera l_a nouviap (What sF ew), }'Jm“u;sjre pa
(Products/Services), cuprins (Table of C(_)ntets), conexiune inversd (Feedback Form) 1 cdu
Fom: incipald ia i ii drea pe prima pagind a site-ului,
c.- paging principald presupune selectia m.fonna;ulor care vor apar L p B B tooral de
gropate astfel: informatii introductive (Introduction), sc?pul Sfirmei (M1s5{0n - ment),
activiiate (Company Profile) si informafii de contact a firmei (Conte%ct— Int_“ormatlon),‘ diicari le site- uli
d.- pagina de noutdi va include dale recente asupra magazmuh_n, cum ?unt.l modificd riotes and
(Web Changes), eventugle comunicate de presd (Press Releases) si articole i recenzii
Reviews); o
e.- pagina de produse §i servicii prec
ulterior in pagini distincte. Pe pagina cgrt?'lse va crea ca rezul
inile individuale ate produselor si serviciilor; . . )
pagmﬂefl.]-u‘c];:;gierea prgoduselar ; serviciilor precizand pentru ﬁ‘ecal:e produs si servxc1'u‘amandun{e,fcx_1;na?1i'
fi+ denumire, caracteristici, pret, avantaje de consum, profit realizabil, formular de solicitare de informatg
i rodus sau serviciu, conturi, rapoarte §. a. . . o
supllmﬂ; ?I;giemsflr:rg pentru feed-back, folosite la -colec.'tarea de impre‘sr_'t‘ ale .L_1t11_1zat01;119r pr?fmd S;te(—FE}i
organizaia si oferta acestuia. Informatiile cerute Qe asistent despre vizitatorii szte;A E_ iut_m.;g : :;:;15 Ay
Name), loc de munci (Job Title), organizaifla din care faAce parte_(Company ilal ui ‘{ch o ag:ul
[nformatiile completate de vizitatorii site- ului se vor .pastra intrun fisier stoc_at pe _szrve;lu ]tab;:lar p
urmitor se poate decide dacd acest figier va fi compatibil cu programele de gestiune $1 de calcu. 4

da Save din meniul File, si,

izeaza numarul de produse §i / sau servicii care vor fi descrise
ltat al acestui pas vor exista legturi cétre

¢ Georgescu M, g.a. — Birotica. Instrumente gi metode de lucra, Ed. Sedcom Libris, Tasi, 2006, pag. 44
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I : . o .
ot e 1{;25;;2 :]i; ;z;z:;msf (;le_ Céﬁ,sare.a legdturilor cditre toate paginile site-ului; optiunile utilizatorului
unt: a listei de pagini, vizualizarea paginilor care nu sunt | : i
: : : , egate d i di
site, folosirea de blu!me san marcafori pentru paginile de pe nivelurile superioare; ¥ © celelalie pagini éin
_ - . e ’
Sitc-umig. . a;tetu 5-1 sz_zb.mlu! paginilor sta_bﬂ.md elementele care vor apare in partea superioari a paginilor
element;[e 1.:: " vsuntf._ S!fgla (l(_)go-ul firmet), titlul paginii, legituri citre paginile principale precum si
clemenicte © or 1l afiyate in partea de‘ Jos a fiecdrel pagini: legdturi citre paginile p:;inci’ ale, adrc:s$
rulul paginti, note asupra dreptului de autar, data ultimei modificiri; . :
i.- marcarea paginilor neterminate printr-un semn sugestiv; ,
J; - precizarea numelul, acronimului §i a adresei socieldfii comerciale;
- precizarea numdirului de telefon, fax si a 1 ale ; inci
de contaey e e ofon, fox §i a adreselor de e-mail ale firmei, ca principale informatii
I- . - . . .

o ;al;c.'.z;qwzle;i[e_ urmat d.upva u}chmerea lucrului cu asistentui, prin care la activarea butonului Finish
P F{ec‘a rcu 4 ulf :zatorulwd sd rdspundd la intrebarea dacd doveste s3 i se aminfeased ce mai esie de
. sarctnd are un indicativ de stare privind procesul d i ic l

. ) e realizare, adica daci reali
nu demaratd, un grad de prioritate, pagini inte sorcint ; ol 3 feeomtont i
1 inile as ificarii inii si ierii
encotve pag ociate sarcinil, data modificarii sarcinii §i descrierii sarcinii
Se = x . , , s
ot migé]ozrgf;r;:i Of:.ftui cta foio{s;rea asistentului specializal este relativ lejerd, dar personalizarea site- ului
umatoare de timp {ca §i in cazul utilizdrii asistenti pecializati in Vi ;
’ ] : : ilor s ;
prin urmare folosirea Wizard- ului nu este solugia optima. t pectalizafiin Viseal FoxPro);
frgafr-etf unui sn"e p::og;r.ia se poate face parcurgdnd wrmdtorii pagt de lucr:
2. Sel inirca de:mi?fzﬂel site-ului; de exemplu folderul Magazin amplasat pe unitatea C:\
opgiunee 0 e e;pa ajvggz;nr:.Page or Web din meniul File, comanda New. Din panoul de SaI'Ci_l:li New se alg;

. oppunea ;rtee :ge e] Szte~ §1.a]-egem §abionul Empty Web Site sau One Page Web Site. in primul caz E:
oreazd un sl Va:)iu, tgoF: fard nicio p:cxgmé -i‘n el, in cazul al doilea se creazi un site nou cu pagina vida
fnde 1.1[uj .Ca ; e?::; ; lmpct)'zw\)}/eb Slte, prin butonul Browse se precizeazi folderul de stocare a figierelor
e ol :’)K oo }é) u, C: agazin; dupi coqﬁnnftrca tipului de site gi a folderului de stocare, folosind
s !is,ta o ew este mchls‘automati iar site- ul este deschis in modul de vizualizar; folders
o ;'c')[ ere 3i figiere cu informatii asociate. Folderul Magazin confine doui dosare private d;
s tnformafiiior necesare regdsivii fisierelor de cdtre edi ]

: " 2 edit imagini i
ului pentru a fi deosebite mai usor de paginile Web for a1 fmages de sabvare a imaginilor site-
Cre - . - - - . ) a -
ot o rz;'lea f:)agmzlor site-ukui se pDi.ite realiza in mai multe moduri, recomandéandu- se ca aceasta si se
facd con fadn cu crearea relafiilor lerarhice dintre pagini, ca structurd de navigare. De pilds, 1
con i ] ; .
p SII erat; n.zaga;mul SC Paradzg_ma SRL, poate avea striuctura ierarhicd a site- ului urmi’{toar?;a'
. ﬁb?::f dom;. ce va confine elemente, cum sunt: Jogo- w/ firmei sigla, butoane sau al'te
e de direcfionare a utilizatorului citre celelalte ini, Wi di
¢ 7 ) uj pagini, nowtdfi din site (oferte
. speclla:le, evenimente, mesaje, etc.), facilitédti de cautare in cadrul site-ului, etc ¢
o ‘faagmzle Firma, Produse, Terti §i Noutdfi: T
" in de . . . .
rii;vﬂ-tar‘ea pe n'zvelu‘! 3 pagina Firma poate include istoricul, misiunea §i partenerii
ﬁe ¢ epét; ai matgagmullil, iar pagina Nout&ﬁ_ va prezenta evenimente (conferinge, activititi
de pregitire pro esionald sau management prin proiecte), articale din presd despre firma si
Pentry rfzforma;zz privind managementul resurselor umane ;
en ii i a :

o] o aﬁx:}z:lliarea structurii de navigare este necesard comutarea din modid de vizualizare Folders in

modus N i 2 _!are. perrn_1-te p{ezentarea refaiilor ierarhice dintre pagini. Ca gi in cazul tabelelor unei
e d e{gree, pagini j i relatiile dmfre. ele sumt de tip pdrinte — copil. Prima pagina este Home si se creazd

;age ;;au ; f ;zetm::d u; contextz-zal (click drea.pta pe suprafata albastrd) si selectarea optiunii New si Toa
pari;lte“ s Juc(; 1 uIt)onul_m _New Page din fereastra Navigation. Restul paginilor se realizeazi de iz

;Cﬁonare gate ,;, pii”. De pildi, pen_tru realizarea paginilor de pe nivelul I se poate proceda astfel:

orins oroatn o reai;:n‘a mouse pe pagina parinte Home, se selecteazd New, Page si se redenumeste nouz;

pagiod cread | If:ffelage I) prin chck. dreapta pe pagind si alegerea opfiunii Name, apoi se fasteazd noul
] o o . 1 s¢ va pr.oceda §i pentru celelalte pagini de pe nivelul 11 si IIf. Dupi crearea tutur
g Uo deru va contine figiere de extensie .htm pentru fiecare pagina realizati *
n n ) - - .
R j; }U—ag_m tc;“ﬁeage 1 sunl asociale frei nume: nane de figier cu extensia Jatm (ex. Index.htm), fitlul
paginii ce ¥ b1 llsz:l in browser {ex. pagina Index are nume Home Page) si nume pentru naviga.re aﬁ’s}al e
arele de navigare ale site~ ului (Home). dtribuirea wunui titlu de paging se poate face.ca ?a
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redenumirea numelor de fisiere, alegand din meniul contextual optiunca Properties sl tastarea in cdsula de

text Title a noului nume al paginii.
Stergerea wnei pagini dintrun site se face in modul de vizualizare Navigation, prin seleciarea

paginil, apelarea meniului contextual si selectia optiunii Delete, care admite alternativele de stergere
propriu- zis# sau de separare a paginii de celelalte din site (Remove Page for Navigation structure); aptitnea
se confirmi cu butonul OK. Stergerea unei pagini ,,pirinte” atrage dupa sine si eliminarea paginilor _copil”
asociate.

Pentru siabilirea elementelor de design
recerea in modul de hucru de vizualizare Design a flecirei pagini in p
click pe pagind sau prin selectia optiunii Page din meniul View. :

O temd graficd predefinitd este un set de elemente de formatare la nivel de text, fundal, butoane,
logo- uri de pagind, efc., grupate sub un nume §i adecvate integului site, pentru a asigura unitatea graficii.

Aplicarea unei tere se Jace astfel:
- din meniul Format se selecteaza opliunca Theme a cirei confinut include tema folositd curent
sete de validare pentru stabilirea unor

Current theme, teme utilizate recent, toofe temele disponibile §i ca
optiuni (culori mai expresive — Vivid colors, animatii — Active graphics, imagine de fundal — Background
pictare). Caselele de validare pot fi deselectate, dacd nu se doreste utilizarea lor;
- din panou! de sarcinj se selecteazd tema doritd;
- se determindi aria de aplicare a temel astfel: click stdnga pe tema aleasd in pagina curentd, click
dreapla pe tema aleasd 5i selecfia opfiunii Apply to selected page(s) pentru paginile selectate anterior, click

dreapta pe tema aleasd i selecfia optiimii Apply as default theme peniru fntreg site-ul, ceca ce va implica

avertismentul o aplicarea temei va genera inlocuirea formatirilor existente.

Ffectul aplicdrii temei este schimbarea fundalului; modificarea unei teme predefinite presupune
selectia optiunii Customize... din meniul contextual activat pe miniatura temei. Se pot schimba culorile,
elementele grafice, butoanele, bulinele, s.a. sau formatarea textului.

O alternativa la folosirea unei teme grafice predefinite cste schimbarea de ciltre utilizalor a
aspectului fundalului si a textului de pe paginile site- ului, ceea ce implica mai multe actiuni §i cuncagterea
aspectelor coloristice dorite. Astfek:

- fundalul se podte personaliza prin aplicarea unei imagini sau a unei eulori selectind Background
din meniul Format. In fereastra afigati se pot stabili: imaginea de fundal bifand cisuta de validare
Rackground Picture si alegind o imagine patrivitd folosind butonul Browse; daci se doregte ca imaginea sé
apari inir-un format semitransparent se selecteazd si cisuta Make it a watermark; cufoarea fundalului gi

culoarea textului;
(Hiperlink), vizitate (Visited Hiperlink) si active {(Active Hiperfink).

- culoarea legdturilor nevizitate
Fundalul se poate modifica §i in cazul unei teme implicite dupd anutarea ei prin succesiunea Format

Theme... — All available themes No theme, click dreapta Sel as defauli theme.

Daca se dareste folosirea unor zone comune ale futuror paginilor se pot folosi chenarele partajate.
n exemplul considerat, in site- ul de prezentare a SC Paradigma SRL, cu structura creati, cireia i-am aplicat
tema Global Marketing, dorim sd realiziim urmétoarele zone comune: un chenar in partea de sus a paginii
de afisare a siglei firmei §i a unui banner cu titlul paginii; un chenar In stdnga paginii cu butoane de
navigare in cadrul site-uluf §i un chenar in partea de jos a paginii de afisare a denumirii §1 a adresei de e-
mail a proiectantului de site. Pagii de realizare a chenarelor pariajale sunt:

- activare optiune prin succesiunea Tools — Page Options...— Authoring — bifare ciisufd de

validare Shared Borders;

- fixarea pozifiei gi a rol
chenare partajate in partea de sus Top,
butoane de navigare. Chenarele pot fi real
Pozitia chenarelor se confirma prin OK. Co

si pentru completarea site- ului cu informatii, este necesard
arte. Comutarea se face prin dublu

wilui chenarclor din succestunea Format — Shared Borders. Se pot realiza
de jos Bottom, stinga Left, dreapta Right care pot sau nu s34 aibd
izate pe pagina curentd sau pe loale paginile site-ului (41l pages).
mentariile implicite se pot fnlocui cu un confinut darit.

Banner- ele de paging suni un mod rapid de adaugare de tithiri de pagind. Daca site- ului san paginii
i-a fost aplicatd o temd; in caz contrar, acestea vor conjine numai text care poate fi formatat dupd dorintd. O
conditie pentru realizarea banner- elor este existentfa unei structuri de navigare a site-ului; banner-ul nu este
vizibil pe o pagind care nu este inclusd in structura de navigare. Pe bamner apare numele dat de utilizator
paginii, cénd a redenumit-o in modul de lueru Navigation (neme de navigare); cind se schimbi acest nume
se schimba automat g banner- ul paginii redenumite. Juserarea banner-ului se face in partea de sus a paginii
curente, prin succesiunea: Jnsert Page Banner — selectie tip banner, tex! sau imagine.
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Structura de navigare se constituie dintrun grup de butoane carc condue citre paginile site- ului,

Regulile de urmat Tn crearea structurit sunt: nicio pagind nu trebuie si rimang in afara site-ului si niciodati

vizitatorul nu trebuie s3 ajungd Intrun punct izolat din care si nu mai peaid revent in site. fn cazul site- ului
de prezentare a firmei Paradigma sunt utile dous grupuri de butoane sub forma a doud bare de navigare: o
bara: cu legdiuri edtre paginile ,,copil” ale unei pagini, amplasatd In partea de sus a chenarului partajat i o
bcvxm cu legdturi cdtre paginile de pe acelasi nivel (pagini ., surori”) i, suplimentar, un buton cu trimitere
cétre pagina Home, bard pozifionatd in partea din sidnga o paginilor,

] Prima bard de legitwri se creazi prin succesiunea: pozifionare cursor sub banner- ul de pagind —
selectie Jusert Navigation din meniu — alegere cotpanenii Links Bars din fereastra deschisa - tipul Bar
based on naviga.tz'oln structure — alegere aspect butoane- bard, ca de exemplu, Use Page’s Theme care di
butoanelor coloristicul temei alese anterior (Global Marketing) — precizarea orientdrii butoanelor orizontal
/ vertical — Finish ce are ca efect cerinfa de precizare a legdturilor din bard {in cazul prezentat citre
paginile ,,copil” ale paginii curente — Child level).

. Similar se realizeazd §i a doua bard de legituri din stinga paginii, cu deosebirea ci hutoanele se vor
orienta vertical, iar la pasul final se selecteazd Same Iavel — legdituri edire paginile de pe acelagi nivel 51
Home Page din sectiunea legdturi suplimeniare — Additional Pages.

- Cum prima Paginé Home nu are pagini ,,surori”, ci doar 4 pagini ,.copil”, bara de [egituri din stdnga
paginii nu va avea nici un buton si bara de sus va fi eu 4 butoane. Comentariul relativ [a afigarea fegiturilor
nu va fi afisat in browser. Site-ul rezultat in urma acestor operatii se poate previzualiza cu optiunea Preview
in Browser.

Addugarea textulul Ttro pagind Web este la fel de facild in Microsoft FrontPage ca si in Microsoft
Word: se redacteazi textul de la tastaturd sau se adaugi text copiat sau mutat dintro alti aplicatie sau zoni a
site- ului. Daci se doreste aducerea unui text deja formatat, se recomanda | lipirea” sa prin succesiunea: Edlit

s Pas:.te Special — Normal Paragraph care anuleazi formatirile initiale si le aplicd pe cele ale t-emei
redefinite. Textul poate fi inserat dintfim fisier separat prin succesiunea: Fasert File — selecyie figier —
Open, cu cerinta ca fisierele s3 fie de format .t sau .doc.

De asemenea, formatarea textubui este similaré cu cea Jolositd de procesoare sau editoare de texte:
se selecteazi textul, se aleg optiunile Font sau Paragraph si se aplici optiunile dorite. Se pot utiliza §£
instrumentele de formatare din bara de instrumente.

) Inserarea imaginilor este similard cu cea ficuts prin celelalte programe ale Microsoft Office. Din
mf':mul Insert — opfiunea Picture — se alege tipul de imagine dorit astfel: Clip Art imagine din gz.deria
Microsoft Office; From File imagine stocati pe suport magnetic; From Scanner or Camera imagini scanate
sau de pe cadrul de memorie al unei camere digitale, cu cerinta ca dispozitivele si fie conectate Ja caleulator:
New Photo Gallery album de imagini aranjate in diverse moduri; Movie in Flash Format anima;if’:
Macromedia Flash realizatd In prealabil; New Drawing desen nou realizat cu instrumentele din bara Draw;
Autc.)Shap.es form4 graficd noud din lista aferentd Microsoft Office; WordArt text stilizat; Video fisier vidco:
Pe site-urile Web formatele grafice mai folosite sunt -gif (Graphies Interchange Format)’ca.re foloseste pﬁnz'i
la 256 de culeri cu imagini mici, adeseori animate si formatul .jpg sau jpeg (Joint Photographic Experts
Group) ce suportd aproximativ 16 milioane de culor folosit pentru fotografii $i imagini de dimensiuni mari

o O galerie foto este o colectie de imagini organizate dupd o anumitd temd. In album sunt prezenta;te
miniaturile imaginilor; de ex, pentru site-ul firmei Paradigma dorim s credm o galerie foto de prezentare a
produselor firmei. Aceasta presupune: plasarea cursorufui in locul de creare al galeriei — meniul fasert —»
selectarea optiunilor Foto Gallery. Fereastra deschisi prezintd optiunile de adiugare de imagini, de editare
de stergere, modificare, ete. Se poate alege aranjarea verticala a folografiilor prin optiunea Vert:'ca! Layoul‘i
se poale remarca faptul ca inserarea unei imagini nu inseamna si salvarea ei; de abia la salvarea modiﬁcérilo;
dintro paglpé prin optiunea din meniul File se stocheazi copii ale imaginilor inserate in pagina.

Editorul FrontPage oferd posibilitiii de aranjare a informaliilor de diverse tipmi pe paging sub

Jormd Iabe!a{-a” prin: amdarea marginilor, alipirea celulelor, colorarea diferitd a fundatuhii acestora, efc
Tabt?]ele devin invizibile pentru vizitatorii paginii prin setarea la zero a marginilor acestora, apziréndjdoar.'
aranjarea continutului de site. Astfel de tabele se numese fabele Layout de aranjare sau orientare, Pentru a
- fnsera un tabel x‘;tv_tro pagindg Web deschisd in mod Design se procedeazi astfel: se plaseazi cursor;.ll in Jocul
mserarii — se activeazi optiunea Table din meniul T — i i i

i cazal tbclelor Wos pt nsert — se stabilese coordonatele dorite ale tabelului (ca

Cind se publici pe Internet un site Web, acesta primeste un nume urnic, care devine adresa site- ulyj

Interconeciarea paginilor si a site- wrilor se realizeazi cu ajutorul hiperlegdturilor (Hyperlinks). Procesul de-
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e cursor in local dorit si apard legitura — selectia o.p;i.unii

Hyperfink din meniul Insert, prin care apar optiunile de definire a legaturii; dupa 'sen:lec;za op;zum{or.

Verificarea legiturii se face prin click pe textul acesteia cind pagina este pra?v;z?lallzata in _modul Preview
fica i fn modul Design prin combinafia Ctri + click.

sau deschisd prin browser. Se mai poate verl . g ! ; |
Legéiturile citre o pagind sail un site Web deja create pot fi exferne, caire alte site- uri sau interne,

cétre o pg%g; (cil;n;;::[.nplu dorim a realiza o legdturd externd inive pagina :T erj.f' a firmei Paraalfigfn; _ _c?ni'e
site- ul unei firme partenere, atunci vom alege ca punct df"insrirare a legdiurii, mcep?ttul pagm:zl efr.;z. el}
acest scop in fereastra Insert — Hyperlink se comp!e'teaza in casuja de text Text to display numele firm
partenere, iar fn casuta Address, adresa site- ului firmet partenere-. o
Crearea unei legdnuri citre un site extern se poate face §i prin simpla tastare a
pagina deschisd in modul Design. i o

Pentru a realiza o legdiurd internd ne fixdm in chen'arul ! rtea de | t 1
dorim o legaturi cu pagina Produse, fastam numele paginit Pro:}use, 11‘ ﬁeiectarr.l 5t din mf:mul conte?;mc;a
alegem optiunca Hyperlink. Textul Produse va apdrea in fercastrd datoritd selectiel, dar mal este nevoie de

declararea adresel, ce s¢ realizeazi selectand din lista Current Folder figierul Produse him.

Concomitent cu crearea unei pagini noi se poate cred §i 0 legdturd; pentru aceasta, duPé selectarea
Hyperlink se alege opfiunca Create

rextulul care trimite citre pagina noud si activarea ferestrel Insert —

Document si se introduce in cisuia Name of New Document, denumired noii‘pagini, care se va salvau in
acelasi folder; din gruput de butoane When to edit se alege prima alternativd: Edit the document later dacd se

doreste completarea paginii mail tirziu sau a! doilea buton Edit the document now, dacd pagina se

completeazd imediat.
O altd Jegdturd importantd in
(Web master) sau a proprietarului de site. U-
personalizate la intrebarle lor, iar cei ce fntrefin site- v
cxrora I se adreseazi, Pentru crearea legaturii ciire o adresd de e
optiunilor de creare a legaturii, in fereastra Insert — Hyper!z‘nk' se al
Orice tip de legituri se mai poate realiza §i de pe o imagin
i intr-un procedeu meniionat. o
hypeﬂmieljg:cl::ga paginilor intre eE’e se face si prin folosirea butoanefor interact'{\{e, ca a}tematwallfi biarelc; 3&3
navigare (Link bars), Inserarea unui buton de navigare se face astfel: se paz!poneazaucuf‘sm_fu n (‘)Cuu e
inserare al butonului — din meniul Insert se alege Interactive Bulton — se Isele_cteaza din lz.sv'za _aﬁ;at€ UM
buton adecvat culorii din restut paginilor — fin clsufa text se tasteqzdi expl:tcaﬁc-: Ce urmeazi sa apard pe
buton — in zona Link cu sau fard ajutorul butonului Browse se prjcizea.zé destinatia legdturii. Butonul poate

izat utilizénd optiunile din cadrele de paging Font sau Image.

ﬁpersoncacl:;féle suni o aﬁimat:’v& a tabelelor pentru aranjarea confimadudul wnui .Sfte. Un_ set fle cadre este
format din pagini distincte, de exemplu, daci o firma are un site.restrﬁns format din pégm_lle- Slgla_htm :i:are
contine numat sigla proptie, Produse.htm, Furnizosi.htm, Legéturl.th cu 2 butoane care i£1m1t catrle produse
si furnizori pentru a realiza navigarea n acest site utilizdm un contam_et; de cadre ca pagina care .sé e contind
pe toate celelalte, structurat astfel: sus pagina Sigla, in stinga Legaturi, in cent.ru. .Produs_e i Furnizori, can.a se
din stinga. Crearea paginii container s& face astfel: se

vor incdrca in aceastd zond la activarea butoanelor g
deschide meniul File si se alege opiiunea New; din panoul New subopiiunea New Web Page se alege
opliunea More Page Templates; dintre sabloanele penfru paginile cu cadre Frames Pages se alege sablonul

Banner and Contents. Fereastra container ce apare conjine 3 eadre, ficcare cu 2 opﬁum:: de se_:lectare a unei
pagini existente ca si continut al cadrului Set Imitial Page, ca gi in cazul ex.emplu.lm (_:onsuierat cénd se
incarcd paginile disponibile, sus sigla, in stinga Legdturi, in centru Produse §i Furnizors, san crearea unei
pagini noi New Page care va deveni continutul cadrului. Apdsind acest buton, cadrul se transf?rm:-i 1-ntro
paging goald, ¢a §i cum s-ar incepe constructia unei pagini in modul de lucru Design, dar in limitele
cadrului. ) _

Dupi completarea tuturor cadrelor, pagina container se $
se salveazi pe rind, far pagina container se salveazi 1a sférsit). ) o )

In conchie, editorul Microsoft FrontPage oferd o serfe de Sfacilitgi privind crearea §i dezvollarea

alternative, avind o tem3 grafics, bare de legdturi, banner-e, informatii de tip text §1 o
1 unui site se poafe structura gt

realizare a unei legaturi presupune: pozifionar

adresef Web (URL) in

partajat din partea de jos a site- ulul. Dacd

site- urile Web este cea cdtre adresa de e-mail a adminisz‘ratoruluf'
tilizind aceastd legaturd, vizitatorii pot primi rﬁspunsurf
1! au avantaju! comunic#irii de oriunde §i oricind cu cet
-mail, dupi selectarea fextului 51 apelarea
lege optiunea E-mail Address. )
e prin selectarea ei gi prin atagarea winl

alveazd in mod obisnuit (paginile noi, create

urd Site in varianfe ba : _
galerie de imagini, Tntre care se pot crea hiper- legaturi diverse, iar continutu

ierarhiza prin tabele Layout si cadre de pagind.
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Un Web site nu se realizeazi folosind doar un singur limbaj de programare san un singur program.
Alte programe, mai frecvent folosite, i siglele asociate, pentru crearea §i gestionarea de site-uri sau aplicatii
Web sunt urmitoarele:

Flash MX reprezintd un viitor standard industrial ce permite crearea de continut bogat pe diferite
platforme i dispozitive, El contine elemente incorporate de productivitate ridicats, suport Tmbuniititit de tip
media, modalititi de publicare sau modele de ajutor. Functioneazi pe bazi de layer (strat), si “motion tween™
animatic si este un program flexibil, ugor de folosit chiar si de Tncepitori, singura limitd fiind imaginafia
designer-ului.

Macromedia Dreamweaver MX pune la dispozifia utilizatorilor o puternici combinatie de modele
standard de dezvoltare, opiiuni deoscbite i unelte de inalt nivel, suport de editare de cod, permitind astfel
dezvoltatorilor §i designerilor s& creeze aplicaiii de orice tip, pagini web standard §i aplicatii performante.
Pornind de la optiuni de implementare de CSS (Cascading Style Sheets) pani la editarea de cod scris de
méni, Dreamweaver pune la dispozifie uneltele de care este nevoie pentru un mediu de dezvoltare
profesionist. Dezvoltatorii pot folosi Dreamweaver alituri de tehnologia server pe care o doresc pentru
realizarea aplicattilor internet ce permit conectarea utilizatorilor la baze de date, servicii Web si sisteme de
securitate. in acelasi timp, Dreamweaver este un HTML editor, indicat incepétorilor care nu cunose foarte
bine limbajul HTML si care cu ajutorul acestui program pot crea site-uri, folositor si profesionigtilor care, cu
ajutorul acestui program, pot crea site-uri si aplicatii Web cu adevirat reugite si profesioniste.

Adobe Photoshop este un program specializat In lucrul cu imagini, folosit pentru crearea §i editarea
imaginilor din site-uri. El este foarte flexibil §i are o interfatd intuitivd care permite o multitudine de
modificiri necesare in mod curent: editidri de luminozitate si contrast, culoare, focalizare, aplicare de efecte
pe selectii, refusare de imagini degradate, numir arbitrar de canale de culoare, supott de canale de culoare pe

, 8 sau 16 biti, efecte pe layere diferite atc.

Er

CONCLUZII

Activitidfile de maketing pe internet au ca seop’ principal at fragerea clientelel polenfiale printr-o
informare §i comunicare adecvate asupra ofertei si derularea activitifilor cemerciale cu eficientd sporild.

Printre avantajele marketingului pe internet se pot remarca:

- diversificarea ofertei si sporirea vitezei de tranzactionare a afacerilor cu tertii;

- micjorarea cheltuielilor comerciale ale intreprinderii si, implicit cresterca profitabilitatii
intreprinderit;

- informare i comunicare prompti §i atractivi cu partenerii in afaceri, disponibilitate non-stop a
informatiilor privind potenglalul si atuurile intreprinderii;

- consolidarea §i dezvoltarea relatiilor comerciale;

- Imbunatétirea serviciilor folosind §i informaiile de “reactie inversd” (feed-back-ul) ale partencrilor
ete.

Totodati, sunt de constatat $i semnalat riscurile 57 dezavantajele marketingului electronie, cum ar fi;
atentatele “hakerilor” de fraudare a agentilor economici, “spargerea” accesului ia baze de date si cunogtinte
confidentiale, lezarea “intimita{ii” firmelor, lipsa contactubui direct intre parteneri, dificultitile financiare
care limiteazi accesnl la noile tehnologii, etc.

Indiferent de evolutiile contradictorii, uneori, ale informaticii si electronicii, marketingul pe internet
cunoagte o dezvoltare de ansamblu continud,atit la nivel global cat si in tara noastrd, asa cum o atestd datele
cu caracter statistic, publicate in revistele de specialitates.
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ABSTRACT: Engineering of organizations requires the definition and application of modern
management and marketing Strategies in the confext of exploitation of new information and
communication technologies in computer networks. E-marketing provides the necessary access and
efficient use of environmental information to allow optimization of market relations protagonisis,
berefits, primarily to improve economic and JSmancial relations between the companies. Design and

editing sites are prerequisites for achieving attractive desiderata of modern commercial, profitable for
both bidders and customers.

INTRODUCTION

The globalization of financial and economic exchanges between companies, their adaptation of the
complex environment of market econoniy, assume using flexible and creative ways to address customer-

producer relationships. The reorganization of the company through marketing perspective and engineering of

organizations stands as a method of design and redesign of orgonizational structures, in accordance with the
requirements and business dynamics in order to increase the market value of companies. The main goal,
pursued by the engineering organization is adequately meeting customer requivements in terms of
profitability in the enterprise, linking the infernal structures established by relationship management with
third product, using the new Information and Communication T echnologies (ICT), implemented in computer
networks.

Classic, the making of a commetcial transaction involved market research information on the
transaction, finalizing the commercial contract, sell a product / service and payment. fn these conditions, no
enterprise can afford o operate on the market without a clear, short-term medium and long term goal, to
assure success in relationships with partners, in terms of rationality, efficiency and profitability of the
organization. In a comprehensive manner, Internet marketing and e-marketing is the promotion of goods and
services on - line, to both existing cusiomers and to the new, potential methods and strategies of ICT.

L INFORMATION AND COMMUNICATION THROUGH INTERNET

By connecting to the Internet, companies can provide competitive advantage through: the
primacy of the market, advertising before launching the actual supply, continuous improvement of
performance by adapting better offer to the user’s requirements, develop market continues to own and
penetrate other markets under permanent control.

Distribution of information through the Web is crucial in achieving market success of a
company providing key competitive advantages, such as boosting sales, atfracting new customers,
promoting company image and brand, etc. First step for Web advertising is achieving the website and

. collection of interconnected pages depending on the structure of information required 10 be presented,
going through phases of work following: development of one position sirategies, behavior and

development target, define the structure and site creation, improvement and testing and implementation
of web site in its final form.

26

" . ;
In carrying out site information and communication network on the ¥ntemet, 511) f-usffsz ,;:ﬁdzs
is given by the nature of relationships between pariners. In generall, relatzo}r:s csj;lrllmﬁo.ris ';{‘he ch o
online shops, for mr fo I as electronic or embassy or z to r for ax:!tlons Su?d fsthe custor;ner e
’ i ices, internet service provider,
ts of a model are: supplier of products / services, in : t
elen;f12mer another busiﬁess, public government or employee. ]n{emet bus:rfess mOd:ff{én};l?:_
zo:nmonly Gsed are: elecironic shop (e-shop), department store (fa-mai_l), electronu;ggt)méeneﬁts e
rocurement), the electronic auction (e-auction), virtual _commun_lty (vu'tuald c;orinmof e the
glectronic services (e-service outsourcing), brokerage information and models P
pubhmt}'Il:o start your own business through the Internet, main actions to l?e perfomed by ig Co'mpﬁﬁ
-clude establish variant or plan "page / site on the Internet”, appropnate b.usmesj shtra glzsc a
Eztics that are contained in its business plan, defined objectives of the organization and f4e project by
i i i t.
ing. testing and launching the site on the Interne . ‘ _ ] )
creatlng,The mfin reason why many companies have not developed iolutions in t‘Iie ‘t;umg:e:ssrlz ;I)lf.l:
ity 1 i i i itted over the nefwork a prerequisite for
is problematic of information fransniitte twor _ s

iezzi::;?s eflfjiciency promoted through cyberspace. ICT Security is fo find solu_rmns ft(;‘ elntr;n;c::;

item‘ial damage from enemies or o reduce to an acceptable level of quality c{)s tr;zaattadis
’; ortunities of information are direct attacks on business eﬁ‘ic:zency. Systems are su d_] ec 1o altacks
’ffg:n the appearance of the Internet, but it increased dramaticatly and _en'counte;z co dera
economic and financial losses. In general, in order to ensure safe transmission }c:f ta s N ary
to transform data sent to a channel "end-to-end", by encrypting and decrypting them.

ITE
2. STAGES OF DESIGN AND CRITERIA FOR A S ) o ‘
In addition to issues related to planning, layout a,nt;d1 p;olgiran']mmg of a certain site, the main
igni i ] idered the following:
designing a business website can be considere ' . - )
e 0{ settg;ng g;’he type of site that may be, in essence, ”con?pany" oF nliformatzon t;geé E}fuz
decision -must consider who is the writer of the site (private gldmdual, a firm's representative,
j 1d be addressed;
e company, etc.) and the audience that wou _ ) _
e 2 p’T?g;'ng”content. Information should be collated in depem?mg. on thelrdnature', star;ct;;;
and the .possibilities of illustrating the elements. A company websr-te is fo.cusje on 1;1.5; b and
interactive information with third parties, and an informational site chain is oriente
hetics and presentation; o ) )
aestne I3 Esiallvalishr‘ng a project of "navigation map" (navigation map) wh%chhthen _ma{; gqr;:;
improve:'nents Map is a simple drawing in which the home pag; (hon}:le page) is & e;ac;:: goiclilswe
ites i her or are independent. Homepage mu
the other sites are connected with each ot or : :
and suggestive in presenting business, to provide information about the goal, it takes less load and
ct visitors to browse the entire contents; . ‘
e 4. Navigation structure determination for the reader to easﬂy' bugrd on ;léep;ngzs::gafo;ici
; i tructure, which allows moving from o
content. You can choose between a linear s ) o O B onies
i t page tree or a complex structure ;
equence, a free structure, with the host roo X
:u'g interl}nked. Important is that the main page to reflect the correct structure of the site to atfrac
isitors interested in business; ‘ _ ]
vistors ;1'1 Choosing a design according to the subject. When creating t'he Fies:lgnd_shqi:uldarléz
consider-ed image attributes, such as composition, shape, color and presentation 111 the display
. . X 1
lance harmonization between objects inserted; ) .
> bam; site testing involves checking the correctness of the preseptatlon of syntactically (t};t}
com liaﬁcc rules of construction) and available information (semantic content), .the_accumcyand
linkspon the same page, but links between pages (the site to comply exactly navigation map

meet projected goals);
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7. Choosing the place or places where you have saved your site. Files to Web pages will be
stored is in a single directory on your web server. Appropriate file host page will be named
index. htm (I} or defaul htm (1) and the URL must be verified.

Evaluating a site considers compliance with quality criteria, as: :

e lgyout and organization of information. Their criteria are logical, easy to apply and does not

contain unnecessary information, duplicative

* gccess time. Internet connection is quite expensive, which means gas output report and balance
between the amount of information included, presentation graphics mode and load time of Web
pages so that potential users to obtain "useful” information;

e treatment unity, in terms of design of all pages belonging to the site. To "return” on the host
must use the same type of connection, which is placed in the same place on the page. Also there
must be used the same design banners for any buttons or other objects contained. Treatment unit
easily allow any changes that are necessary in the design and development of the site;

* Effective Web-site navigation. Users of the site can easy navigate through its pages, taking
advantage of browsing through - a coherent structure, possibly nonlinear, but it must be
intuitive, 50 that useful information can be easily found, if the structure is more complicated
presentation is recommended explicit on the host page or the navigation map;

o updating the site. The upgrade is required /o do more ofien, period changes and deadlines can be
set from the beginning. These changes may be announced in an attractive homepage, so visitors
can go directly to endorse new information;

= portability of networking site. Since the design phase, should be considered website visitors,
which means that visiting the site is not restricted to using certain computers or resources;

* interactive website. &

From the creator of the site and its visitors to have a permanent connection that can be
through:

- A timer counting visitors;

- Enabling the sending of electronic mail, even on the page;

- Request for suggestions and comments from visitors, who then be treated and resolved
carefully helping to improve the site.

Any company that uses the Web as a source of income, fo assess, test and "manage” their
performance through e-business infrastructure. Responsibility of a successful manager is to
increase the operational efficiency of the enterprise by using minimal resources and effectively
materialize the investment or made worse by the company in e-business infrastructure.

Along with Web services development, was born one new series of issues concerning the
assessment and management of applications implemented and distributed, which are based on
specific services. And in this situation, performance management applications based on Web
services can only be done as a service rather than using sofiware.

3. EDITING OF WEB SITE FRONTPAGE WITH OTHER PROGRAMS

A simple Web page editor can be achieved using HTML (Hyper Text Mark - up Language)
or using the sites where templates are available to Web pages and that would get and process
images from Web pages need to use GPU,

Browser is the tool to view Web pages. The most common are Internet Explorer and
Netscape Navigator, using a graphical interface that allows easy viewing and attractive pages and
Web sites. Each of them have more options.

HTML editors of Web sites can be achieved even if HTML is not known. They fall into two
categories:

- WYSIWY G type (What You See Is What You Get, means "What you see is what you
get");

- Editor in HTML.

WYSIWY G editors can be used easily even by they are not IT scientists. Although many
options and buttons, simple Web page development is relatively loose, providing templates
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such editors are: poor control

; irements. Disadvantages in
(templates) to complete wishes and requir S g, ot Sonte

over how the site will show in the end, allo\a\cfi andad;;n;ed HTML Pr
than normal this is because it is specified and added your own etc. »
e HTML Editor allows viewing Web pages and make a number of other features that facilitate
k team planning, layout and performance of a Web page. _ -
" Ccm‘lZpom:nf‘r of Microsoft Office software package, FrontPage 15 a Web page eiic}’rror I;la:
rovides full access to language facilities for HTM, making part of the WSIWG editors tha
Ia::llow the user to see how the page will look, while creating them. It provu{es ogpo;:tumtze.z for
achieving multiple pages from the simplest to the most complicated. The technique is visual, o ]gct
iented, highly intuitive. _ ‘ .
- Makgirng Web pages with this editor requires (only) knowing the meanings of ﬂ?e _mem;
options. The main menu is similar to the Word processor documents, the differences consisting o
tions that relate to specific elements of editing Web pages. _ )
* Microsoft FrontPage is one of the best existing software’to create Web sites. Itis gnzt onl;;‘
an editorial of pages, it provides tools that helps you manage sites and Web pages. The editing o
Web pages, main activities are: )
1.p s%arting work with Web sites. As a WYSIWYG editor, the most popular browsers, the

processor is very good in recognizing standards and generaie the correct HTML code. He

recognizes and facilities Internet Explorer, such as dynamic HTML, cascading style sheets

(Cascading Style Sheets) files definition channels (Channel Definition Files) and more.

Desktop FrontPage Editor window consists of several labels. Bar labels is in the bottom of the

workspace and includes labels:
s Normally, you can use the WYSIWYG edit mode; ‘
e HTML, used when we want to manuaily edit the HTML code of your w.ebr'aagt?,
«  Preview can be enabled when you want to see how it Jooks before. publishing it. bof
Browsers render elements differently which imposes the requirement to test pages betore
you publish. : o
After launching the program, there are three possibilities:
¥ Open an existing FrontPage Web;
¥ Create @ New FrontPage Web,
¥ Always Open last Web;
2. Use templates and wizards for Web sites.
New dialog box are predicted different templates and w
can choose the most convenient model:
- Corporate Presence Wizard, which creates multiple

for a company; ' . '
- Disscussion Web Wizard is used to creafe a proper discussion group. 1t can be placed in a web

site separately or be included in an existing site.
Form the presentation templates window th(? user
going through the steps, which made the proposed objective; .
3. creating a page is done, for example, working the steps following:
] elect New opfion; _
g:};;jeebnfp[;liloi is selecteti the window displaying the name templates that can easily
c gﬁn&;ﬁ%i% template is selected which will show the defanit directory where to
store the page, but it can be changed easily.
FrontPage will create a new page showing a picture o
Document homepage (homepage) will have lirks to all relate
edited with the help of FrontPage Editor.

izards available, from which the user

pages for quick generation of a Web site

can select the desired shape and then

fit in the FrontPage Explorer window.
d documents, each of which can be
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To launch the FrontPage Editor, double-click the dock icon MyHomePage. MyHomePage
document contains several pages of text you can edit to customize information. FrontPage Editor
uses icons and menus known in other Microsoft programs. HTML editing tools are not fully
WYSIWYG, but FrontPage offers similar facilities. The program supports tables and many other
features of HTML. '

After making any changes to the document, select the Save command from the File menu,
and then Exit to exit the FrontPage editor;

4. Displaying a page in FrontPage.

The first step is to launch the browser you want to view, such as Netscape Navigator or
Internet Explorer. In the address introduce the path to the file name index.him (1) that contains
page. View more can be done using the File menu options fo the sequence: File, Preview in
Browser window that will display specific;

5. Editing links on the page.

For example, we propose the creation of a website stored in the / siore folder, which
contains pages index. him, Caialog him, Comanda.him, Politici.htm, Terfi.him and Help.him. pages
can be created with a simple editor such as Notepad, using WordPad or Microsoft Word processor.
Before proceeding to the site, the information displayed on the Internet can be structured by type
(text, tables, graphs, etc.) and their nature (company identification data, catalogs, third addresses,
cte.). FrontPage Editor is analyzed in the idea of the concept of body site as the collection of pages
with a relationship between them and a set of files of various types.

Using special assistant Wizard, the steps of designing the site are:

1. From the File menu select New and Command option gives New Web site or document icon
button activates the vacuum standard toolbar;

2. select option one page Web site, which results in displaying templates provided by the
application;

3. select Corporate Presence Wizard specifying the destination, which will save the site (default
is saved in My Documents, My Web Sites folder). After confirming the type of site and place of
storage by activating the OK button launches the Corporate Presence Wizard assistant. seeking
answers 1o questions Of requirements in a sequence of steps, traveled the wsual Wizard buttons:
Next, Back, Cancel, and Finish. These steps are:

a. presentation utility, the warning that the answer to questions about the company;

b. the selection of pages that will form the site, binding the home page as entry clement site
store, the other refers to the news pages possible (What's New), products / services (Products /
Services), contents (Table of Contets), reverse connection (Feedback Form) and search (Search
Form);

c. main page requires the selection of information that will appear on the front page of the
site, grouped as follows: introductory information (Introduction), the company's purpose (mission
statement), the activity (Company Profile) and contact information of the company (Contact
Information);

d. The news page will gather recent data to the shop, such as changes 1o the site - site (Web
Changes), any press releases (Press Releases) and articles and reviews (Articles and Reviews);

e. products and services page indicates the number of products and / or services which will
be described subsequently in separate pages. On the page that is created as a result of this step there
will be finks to individual pages of products and services;

[ description of products and services, in each product and service details such as name,
features, price, consumer benefits, profit made, application form for additional information about

- the product or service accounts reports.

g forms for feed - back used to collect users' impressions on site, the organization and ifs
supply. Jnformation required by the assistant to the visitors of the site are name (Full Name), job
{Job Title), of which organization they belong to (Company Affilation), address, ete, Full details of
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site visitors will be kept in an file stored on tge Webds;rva:r. The next step can decide if this file wilt
i i ent software and spreadsheets; '

o C0ml;ft:i?;ec‘;’rg}elgagzzjndisﬂay links to allivages of the site, usef options are: autotmauct: up;la;:
of the list of pages, view pages that are linked to other pages of the site, using dots or tags to pag
on iget ?:;;S,header and footer elements setting it will appear af the top of site pages, such as
logo (lt;géo), title page, links to home pages and item.s to be displa:yed in th‘e bottom of each page:
links to pages, address producer page, notes on f:opy}'lght, last modified date;

i. unfinished pages marked by a suggestive sign;

j. indicate the name, acronym and address oj.” company; " _ : -

k. specify number of phone, fax and e-mail address of the company, the main company
COﬂtaCt; ﬂi;}gﬂ ?igzg; of the assistant after work followed by the Finish bufton to activate wizard
prompts. the user to answer the question if he wants to be reminded what to do. Ea;? task‘ha.s a
voice on the implementation status, ie whether or not starte_d ’Ehe construction of a high priority,
pages associated with tasks, tasks modification date and description of thattask. e
It is noted that the use of specialized support is relatxvz‘aly. easy, b.l.lt customizing the site [is
sedious and time consuming (as for use in Visual FoxPro specialized assistants), so the use of the

wizard is not the best solution.
Creating a website can be made by the following steps: )
1. Define the destination and the site, eg store folder Iocated on drive C:\ .
2. Selection of Web Page option from the File menu, New c_ommand. From the New \;}asb
pane to choose:option One Page Web Site and choose Empty Web $1t§ tn?mplate or On_e Pagf:t We

Sjte. In the first case creates a new site, empty, without any pages in it, if the second is crea m%ha

new site with index him blank page. The Empty Web Site option, the Browse. button t(; ;pectify e

folder file storage site, for example, C: \ Store, after conﬁrmu{g t{le type of §1te :_md fo gr Sf olilage,

using the OK, New panel is closed automatically, a1_1d the site is opened in view mode fo ters,

containing the list of folders and files related information. Store folder contains two fqldefr:s to s o_r.e1

private information retrieval files required by the publisher and save Images of the site for specia
er. ‘ _

e pagi:;ilg site pages can be dope in several ways, _recc?mmending that it be do]ne .wlgfe

creating hierarchical relationships beiween pages, the navigation structure. For .exa;tn.p €, u;l e;

example considered, shop SC Paradigma SRL, may have the following website hierarchica

ietare: 1. Home page will contain items such as logo, buttons or other objects directing t_he
user to other pages, news of the site (special offers, events, messages, ete.), the site
search fucilities, etc. y N
. Company pages, products, third parties and News; o .

EI. thepdenyve}l)opgmen}ty level 3 company page can include history, mission am? )fcey
partners of the store, and News page will present evenis (confc?rences, training
activitics and management projects), newspaper articles about business and fuman

urce management information. TR
To achiezfzsihe navigafion struc{ture is necessary fo swit(:'h th(_e view mode Fi oIderz u;

Navigation mode, which allows presentation of hierarchical relatmn_slups between pageired?ed.;

database tables, pages and links between them are of the parent — child The fu:st paj\%:yssand To:p..' :

by calling the Home and context menu (right clit':k on the blue ar_ez}) and selt_actu_lgthe it i 8

Page, or the New Page button in the Navigation window. The remaining p.ages'fh via f I;; sl il

"children". For example, to achieve the second level pages can do so: drive right gw?.l)'h’l-:’rig:h't:"f :

the parent Home page, select New, Page and rename the new page created G;Ilew F ag wﬂi )I; pl to .

clicking and choosing the Name page, then type the new name - company. The sam Wik appay 10




the other pages on level II and III. After creating all
: . the th i i
extension. Him for each page completed. ¢ pages the folder will contains fles of
A page created is associated with three names: file name extensi i
. 2 ¢ . ; sion. Htm (eg index.htm), ¢/
n_tle page will be displayed in the browser (eg index page is named Home Pa(gg) mfixnamzz noet
dlsplajfed ojr:j;uttons ib tk}lle navigation bars of the site (Home). Assign a page title can make the
renaming of file names, choosing Properties from the context me i ing i ]
text box of the new name of the page. s option and typing in the fitk
Deleting a page from the site is in Navigafi i ]

_ igation view mode by selecting the page, calling the
contexi menu and selecting the Delete option, which allows alternatives to actual removfl or
1f}(i]:vam’uon from othe‘r web page (Remove Page for Navigation structure); option is confirmed with

e OK ,?.Ut?on' I}Z:el:e;mg a page "parent" entails removing pages "child" associated.
o lay the design and completion of site with information necess hift i i
_ he de. omp. t in design mode
view each page individually. Switching is done by double clicki o o
e e Ve e option 2% icking on the page or by selecting Page
A theme is a predefined set of text formattin
g level, background, buttons, logos page, et
grouped under an appropri ire si i e Anaire o theme
g So? ppropriate name and the entire site to ensure the graphics unit. Applying a theme
- Format menu select Theme option whose content inc/
. udes Current theme used, recentl
usTd them-es, tgll tkezes available and check boxes for setting options (expressive colors - Viviii;
colors, animations - Active graphics, wallpaper - Background pi
o ot coautnad: pap ground picture). Check boxes are deselected,
- In the task pane select the dasired theme,
- Determine the scope of the topic as follows: left click o
. _ : n selected current page, right click
;n .tlhe chosen selectton. option Apply io selected page (s) previously selected pages, right click
pply t]::eme .and selection as afefault option theme for the whole site, which will involve ground
appllcat;%n wllﬁlfl gen;rate a warning that replacing the existing formatting,
e effect of the application Is to change the back ifyi
Th . ground theme, modifying a predefined
selection involves Cusmfmze ... from the context menu option activated on miniatfre t}feme ﬁYou
can chagie c::lmlors, graphics, buttons, bullets, etc. and formatting text. .
ternative to using a graphical theme predefined & ;
v the user is fo change the
appearance of background and text on the web site, which i i
e atosie T , which involves many aspects of color desired
- Background can be customized b ] ] ]
¢ v applying an image or color selecting Background from
;h.e Formar menu. In the v&mdow can be established: checking background image g];ackgr{)}’und
a;;t;z;: i;:Ih::c:;(box temd c‘lsroosmg the right image using the Browse button, if you want the image to
ormat semi i i
ot emitransparent box is selected and Make it a watermark, color and background
- Color of unvisited fi i isi isi i i i
hyperlinks) of unvisited finks (hyperlinks), visited (Visited Hyperlinks) and active {Active
Background can be changed if a default theme after i i
its cancellation by the successio
F ormatl? Theme ... No them, All themes available, right click Set as defauit themey "
you want to use some common areas of all the pa ]
‘ Comm; ges can use shared borders. In the
;,‘xample 90n51dered, the presentation site of SC Paradigma SRL, established structure, which we
avz applied the theme Filobal Marketing, we want to achieve the following common a;eas: a box
at the top of {he page dzsp?ay. the company logo and a banner with the title page, a box on the lef
- page navigation butt.ons within the site and a box at the bottom of the page to display the name and
email adcj‘ess of designer site. Steps to achieve shared borders are:
- Activation option by sequence Tools — Opii i
ek b o ptions ... — Authoring Page — Shared Borders
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ssion borders Format — Shared Borders. Shared
have navigation buttons. The
pages). Position borders are

- Fixing the position and role in succe
porders can make the top, bottom, left, Right, which may or may not
frames can be made on the current page oF all pages of the site (Al
confirmed by OK. Comments can replace the defanft content you want.

Page banners are a quick way of adding page titles. If the sile or page theme has been
applied, otherwise, they will contain only text can be formatted as desired. A prerequisite for
achieving banner is there a navigation structure of the site, the banner is not visible on a page that is
pot included in the navigation structure. Banner is the ngme given to the user page, when it renamed
igation name), you change the name automatically changes the page

the Navigation mode (Navi
banner renamed, fnserting banner is at the top current page, the sequence: Insert — Page Banner,

Barmer selection, fext or image.

Navigation structure is formed of a group of buitons that lead to web site. Rules to follow in
creating ihe structure are: no page should not remain outside the site and no visitor should ever
come in an isolated point of which is not May be able to return o the site. If site company
presentation paradigm are two groups of buttons useful as two navigation bars: @ bar with links to
the pages 'child’ of a page, located at the top of the shared border and bar with links the pages on
the same level (page "sisters”} and, additionally, a Home button to the page, bar positioned to the
left of the page.

The first bar of links is created by the sequence: positioning the mouse under the banner
page menu item — select Insert Navigation Links Bars — choice component of the open window
type — Bar based on navigation structure — choice aspect-bar buttons, such as Use Page's Theme
that gives buttons chosen theme before (Global Marketing) — specify the orientation buttons
horizontal / vertical — Finish bas the effect of the requirement 7o specify the links in the bar (if
presented to the pages of "child" of the current page - Child level) .

As is done and the second bar link on the left page, except that the buttons are vertically
oriented and the final step to select Same Lavelle - links to the pages on the same level and
additional links section Home Page - Additional Pages.

How homepage Home pages not " sisters”, but only 4 pages "child" links bar on the left page
will not have a button bar above and will be 4 buttons. Comment relative to show links will be
displayed in the browser. Site resulting from these operations can preview the Preview in Browser
option.
In a Web Page Adding text is as easy ds Microsoft FrontPage and Microsoft Word: the
drafters of the keyboard or add text copied or moved from another application or arca of the site. If
you want o bring an already formatted text, recommended "sticking" to the sequence: Edit —
Paste Special — Paragraph ‘Normal canceling the original formatting and apply on the basis of
redefined. Text can be inserted through a separale sequence: Insert File — Select File — Open, by
requiring files to be made. txt or. dec. n -

Also, text formatting is similar to that used by processors or text editors: the selected text, -
choose the Font and Paragraph options and apply the desired options. You can also use the
formatting tools in the toolbar. S

From the menu option Insert — Pic
Gallery image of Microsoft Office, From File image stored on magnetic
Camera or scanned images from the memory of a digital carnera, the requirement the deviées-'tc_i__
connected to the computer, New Photo Gallery album of images arranged in various ways; Movi
Flash Format Macromedia Flash animation made in advance; New Drawing  made with
drawing tools in the Draw toolbar, AutoShapes form new graphics related list Mi(_:ios'bﬂ"
WordArt styled text, video Videos. Web sites are most used graphic formats.” GI¥;
Interchange Format) using up to 256 colors with small images, often animated and’ forme
Ipeg (Joint Photographic Experts Group) that supports 16 million colors used for large photos
images. ST

rure — choose the desired picture fype this: Clip Art .

media; From Scanner-or::




A4 photo gallery is a collection of images organized by a topic. The album pictures are
thumbnails, for example the paradigm for the company’s website we want to create a photo gallery

presentation of company products. This includes: placing the cursor in place {0 create the gallery —
Insert menu select Options — Photo Gallery. The open window presents the options to add images,
edit, delete, change, etc. You can choose vertical arrangement of photos by Vertical Layout option,
it may be noted that inserting an image and saving it does, the only saving changes out of a page
option from the File menn to store copies of images inserted into the page.

FrontPage Editor offers possibilities zo arrange in bands of different types in a fable on page
through: abolishment edges, merge cells, staining their different backgrounds, etc.. tables are

invisible to visitors by setting them to zero margins, appearing only arranging site content. Such

tables are called tables layour arrangement or orientation. To insert a table In a Web page open in
Design mode proceed as follows: Place your cursor in place to enable the option to incorporate —
Insert — Table from the menu to set the table’s coordinates you want (as in Word tables).

The public Internet Web site, it receives a unique name, which is the site address,
Interconnection pages and sites are done with their hyperlinks (Hyperlinks). The process of making
a connection includes: positioning the cursor where you want to show the connection — Hyperlink
from the Insert menu selection option, which appear to define the connection options, as selection
options. Check link texr is done by clicking on it when the page is previewed in the Preview mode
or open the browser.

Ties to any third page or Web site already created can be external to other sites or infernal
pages to the site,

If for example we want to make a link between the page Third parties external to the
company site paradigm of partner companies, we will choose the insertion point of the link, top
parties. To this end the Insert — Hyperlink window is Jilled in the text box o display text partner
company name and the Address box, the partner company website address.

Lirking to an external site can be done by typing the Web address (URL) on the page open
in Design mode,

To achieve a rarget link shared border we fix the bottom of the site. If you want a link to
Products page, type the Products page, select it from the context menu and choose Hyperlink
option. Product text will appear in the window due to selection, but requires the declaration of
address, which is done by selecting the file list Produse htm Current Folder.

Another important Jink in Web sites is by manager e-mail (Web master) or the site owner.
Using this link, visitors can receive personalized answers to their questions, and those who maintain
the site have the advantage of anytime, anywhere communication with those whom they are
addressed. To create a link by e-mail, by selecting the text and call options to create the link, the
window has to choose Insert — Hyperlink F-mail Address.

Any type of link can be achieved by selecting it and attach a hyperlink through a process
referred to,

Binding sites between them is done by using interactive buttons, navigation bars as an
afternative to (link bars). Tnsert a navigation button is as follows: positions the cursor in the place
of insertion of the button on the Insert menu — choose the Interactive Button — selecting the
appropriate button from the list of other pages — color into the text box fype the following
explanation appears on the button — Iink area with or without Browse button to specify the link
destination. Button can be customized using the options in the Font page or image frames.

Frames are an alternative arrangement of the tables for a content site. A set of frames is
composed of distinct pages, for example, if a company has a small site consists of pages containing
only Sigla.htm own logo, Produse.htm, Suppiters.htm, Legaturi.htm with two buttons that send the
products and suppliers to make navigating the site using a container frame as the page that
contained all others, structured as follows: top page logo, links to the left, center products and
suppliers, which will load in this area to activate the buttons on the left. Container window that

B
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g . Pressing this bution turns
: ome the frame contents , th
: 23‘;1&ing a page in design mode, but within the framework.

 um

- images, fro

each with two options: to select an existing page as t?e ac;onte;t) ‘(’)ef EZ
idered available when the page loads, ab :

B e supplie en:)r create a new page New Page which will

the in a blank page as if it would start

appears contains three frames,
ework initially set Page, .
g:]; tinks to the Ieft, center products and suppliers,

éd in
‘After filling in all frames, container page is saved normally (new pages created are sav.
er 5
i i d at the end). . _ o
B . schter Mioros e of facilities on a site creafion a
’ itor Microsoft FrontPage offers a rang ¢ ' !
" sum’:‘wr}::a;ig; ’ wifc;:lra £eme bars, links, banners, text 1nf0rmat1.0n and a;kg:;léircym(r)e
s I}fi::h you :::an create hyper - different finks, and content of a site can
m w
d frames page. ‘ ‘ ot
and the lziyowui‘::azgfs ?: done using only one programming languagel ora ;1\[)1\3;30?2%?;11”6:
mmonly used, and logos to create and manage yye‘t_asnes an, o B
P 1110;124;-‘(0_ a future im’iustry standard that allows the création of rich 00:11_ en s
}S . - - e ,
latfortga;rfd devices. It contains built-in procluctc;w‘q,r,1 nnpr(c;vegriugggr‘t' I;f::)rﬁr:: t:zetég)" s Ways 1o
i i ent layer (layer), tween” ar
Ee]p publication or models. It fanctions on depen e }3; o O, osioors imagination.

i ible, easy to use even for beginners, Jesig e,
nde! ﬂiﬁiﬁ:ﬁfi’a Driamweaver MX provides users a powerful combination of site d P

i i igh- code editing support, enablil?g developers and
mo‘.iels, A ‘:uitang::r;%ioﬁdot;}%ai;e:;;efoggr’ldard web pages and app]icatmgs ge‘::?n?::‘(’:;
et crf‘ . es b}:aged on CSS (Cascading Style Sheets) to edﬂ.; the code by han1 . rS mneaver
Deplf’ymeﬂt b e ded for a professional development environment. De\fe oper o use
o oo 'nt;ee‘;h server technology they want to achieve and Internet appl_lcatlons a"’veaver
Pt conn cv‘:] ': dafa bases. Web services and security systems. At the same.tlme}:l,. Dre(z:rnam ver
}lsers v comed'tc(; indicated,beginners who are unfamiliar HTML well _and with t 1:1,.5;5; m e
ls;':;eH:;?g Eséful’ and professionals, with this program, can create sites and appli
< N

really successful and professional: o
Adobe Photoshop 1s a specialized imag

developme

ing used to create and edit images from websites. It is

- red
intuitive i llows a multitude of changes require
i d has an intuitive interface that a i ; equired
you velry. g;i’:illl]’leb??ghmess and contrast, color, focus, applying effects selle:t];t:lz,o 11'::0:;‘ o tf o
filll‘l'em ﬁ;agrade(ig arbitrary number of color channels, channels support 8 or i s
images

different layers so.

CONCLUSIONS )
The Activities of the internet marketing a

appropriate information and communication activitie
. c ' - - 0 . :
efpeter imong the advartages of internet marketmg_ can be dlstm_gulshei(:h hird partics:
- Diversification and increased speed of business transactlon; wb.r e enapary:
Reducing trade costs of the enterprise and thus increase profitabi ity S COTDEY stop
] Ifromptgand attractive information and communication with Pusmess p \
1 i S€;
availability of information on the potential and advantages of the enterprise;

i d developing trade relations; , -
i ?S;?ﬁgglre%vﬁcs and mpformation using the "feedback” (feed-back) of partners, etc

i i ch as
Also there are found and reported risks and disadvantages of_ elcctromcdmka;[l){itll:fg, esu.; h o
ks "h S:kers" of economic fraud, "cracking" access to confidential daéa an Ko e
Elt'talcting lz'iprivacy" companies, lack of direct contact between pariners, hinanc
viola s

Jimit access to new technologies, ete.

im to attract potential customers through
s on offer and conduct business with greater
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Regardless of contradictory developments, sometimes of computer science and electronics,
internet marketing knows a continued overall development, both globally and in our country, as
evidenced by statistical data, published in professional journals.
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Cuvinte chele; resurse umane, avantaj competifional, practici manageriale, performanje

REZUMAT: Implementarea unei strategii bazate pe resursele umane presupune o analizd aprofundatd
bazaldi pe performante §i informatii, prin dezvoliarea spiritului antreprenorial §i organizational.
Strategia exald pe resursele umane se bazeazd pe Ideea cd se poale desfiisura o activitale mai eficientd
vizavi de nevoile financiare ale solicitatorilor, prin dezvoltarea cunogtinielor angajagilor, insiruirea
acesiora, participarea la actul de conducere, la vepartifia profitului, elc.

Pentru objinerea avaniajului competifional practicile manageriale trebuie sd acorde atentie delegdrii de
auioritate, exacldfii in precizarea responsabilitdtilor, alocdrii resurselor pentru educajie §i instruire,

acordarii prioritéitii persoanelor care au abilitdyi in administrarea resurselor umane §i investifiilor pe
termen lung in oameni, stipndldrii spiritului creativ 5ia competitivitdfii.

INTRODUCERE

Existd pireri extrem de diverse in a plasa importanta ce trebuie acordati resurselor umane cel pugin
fafi de steategia firmei §i pozijia ocupali de aceasta pe piafa. Elaborarea unei strategii presupune o analizd
aprofundata bazata pe performange §i date. Se pare ci in prezent nu se mai pune un accent deosebit pe
elaborarea strategiel. Multe firme, indeosebi cele japoneze si germane pun accent pe ob{inersa avantajului
competitional pe seama calititii produselor si serviciilor, satisfactia consumatorilor, dezvoltarea
cunostintelor angajatilor, instruirea acestora, participarea la actul de conducere, fa repartitia profitului, ete.

Este unanim acceptat cici calea spre succes (profit) presupunc diminuarea cheltuielilor cu
repercusiuni directe asupra profitului, preful acfiunilor. Practica a demonstrat ¢ cea mai la indeménd cale de
a reduce cheltuielile o reprezintd reducerile de personal, realizate prin reducerea nivelului Produc;iei,
restructurini, retehnologiziri etc. care in final se concretizeazd In reducerea dimensiunilor firmei. In general,
cele enumerate mal sus in coroborare cu costurile mai mici, sciderea moralului i a remuneratiei,
amenintarea cu picrderea locului de muncy, teama si frica, incertitudinea asupra viitorului nu conduce la o
crestere a profitului, care se obtine prin majorarea veniturilor, majorarea satisfactiei consumatorilor i
dezvoltarea spiritului antreprenorial $i organizational.

IMPLEMENTAREA UNEI STRATEGII BAZATE PE RESURSELE UMANE

A obfine succes presupune invafare, dar mai presus este implementarea unor sisteme §i practici care
s4 conduci la succesul dorit si nu la reduceri de personal. Implementarea este cca mai anevoioasi parte a
strategiei. Cazul capati o conotatie aparte dacd luim in discugie implementarea unei strategii bazate pe
resursele umane. Orice manager cand mediteazd asupra costurilor se gindeste la mijloace fixe, cladiri si
personal 5i se gAndeste cum sd reducd astfel incét costurile financiare si devind competitive. Pdnd la urma
banca oferd anumite servicii clientilor care pot deveni mai pufin costisitoare prin IT, automotivare,
eliminarea unor servicii sau chiar aplicarca unor taxe pe serviciul prestat, situafie intalnita In SUA. in
Germania, sindicalizarea, codeterminarea, proteciia sociald, etc., nu permit, in general, o reducere masivit a
resurselar umane. In acest caz, firma este obligath ca resursa umand, consideratd in swplus, s3 fie
transformati in capital de lucru care se realizeazd tocmai prin diversificarea serviciilor, cresterea calitdfii
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acestora, care efectiv i Tn mod real fac ca acestea sa se vanda mai bine'. Deci avem de a face cu o strategic
axatd pe resursele umane, bazatd pe ideea ci se poate desfigura o activitate mai eficientd vizavi de nevoile
financiare ale solicitatorilor, atunci cind se sid {agd in fatd.

SUA a vidzut In resursele umane costuri si atunci au recurs la tehnologie performania, norme de
muncd reduse, externalizarea servicinlui de recrutare §i selectie, motive care au generat ¢ migrafie majori a
angajatilor din biinci, situati la 22%, faia de 7% in Germania, 8,4% in Japania si 10% in Franga. In plus, s-a
constatat un declin al béincilor din SUA pe segmentul persoanelor fizice si al vanzirilor cu amanuntal,

in aparents, bancile din Germania au o abordare diferita fatd de propriii angajati si una strategici
fatd de beneficiile ca atare, ele au investit masiv in resursele umane si in plan organizational in vederea
adoptirii unor strategii bazate pe relatiile dintre banci si beneficiar. Gradul de instruire din domeniul bancar
este ridicat, iar numérul celor care au acceptat s3 se instrujasca dupd orele de program s-a dublat. Si nu in
ultimul rdnd atractivitatea competitionald s-a realizat prin furnizarea unor consilieri superioare, servicii de
calitate si posibilitatea de a unifica preduse financiare, fiind astfel oferite de un singur fumizor. [n
comparatie cu béncile din SUA, cele din Germania au consemnat o cotd mult mai mare din piata la cartile de
credit ca i imprumuturile ficute de persoanele fizice si ale investitiilor.

Facem precizarea ci aceste diferente, dintre cele doud firi, nu au fost rezultat] unor reglementiri
sau consecinfe ale pielei, ci s-au bazat pe strategii diferite referitoare la resursele umane. A nu considera
resursele umane ca un avantaj competitional in paralel cu practici manageriale neperformante pot duce la o
cadere organizafionald. Resursa umand poate influenfa extinderea cunogtintelor, relajiile ficind fa(d
concurenfei nu numai prin pref. Avem de a face cu un cistig, daci practicile manageriale vizeazi
performanta, nivelul de cunogtinte, motivatia si [oialitatea gi cu un declin-pierdere, daci avem surplusuri
manageriale care, distrug motivatia, fnnoirea valorilor si deci o slabi performanta.

Este arhicunoscuti situatia de la firma APPLE”. De ia bun inceput ,,Manualul angajatului {2 Apple” a
pus accentul pe resursa umand. ,Ne affam in fruntea industriei computerelor personale datorita talentului,
tenacitatii 5i spiritului angajatilor, a felului in care comunicim intre noi deschis si onest si a felului in care, In
condifiile schimbirii permanente, noi continudm s ne prefuim valorile de bazi, precum prezentarea de
produse prietenoase pentru oameni, invoatia, calitate $i munca in echipa”™ Documentul mai prevedea si
mentinerea unor tradifii culturale printre angajati, cum ar fi accesibilitatea conducerii, comunicarea deschis,
sérbiitorirea unor evenimente semnificative gi oferirea de cornuri §i sméntina vineri dimineata. Cand toate
acestea au fost eliminate, au venit nefmplinirile, dezamagirile si descurajirile. Totul a inceput cu 1985 cénd a
avut Jog prima runda de concedieri. Tactica a fost schimbati, dar cu urmirf nepficute. Compania a Tnceput sa
sustind c& misiunea ei nu este responsabilitatea fatd de angajati, ci s3 permiti acestora si invele §i si se
dezvolte asa Incit s poatd fi angajafi oricAnd. SUA, cu o piati de oameni explozivi permite folosirea forfei
de muncd in alte zone. Disponibilizarea a fost de 20%, dorindu-se reducerea costurilor pentru a asigura
profitului. in 1991 a urmat o norma de disponibilizare de 10%. in 1993 o alta de 13% si in anul 1997 de
33%. Toate acestea au ntirit sentimentul de nesiguranti, motiv pentru care cei mai buni au inceput si plece.
Reducerea costurilor prin reduceri de personal s-a manifestat i asupra salariitor. S-a constatat ¢4 unii dintre
angajaji, de teama de a nu fi disponibilizati incetineau in mod voit terminarea proiectelor cu consecinte
majore. Asa apare lipsa de motivatie, satisfactie 5i loialitate fajd de companie®.

B

L] efrey Pfeffer - ,Resursele umane in ecuatia profitului®, Editura All, 2010, Bucuresti
% Ibidem, p. 41
? Ibidem, p. 45
* Inidem, p. 45
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Descendenta performantei poate fi redatd astfel:
PROBLEME DE
PERFORMANTA

+ Profitari reduse

« Costuri mari

«  Servicii nesatisficdtoare

pentru clienti
e  Pret mic al actiunilor

COMPORTAMENTE RASPUNSUL FIRMEI
INDIVIDUALE o » Instruire redusd
« Motivatie si efort redus . ]?isponibiliz.ﬁri
e Cresterea numarului de » [Inghetare si reducere
e  Angajati femporari sau

accidente
e Reducerea satisfactiei < Program redus -
profesionale « Inghetarea angajarilor si
+ Cresterea nemultumirii posturilor
personalufui

Figura nr. 1 — Problematica performantei nmane

Si nu cidem intr-o eroare: managementul RU nu este singura sursd a succesului in privinga
profitalui. Dar sunt situatii in care managementul RU poate demonstra de ce performantele {irmefor sunt
diferite, chiar daci isi desfisoard activitatea in acelagi domeniu. )

Mark Huselid® sustine ci modul in care sunt manageriate RU influenteaza rezultatele firmelor. A
inifiat o anchetd iar rispunsurile le-a folosit pentru elaborarea a doué.. scale: ) o .

a) scala cunogtinfelor practice ale angajatilor §i structuri fmgqatlonak_z, se um.xﬁreﬁe
cregterea actiunile teoretice, practice §i abilitdfilor, dar mai ales mecanismele prin care
angajatii isi duc la bun sfarsit rolurile la care s-au angajat;

b) adoua scald milsoard motivatia angajatilor. o o

in continuare s-au evaluat efectele practicilor manageriale asupra migcarl de. per§onal, a vanzanl?r
per angajat si a raportulni ,,valoare acfiuni / valoare contabild” pentra firma. M. Huselrfi a introdus un numér
mare de explicatii: mirimea firmei, intensitatea capitalului, rafa de concen’_trfnr_f;, cheltuieli pentru ::erceltarc -
dezvoltare, dar si utilizarea statisticii prin care si identifice directia cauzalitafii. Rezultatul a pus in evidentd
o crestere majord a averii actionarilor. o ] )

Aceste rezuliate nu sunt specifice numai firmelor din SUA ci §i celor din Germania (caz rar de-
similitudine). Firmele din Germania pun In centrul strategiilor angajatii, produc pe termen ung beneficii mai
mari, dar demn de refinut, au ap#rut $i mai multe locuri de munea.

PRACTICILE MANAGERIALE SI STRATEGIA FIRMEI L ] L
fn mod obisnuit se apreciazi ¢4 practicele manageriale trebuie sa depinda de strategia de ptatid peniru

produsul luat in studiu. Firmele care urmiresc calitatea serviciifor, a pr(?_dusului,_satisfacer:?a f:onsgmaton:llor,
practica de vanzare a produsuhu, practicd un management al implicarii puternice a.anga_ia‘gllor. Ir_l schimb,
firmele care isi propun reducerea costurilor vor practica un managemcn.t al c.corrtro:)luh.u1 l‘:le'hp tayl(_)ngt. i

Un studiu la o fabrica de héstie sindicalizatd care a practicat o implicare puternica a ax_l‘gaja;1¥or, data
prin o instruire detaiati, reduceri in sistemul de clasificare a posturilor, o crestere a salariilor, siguranta

* Mark Huselid, ibidem, p. 51
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locului de munci, cresterea compensirii, a pus in evidentd ca costurile, in afara celor legate de muncé, au
scizut iar profitul a crescut de teei ori.

Performania cregte daci se vor elimina acele posturi prin care angajafii sunt Supravegheati. Dar nu se

vor realiza succese in practica muncil daci nu existd ncredere §i respect reciproc. Atmosfera de la locul de

munci este cruciald, ]
Pfeffer® presupune sapte dimensiuni pentru firmele care obfin profit prin intermediul resurselor

umane: -

siguranta focului de munci;

angajarea selectiva;

autoadministrarea echipelor si descentralizarea ludrii deciziifor;

acordarca de compensatii relativ mari;

instruire continua;

reducerea diferenfefor de statut si a barierelor (imbarcaminte, limbaj, aranjarea birourilor

si salarizarea fntre nivelurile ierarhice);

7. pratejarea informatiilor financiare §i de performantd in toati firma;

R

1. Siguranta Jocului de munci — sistemele manageriale de inalta performan(d au
incurajat aceastd dimensjune ca fiind foarte importanti. Teama este generatd de faptul cid inventiile
tehnologice, cele referitoare [a practicile de munci, retehnologizarea, cresterea productivitagii, etc., opresc
sansele ca angajatii si-si piarda locurile de munci. Fidelizarea angajatilor a determinat ca firma Lincoln si
ofere angajailor siguranta locului de munca dupd 2-3 ani, nerecurgand Ia disponibiliziri din 1948 pani in
prezent. Criza din 1980 a redus volumul vAnzirilor cu 40%. Misura luati a fost aceea 2 redistribuirii
personalului. O parte din muncitori au fost trimisi pe teren pentru a-si vinde propriile produse.

Unele firme nu au ficut disponibiliziri chiar si fn situatii critice, mai ales daci au alocat resurse
serioase in instruire, pentru ci nu ar fate altceva decit sa ofere fortd de munca supracalificati st instruitd
concurentei. Daci totugi firma asigurd locul de munci atunci este clar ¢ vor fi mult mai exigente $i mai
putine angajari.

inte-un studiu asupra performan{ei financiare s-a identificat o relatie semnificativa intre siguranta
tocutui de muncé si profiturile bancilor. Cu cat siguranta locurilor de munci le-a fost asiguratd ofiferilor de
credite, cu att au crescut §i beneficiile bancii. Daci nu are siguranta focului de monci, singurul obiectiv al
acestuia este de a acorda imprumuturi, lucru pentru care sunt si platiti. Avénd siguranta locului de munci el
va analiza i probabilititile de returnare a impromutului, stabilirea unei relafii reciproce si de incredere cu
clientii printr-o cregtere a calititii deservirii acestora.

Profitul §i performanta bincii cregte daci ofiferii de credite au o viziune pe termen lung, intr-o
viziune mai cuprinzitoare pentru sine cét si pentru performanta bancii.

2. Angajarea selectivii — capiti valente atunci cind se urmareste ca profitul si se realizeze pe seama
resurselor umane. De aceea este necesar a avea la dispozitie nu numai surse de candidaii.

in 1993, Southwest Airlines a primit 98,000 cereri de angajare, au intervievat 16000 si au angajat
2700. In 19935 cererile au crescut la 125000 persoane pentru 4000 angajati.

Sclectia se face evaludnd puterea de a rafiona, initiativa, adaptabilitatea si capacitatea de a invita.
Candidaii trebuie si treaci 2 teste si 2 interviuri. in mare se apreciazi ci 10% intrd pe lista scurtd si numai
2% sunt selectati.

Japonezii urmiresc a identifica persoana care intr-adevir doreste si se instruiascd, sunt perseverenti,
au hotdrare in demersuri.

in concluzie, selectia trebuie: s& aiba multi candidati; s& dispuni de o anumita culturs si atitudine si
nu acele cunogtinte care orfcum pot fi ob{inute prin instruire; si dispund de mai multe etape de teste si
interviuri; evaluarea rezultatelor procesului de selectie.

3. Autoadministrarea si descentralizarea — dupi doua decenii de cercetiri Tn domeniul

. comportamentilui angajailor, unii cercetitori au ajuns [a concluzia ci echipele autoadministrate care se

bucurd de autonomie i putere de decizie obiin rezultate mai bune §i satisfactia muncii creste, La o fabrica de
asamnblare s-a constaiat ¢ rata defectelor a scizut cu 38% iar profital 2 crescut cu 20%,

¢ Ibidem, p. 79
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izarii pri : i i i ieste prin

Avantajele autoadministrarii §i descentralizarii privesc: contro_lul ::;ralril:rzl vsem::t;rll{gi% e;l hipglor

autocentrol, fiecare echipi fiind responsabild i rdspunzitoare pentru propria pe ofrm tﬁtaa e eciod & 5
tiunile creatpare — similar brainstormingului — la problemele cu care se confrun ,l devine posibt ® ,a

ac : - 1z x

renunta la nivelele ierarhice a cdror unicd sarcini este aceea de supraveghere rezaltan

costurilor.

ii mari fn functie de performanti - nimeni nu sustine ci piefele d(:: mlfncz:cs)unz
ie 1 | i i clc.

erfecte. Un lucru este adevirat, ci existd o corelafie Intre recompensa .(salam, prime, & usS\::I;;ml ) zi

Ealilatea- pietei de muncé pe care doregli 53 0 ai la dispozitie. Nivelul salarial nu este numai un ]
j jat i i economic.

care nu este de neglijat In obfinerea unui succes 0 ) o i

“ mesaji; cadrul firmei Home Deport, cea mai mare companie de materiale de constrluE:;l.e si zlmbclim?tipr

asnice, vanzitoril oferd instructiuni cu privire la nevoile beneficiilor, construcgf, renovari si 1t.1unle te de lucru,

;apt ca;e impune un nivel mult mai ridicat decét al unui véinzitor dmtr:un nlltag?zm cu ax:;;g;;lrea. s castgur

i ijath nici i te fmbrica mai multe {irme: pai ,

Nu trebuie neglijatd nici compensafia care poal : e s o

ici i i iuni, administrarea costufui aferent calificar nstr i

articiparea la profituri, detinerea de actiuni, h i

Stimulgnte individuale sau ta nivel de echipd. Sunt firme care dal:1 fc'ﬁrf:ptul la cumg?razz:tiies;)it;;%gliu al
i itd peri 00 de ore lucrate). Dar sunt 51 firme care acorda & ngajatu

dupé o anumitd perioadi (! an sau 10 ra r sunt § e G e e catee

i it nivel i i ce diminueazi loialitatea acesfina. Vanzar Ate

care a atins un amumit nivel ierarhic, ceea 3 | ) B e treort

jati : izafionald coproprietar $i sunt a
turd organizationald, unde fiecare devine ] ;

B e e antn j i i i te si pentru sine, structura
i ilitati tul devine congtient cd munceste §t p sine, 1
schimbul unor responsabilitai. Ang:%_la d : e s oo efesc. Cand

] icd i i ticd, nivelele ierarhice se reduc gi deci per 1
organizatorici nu mai este birocra ' ¢ ! e PO O eestonn sse In
i i i iuni t devine mai atagat de firmd, §i atunc p n
¢ afld in posesia de acfiuni, un angajat devin : fnd k aesto It
:cédere. Tgcmai pentru faptul 3 pretul activnilor scade gi cregte {nu poate numai sa creascd), aces
face pe detinatori si se simtd ca i proprietarii firmei.

4. Compensaf

5. [nstruirea — in orice practic performanti de management nu poate fi neglijatd instruirca. Aceasta

favorizeaza calificarea, cu efecte benefice mai ales in sistemele de productie flexibile si de inaltd

erformanta. o o } eduse
F Bﬁnéoara firmele care actioncaza atat in teritoriut lor cit si In Europa aloci resursele cele ma

- . Py
in acest sens. in schimb, companiite japoneze din SUAT aloc:jﬁ un plus la vo:u)mu: c(l:;1 I;]Z_t;];:lfl td(eie’."(;(s) 6‘2;]1?;
: ilia si Tai i tatat de fari emergente), alo
Coreea de Sud, Brazilia si Taiwan {deci state cu un s . ! t : - D
i i jati i i itorii tafi se face instruire. Aceastd opi
angajatilor. Chiar §i pentru muncitoril exXpertmentas : ¢ .
%Zt::i]fa?g de(g)ajretce firmele japoneze dau dovadi de ﬂexiblht:fltc_s in prociesu] “de pt ?duc'ile spre ;i%{.)seblre de
IgUA care se bazeazi pe practici tradilionale specifice productici de masi. latd urmétorul exempiu

Tabel nr. 1 — Ore de instruire

Japonezi / Japonia ) 364

Japonezd / SUA 225

SUA /SUA 42

SUA / Europa 43

Europeani / Europa 278

Tari recent industrializate 260

Australia (J.P. Mac Duffie 5i T.A. 7 s
Kochan: Do vs, Firm invest less 40

in Human Resources?}

7 Ibidem, p. 100
8 thidem, p. 102
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6. Reducere diferenfelor d
e statut - rezultatele perii i
este conibil . de stat performante se obtin daci i
Copanicgzpareaam\(ﬁ:mﬁ?a superior I.deale competente si  disponibilititile propri?‘izz%::;$::01 el
e fad’u co crminarea, 'trans_mltere‘a sentimentului de importanii [a fiecare angajat nu : d“mfme_-
g e socializare si deci sd uniformizeze pe ¢dt posibil diferentele de staiﬁtJ  face Cecit 52

7. Distribuirea i ii iare — i asta are loc 1 con ale, Trecarul anga,
a informatiilor financiare — cind aceasta are loc in conditii egale, fiecirui g.j t i
2 at i

se inoculeazi lmpﬁ[[ﬂll;a 31 demmtatea dal 11madl impo ant, toll sunt av Zﬂ; e (i nh punct
s a ﬁ Persoane Ca!)abll Ci ;
(16 vedere al leglemel tarit tltlurllo[ imanc.lare. [ﬂ plus, aceastd incredere SpO 1td este o CUHdltle pr eillnl]laré. :

1 - - . e .
t fi . 1 ~ =

Peiltlu rezultate superioare, € iciente. Se elimini $t Ile"lclederca cd man&ge]llﬂ[ tul rmei va avea ceva de

ascuns, gl deC!, totlll poate fi vazut, Vei’lﬁcat $1 controlat .

La o redactie®, ¢
fie”, care la un moment dat a fost sufocatd de datorii s-a luat decizia de a se reduce

cheltuielil %, Ci ; .

bugetul :i: Eﬁellguﬁ;[ic lgzr,z (tot din management) a solicitat s3 i se arate cum s-au ficut alocarea resurselor 5i
N : i 5-a spus ¢ nu are acces la aceste infi i, si T

increde HE - . . v informatu, si-a dat seama ci thiE
re si, gi-a prezentat demisia. Poti s3 fi capabil, instruit, de buni credint, atasat firmei Cza ?lrlmprez;‘nta.

s poti si

contribui ! { i i
e ;u tcre;t:;ca performante-lor economice ale firmei daci nu ai [a indemand informatiile de ri
o izj’ee ﬁiga}t:;n;::;ltg_l ;;;ilsstreflolr c!c'scfhlse” prin care tot personalul are acces si toti vin cu i‘:f;
. : e folosi informatia pentru a intimid; i i

O 1des foarte se fol forn ‘ ua. ida, controla si manipula.
costurile oo e inlg;;?:ﬂ:fm:i 1;)5; ta};gaja;u] furnizeazi zilnic informatii cu privire la performantele si
¢ N il, are i i iatd i
terprotare . . o¢ o instruire detaliatd asupra modului de asimilare gi

Unii manageri i

gert au contracarat acestea prin teama de a nuit avea loc scurgeri de informatii concurentei

ALINIEREA PRACTI
‘ E CILOR MANAGERIALE S1 PLASAREA PE PRIM PLAN A RESURSELOR

Sunt doud mative pentru a studiaaceasta corelatic:
&) cunoasterea femeinici a acestei i i
ine " & permite a se aprecia i i i pri i
aliniere se realizeaza sau nu un progres; P evolugin firnel, dack prin aceas(@
b) se dovedeste ¢a fi ica :
rmele care practici aceastd alini i i
) ate 0 praciic, p aliniere au progrese mai mari decit cele
u foate cé i
e ot estecjezl.trlt éiestu[dde l3me cunoscute firmele care pun accent pe resursele umane, implementarea
i o e e ot € modestd. Se pare ca motfvele impotrivirit sunt: respectarea spiritillui de turma”
adica fac co fuc 51 al » presiunea asupra managerilor de a obfine avantaje In termen scurt, d; unde si :
Creoutare  oblectly tﬁf afcestorg one'nf:atc spre domeniul financiar, pe termen scurt, o incredere exa cratf“al"o
Pt %13 " g ui superior si lipsa delegdrii de autoritate, o inexactd precizare a responsabigiitﬁﬁlc:n
P 2irom()\l.'at, recompensa ﬁl:laﬂciaré dovedeste acordarea unei prioritd{i managementul ;
o o o el as:;ze ;r umane, oﬂatenpe exageratd acordatd cregterilor (mai ales a celorgpe termeL;:
A «in L ad e aceistca c.a.nd se concretizeazd in investitii (al ciror avantaj economic
e D o it .peno_adan de timp), acceptarea cu ugurinfi a managementului dur, alocarea 38
e D a;r eas:e;r;srglre in plan finaneiar, acordarea de prioritate analistifor $i nu !celor care afl
: Or umane, prioritate A i i
femmon ins o oo p pentru performanii pe termen scurt §i nu investitiile pe
Compania Briti 10 i i
et oo ;inrelaml?t:;hmBuz:lnI; Rover (.ieyemse arhicunoscutd pentru produsele de slaba calitate, motiv
ey care 3t relagile de c& au fievenlt mcgrdate. Pentru o noud aberdare 2 managementului re;urs 1
e e l;udangajgt céte 109 c.Ie lire pentru instruire, bani folositi dupd doringa fiecarui c;ior
P, Kot f::t l09memu de activitate. Programul a ciipitat denumirea de _conducere t?)!za!ﬁar
et ec(;nomji L pjm‘li:e 91-1.993 s-au economisit 16 milicane de lire sterline, sug;stiile angajatilor .
adus economi de 2 1 ujﬁl(;a:;fr:e:s& 1tar timpul pentru realizarea unui vehicul de transport s-a redfsjci 25“a/u
cut cu o treime. Dupd o vreme BMW i a
pumdrut de autoveh ) 0 : a cumpdrat aceastd compani
- Eta oniat ma ]agculfl?rt:lp i:;;ﬁ;g?d-to't ;ee.:i ce se cansiruise: o bund culturi organizationals, s-i relfuﬁ?;f l:
ativd si deci o reducere drastica iciparii jati
plaia st C . ; duce 1cd a participdrii angajatilor la actul decizi
A !p ut s rel_a;ul_e de muncd antagoniste. De aici §i pdnd la a deservi un exemplu ie ati I
s1 culturd organizationald nu a mai fost decat un pas g gty de management

9 Thidem, p. 109
 {bidem, p. 148
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fac erori fatd de MRU:

Pfeffer mentioneaz trei principale motive pentru care s
n scutt, renungand la abordarea strategicd a

a) orientarea ji concentrarea spre profit in terme:
MRU;
b) modul de a distruge capacitatea celor care au
informatiilor;
¢) modelarea gi participarea la luarea deciziilor,
Acordarea unei importante majore impulsului social-psihologic, accentuarea contrastului,

© diminuarea descentralizarii si a delegdrii de responsabilitate, a ludril deciziilor, conduc pe termen lung la o
* descendentd a performantelor econemice. '
in alis ordine de idei pentru obfinerea de profit se practica:

a) stimulente compensatori;

b) crearea de valori pentru actionari prin majorarea prefului actiunilor;

¢) planificarca pe termen fung face ca obiectivele pe termen scurt si le determine pe cele pe
terme fung, asa incét rezolvarea sub presiune a celor pe termen seurt si tArigineze
demersurile necesare pentru consolidarea unei firme mai performanie peniru viitor;

d) daci managerii sunt angajati pe o perioadd nedetefminati i cariera se deruleaza numai
fnir-o firmd, este de inteles ca el si-gi propund obiective pe termen fung. Mobilitatea
manageriala este in cregtere alarmantd, motiv pentru care fsi croiese un curriculum vitae
care si arate bine pe piaja muncii, iar tocmai aceastd mobilitate sa-i determine sd nu mai

adopte planuri i strategji pe termen lung.

La inceputuri, directorii executivi provenean din doment
perioadd in care s-a acordat credit specialistilor in marketing. intre 1970-1995 au fost agreafi cei care erau
specialist] in finante. Dacd In SUA experienfa specificd §i orientarea managementutui variaza nu pumai in
timp ci §i in functie de cregterea organizationald §i context, in opozifie, in Japonia mulii manageri executivi
au Jost sindicalisti, dar sunt si mulfi cei care au lucrat in productie. La fel in Germania accentul se pune pe

experienta in fabricaie §i inginerie. De fapt, in SUA sunt specifice acceptarea ca actor, experienta financiard
e importania acordatd celor care ad o diplomi de master in

si in domeniul dreptului. Si nu este de mirar
Administrarea Afacerilor (MBA). Multd vreme Japonia §i Buropa nu au dispus de asemenea mstruire, iar
studiul afacerilor nu a constituit o preocupare majord.
in orice caz, programele MBA au pus accenl pe metodele analitice si contabilitate, fnante,
etind a se studia

economie, analiza deciziilor apreciate ca principale materii. [n general scolile de economil pr

si comportamentul angajational.
Spiritul creator-novator se cancretizeaza in decizii gl actiuni §i este 0 consecintd directd
organizationale. Preocuparea pentru achizifii de active nu i mai obligd pe manageri la creativitate, iar pe de

altd parte, sunt ,linigti{i” c& nu se mai supun riscului.
Pe de alti parte, controlul financiar este si ¢l o piedicd in inovare si creativitate (teama §i riscul de a
mu fi acuzat ci s-au irosit in zadar resursele) si de aceea a devenit specific firmelor adepte a achizitiilor de
capital. tn schimb, capitalul strategic te obliga la decizii pe termen lung, asumarea inovirii, riscului, toate
legate de o profundd cunoagtere a firmei si piesei. Analiza profitului, maodificarea acestuia ptin cuantificarea
costurilar, schimbirii §i alte investitii fn resursele umane poate fi derulatd dac nu se iau in calcud beneficiile
potentiale.
Salariile plitite, instruirea, recrutarea si selectia, costurile cu men{inerea angajatilor In perioade de
crizi, ete., reprezinta cregteri. Dat fiind faptul ci profitul este diferenta dintre venituri §i costuri se ,,pare” ¢
arice reducere a acestor costuri conduce la cregiered profitusilor. O astfel de vi ziune devine iluzorie dacd esie
tratatd pe termen hing, Reducerea costurilor enumerate mal sus face ca firma sd ajbd personal mal putin
instruit i calificat, o competentd mai redusa, servicii mai slabe fatd de beneficiari, o productivitate redusd,
idem inovatia g1 creativitatea, etc., care va duce 1a reducerea veniturilor firmei gi decia profitujui.

posibilitatea de selectare st utilizare a

ul productiei i fabricatiel. A urmat o

a culturii

NOUL CONTRACT DE ANGAJARE SI FOLOSIREA DE MUNCA VIRTUALA
Contractut tradigional de munci oferd celor cars muncean serios i manifestau o loialitate firmei, o

carierd si 0 sigarantd a locului de muncd, Un studiu a lui John Kotter relevi cd majoritatea celor intervievaii
si-au petrecut 80% din intreaga activitate intr-o singurd firma. fn prezent situatia s-a schimbat.

Qe recomandd urmatoarele solugii pentru diminuarea impactului cauzat de reducerca activigatii:
reducerea proporionald a orelor de munca, reducerea salardilor la tofi angajatii, majorarea stoculu chiar si
apinei cand cererea se reduce, atribuirea 'de noi servicii (intretinere, reparatii, cursuri de instruire, etc.),
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sistarea temporard a angajdrilor, stimularea spiritului creativ, redistribuirea personalului in activitifi de
analizi a pietel, vinzari, etc.

Compania Minnesota Mining and Manufacturing'” a introdus o politicd, denumitd LISTA
NEALOCATILOR, prin care cei disponibifizagi aveau la dispozitie 6 luni ca si-gi géseasci locuri de munca
tot in cadrul companiei. In aceasta perioadi isi primesc salariile, beneficiife 5i eventualele majoriiri de salarii.
In primele 4 luni primesc o prima de concediere egala in valoare cu plata unei siptdmani gi jumitate pentru
orice mirire de salariu, jar cei bitrfni pot primi un pachet de compensare aferent unui concediu de
pensionare, pentrs a menfine beneficiile si care genereazi o vechime la anii de munci pentru calcuiul
pensiei.

EXPERIENTA VOLKSWAGEN"

La sfarsitul anului 1993 compania se confrunia cu reducerea vinzérilor, a productivititii s profitului.
De ia 103000 angajaji n 1993 s-a ajuns, prin reduceri de personal la 71900 in 1995 (30%). A mai luat §i
decizia de a mentine 58% din posturile de munca pe teritoriul Germaniei, unde salariile sunt mai mari.

Au schimbat cultura organizationald prin reducerea unor niveluri manageriale, formarea unor echipe
de muncid §i alocarea de noi competente angajatilor. Aceasta s-a bazat prin acordarea unor avantaje
deocsebite: un nivel de salarizare practic fira rival in zona, beneficii sociale inalte si grad ridicat de securitate
al locului de munca.

La un moment dat, firma a propus reducerea saptiménii de Jucru de la 36 la 28,8 ore, In paralel cu
reducerea corespunziitoare a salariilor pentru Intregul personal. Cu toate acestea venitul lupar a riimas acelasi
prin redistribuirea altor elemente de venit Venitul mediu anual s-a format din: salariul lunar, o plati unici
speciald anuali in valoare de 96% din a doudsprezecea parte a salariului brut anual cigtigat de personal anul
precedent, platd pentru vacangd (platitd de firma si pe care le dai firma) si un bonus de Criciun in functie de
vechimea in munci.

Compania, Tn urma negocierilér, a mai contribuit la salariu cu 2% pentru a acorda angajatilor acelagi
venit aferent perioadei antericare.

Pentru a implementa nouf numér de ore de munci s-au conceput 2 propuneri:

a) un program al ,blocului de timp” pentru cei cu varste cuprinse intre 18 $i 30 de ani, care
propunea o pericadd limitatd de somaj In care angajatul face instruirea §i cumuleazi
competente. Astfel se convertegte Tncfircitura ,normalid” dubld de muncd si instruire
ceea ce permite atdf gansa de a munci pentru a castiga bani dar 53 se si instruiasc pentru
actualizarea competentelor;

b) pornind de la ideea ¢i nu toti angajatii doresc si presteze aceeasi normi de ore de
muncd, compania a conceput un program flexibil de muncid, care presupune atit o
crestere, ¢it si o descrestere a timpului de munci. Angajatif mai in vérstd au sansa s se
retragé la propriu din activitate. Este prevazutd o sdptdmand ce cregfe pentru cei cu o
calificare recents si o reducere potrivitd pentru cei in virsta.

Volkswagen este o firma emblematici a Germaniei, tard in care existenta sindicatului este puternic,
jar codeterminarea este obligatorie. De aceea disponibilizarea de personal are consecinte majore pentru
cheltuielile guvernamentale prin prisma platilor beneficiilor de somaj.

Dieciziile companiei privesc:

2) unde si fie trasate limitele firmei, sau altfel spus, cit de mult ajutd temporar §i cdte
persoane sunt angajaie temporar;

b) angajatilor sd li se ofere acord implicit sau explicit cu privire la continuitatea in angajare.

Ambele decizii sunt cele mai importante pentru o firma. Concluzia este ¢4 firma a abordat o strategie
de importanid sociald i economici si a rispuns la contractarea foriei de munci si siguranta locului de
munci.

Este adevarat cd reducerile de personal pot reduce costul muncii pe termen scurt, dar dimipueazi
semnificativ loialitatea angajatilor, dar si a beneficiarilor. Din pécate, in SUA organizatiile nu sunt supuse
unor reglementdiri sau comportamente, au fortat, voit sau nu, subminarea sigurantei locului de muncd si prea
usor apeleazi la forfi de munci ocazionala {externalizare). Analizele demonstreaza ¢4 reducerile de activitate

! Ihidem, p.179
12 Ibidem, p. 203
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(si deci si de personal) ca §i externalizarea, rezolva problema profitului §i a productivitaii munei: $1 a
satisfacerii pretentiilor tot mai mari ale copsumatorilor.

COLABORAREA CU SINDICATELE .
Pfeffer® apreciazi cd o bund colaborare cu sind
a) toate firile industrializate, cu eXCepy@ L ! u
1) sindicatele nu au urmirit numai cigtigurile salariale ci
conditiile de munca;
¢) in actualele conditii, majoritatea S
practicilor manageriale de inaltd performanti, . '
d) o firmd pu poate susfine ideea ci plaseazd potentialu
olaboreazi cu sindicatul. o o
SUAma age!at niciodati la legitimitatea reprezentativit:i;i_i sindicale. Aceastd at1t}1c%melse ali[lp'ilﬁca
n ciuda globalizdrii, guvernele din @rile industrializate impun iegt cu privire la sa arjzare,
i, ete., in timp ce sindicatele au o influenta negativi. In

icatele se datoreazd urmdtoarelor motive:
gia SUA, au rate mari de sindicalizare; '
si siguranta locului de muncé gi

firmelor sustin §i negociazd implementarea met’odeipr 5i

| uman pe primul loc daci

prin aceca cil : ne

durata timpului de munca, protectia mu‘ncn,.spprur
QLA existi o campanie susiinutd Impotriva sindicatelor. )

i i i protejata

Ca atare nu este de mirare ci fora de muncd pro 3 colective es ’

situatia fiind de 43% in sectorul de stat. in sectorul privat, numérul de angajati in sindicate este de 10%.

Trebuie sd se faca o distinctie intre starea relatiik.c_)r de nﬂmnhcé gi n_egt_)me_rlie colectn.;e, ﬁig??;eag:u?zg
majoritar, prima determing productivitatea mumncii, a:?a incit l-.'l-’lu_l[.l 11:.‘1ﬁ-_:1'_1_1r112i S-aul 1r}1p Dxin In actul de
conducere §i s-au multumit cu negocierile pentru sal'im, (lj}en;ccﬁm;isl conditiile de munca. p

i i tn domeniul legilor de muned si a sirategiiior de atacert. o ;
nemfom\?;l](;riﬁcarea poter%tialului creator a condus Ja aparifia programetor comune lucl:ratora-rriana_gel:rr;eg; ;
identificate in 50% din instifuiile sindicalizate, prin care se {1_ov1.3de$te ci smdlcaft‘ele iu po e?’;;?ulsﬂe o
tmbundtafii performanga economicd. Este un argument ci .smdlc_:aruk poate ﬁ‘[ ? gsn in euﬁ e
transformare a firmei prin comunicarea nevoil de schimbare 1 ierarhizarea angajatilor, ba mai mult, angaj

vazind ci sunt sprijiniti de o organizaie, le miregte increderea.

de negocierile colective este de numai 15%,

CONCLUZI

S-a incercat Tn aceastd lucrare,
asigurat prin curaju! si indrizneala de- a atford_a : ]
cuvinte a fi considerate resurse de capital §i prin care sa se asigure

a se demonstra cii succesul financiar al unei organizatii poate fi
priotitate in plasarea resurselor umane in prim plan, cu alte
avantaj competitional,

BIBLIOGRAFIE i}
1. Armstrong Michael (2007), Cum sd fi e
aptitudini manageriale, Ed. Meteor Press, Bucurestl

2. Domuga A. (2000), Psikodiagnostic, Ed. Universitatea ,Babes-Bolyai”, Chyj - Napoca

i tulni resurselor umane, Ed. Economici, Bucuoresti )
Lefier Viorel (2007), Fundamente ale managementiiu e Risoprint,

4: Pastor Joan (2005), Managementul Sfirmei gi dezvoltarea resurselor umane in organ

Chuj- Napoca _ _ )
Pfe%fer Iefrey (2010), Resursele umane in eenatia profitului, Ed, All, Bucuresii N
! Purdea D., Samochis, B., Jaradat, M. (2003), Managementul resurselor umane, Ed. Risoprint,

. Robbins Stephen P. (2006), Adevirul §i numai adevarul despre manggemen
Press, Bucuregti

i un manager gi mai bun : Manual complet de tehnici dovedite §i

bl H

~ O LA

13 Ihidem, p. 240
14 Ibidem, p. 315

fof-Napoca
tul personalului, Ed. Meteor. -~ .




HUMAN RESOURCES AND COMPETITIONAL BENEFITS

MOHAMMAD JARADAT
»Bogdan Vod4” University, Faculty of Economic Sciences, Cluj-Napoea, Romania
DUMITRU PURDEA ,
»Bogdan Vodi” University, Faculty of Economic Sciences, Cluj-Napoca, Romanija
TON MANOLE
»Bogdan Vodi” University, Faculty of Economic Sciences, Cluj-Napoca, Romania

Key words: human resources, competitive advaniage, management practices, performmce

ABSTRACT: Implgmenting a strategy based on human resources requires a thorough analysis based on
performance and information, entrepreneurship and organizational development. Focused on huma
resOurees, the sirategy is based on the ideq that they cam conduct business more -e;ﬁfectr'vely across 1h:
[Sinancial needs. aof the Applicans, development of knowledge workers, training them, participation in th
act of leadership, and the division of prafits etc. ' 7 pation i (e
.'li" 0 achieve competitive advantage, mancagement practices should pay attention to the delegation
aj_’ cfutharr‘zy, _the exacted in specifying responsibilities, allocation of resources for education and trj;nfn
giving priority to persons who have skills in human resource management and long-term invesiment g'
people, encoutaging creative spirit and competitiveness. o

&

INTRODUCTION

_ There are very different views in placing importance accorded to human resources at least to
business strategy and market position. Developing a strategy requires a thorough analysis based on
perf‘ormance and data. It seems that now there is no longer a focus of the strategy. Many companies
pam.cularly Japanese 'and German focus on achieving competitive advantage due to product and servic’
quality, 'customc—:‘,r_s_atlsfaction, develop knowledge workers, training them, participation in th :
leadership, the diviston of profits etc. * P petion n the uet of

it is widely ac_:cepted that the way to success (profif) requires reducing costs direct impact on profits
or share: price. Exper{enoe has shown that the easiest way to cut costs is the staff cuts made b regljucin
product_::on, re_stuc‘turmgf etc. which uitimately translates into company downsizing. Generall t)];ose listy i
above in conjunction with lower costs, lower morale and remuneration, the threat of job !yo,ss fear a;d
}mcerta_mty over the ﬁlt}me does not lead to an increase in profit, which is obtained by increasin :revenue
Increastng consumer satisfaction and organizational development and entrepreneurship ® >

ThII\'IPLEI\'IEN'I'IN G A STRATEGY BASED ON HUMAN RESOURCES
b ere are very diverse opinions in Placing the importance accorded to human resources at least to
b:::éesi strf;egy and mzrlfiet position that it occupies. Developing a strategy requires a thorough analysis
periormance and data. It seems that nowadays the focus is no lon i
: ger on strategy. Many companies
Egmnglﬁgrtthye Iaptanese am'i fGerman ones focus on achieving competitive advantage due tprr()dlfCt a.m’i
ity, customer satisfaction, developing knowledge workers, their traini icipation i
the act of leadership or the division of profits, etc.. , ne and the partcipaton in
. hIt is wt_de!y accepted that the way to suceess (profit) requires a direct impact on reducing costs with
prg it s atrhe price. Expencncc-: bas shown that the easiest way to reduce costs is to cut staff achieved by
. ;e ucing the level of productlo_n, restructuring, refirbishment ete. which ultimately translates into company
t;m:;;fmg. I_n general, those listed above in conjunction with lower costs, lower morale and remuneration,
e at of job loss, fear, and uncertainty over the future does not lezd to an increase In profit, which 1;

Ob tajlled by ‘I ner easn’ 12 TEVEnUES, iﬂcreasiﬂ i ! i V
.3 g consumer satisfaction and ! O i
. i rganlzatlonal de e]opmcnt aﬂd
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Learning is involved to achieve suceess, but above is the implementation of systems and practices
that lead to business success and not cuts. Implementation is the most difficult part of the strategy. The case
takes on a special connotation when we discuss the implementation of a sirategy based on human resources.
Any manager when meditating on the cost thinks of fixed assets, buildings and staff and is considering how
to reduce financial costs to be competitive. After all, the bank provides certain services to clients who may
be less expensive in IT, motivation, elimination of services or application of tax service, the situation
encountered in the U.S. In Germany, syndication, codetermination, social protection, etc.., Do not in general
2 massive reduction in human resources. In this case, the company is bound that the human resources,
considered surplus to be transformed into capital which is done just by diversifying services, increase
quality, which effectively and actuatly make them better to sell’®, So we are dealing with a strategy focused
on human resources, based on the idea that you can conduct business more effectively across the financial
needs of solicitations when standing face to face.

U.S. has seen in human resources costs and then resorted to powerfill technology, low labor
standards, outsourcing recruitment and selection, reasons which have led to a major migration of bank
employees, located at 22%, versus 7% in Germany , 8.4% in Japan and §0% in France. In addition, there was
a decline in U.S. banks and individuals segment of retail sales.

Apparently, banks in Germany have a different approach to their own employees and sirategic
benefits as such, they have invested heavily in human resources and organizational plan for the adoption of
strategies bascd on relations between the bank and the beneficiary. The degree of training in banking is high
and the mumber of those who agreed to train after-hours doubled. And not least, the competitive
attractiveness was achieved by providing superior advice, service quality and ability to unify financial
products, offered by one supplier. Compared with U.5. banks, those in Germany have recorded a much larger
share of the credit card market as Joans made by individuals and investment.

We mention that these differences between the two countries were not the result of market rules or
consequences but were based on different strategies for human resources. Do not believe that human
resources are a competitive advantage along with bad management practices that can lead to organizational
failure. Haman resource can influence expansion of knowledge managing the competition not only by price.
We are dealing with a win if management practices aimed at performance, level of knowledge, motivation
and loyalty, loss and decline, have a managerial surplus, destroy motivation, renewal of values and therefore
poor performance.

The sifuation from Apple is well known.'® From the very beginning "Apple employee handbook”
focused on human resources. "We are at the forefront of the PC industry because of talent, tenacity and spirit
of employees, the way we communicate openly and honestly between us and the way in which, under
constant change, we continue to cherish the core values, such as product presentation friendly people,
innovation, quality and teamwork.”!” The document also provides maintenance of cultural traditions among
staff such as availability management, open communication, celebration of significant events and offering
croissants and cream on Friday morning. .

When these were removed, the failures, disappointments and discouragements came. It all began in
1985 when they held the first round of layoffs. Tactics changed, but with unpleasant consequences. The
company began to argue that its mission is not accountable to employees, but to allow them to learn and
develop so that they can be employed at any time. U.S., with an explosive market allows people to use labor
in other areas. Availability was 20%, wishing to reduce costs to ensure profits.

In 1991 there was a time of availability of 10%. In 1993 another of 13% and 33% in 1997. All these
have strengthened the feeling of insecurity, for which the best were leaving. Redueing costs through staff
reductions manifested on wages too.

It was found that some employees, for fear of being fired deliberately slowed completion of projects
with major consequences. So the lack of motivation, satisfaction and loyalty towards the company'®.

15 Jefrey Peffer — ,,Resursele umane in ecuatia profitului”, Editura All, 2010, Bucuresti
' Ibidem, p. 41
' Ibidem, p. 45
13 Thidem, p. 45
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Progeny performance can be played as follows:

PROBLEMS OF
PERFORMANCE

+  Low profits

» High costs

«  Bad client services
e Low price of bonds

INDIVIDUAL BEHAVIOUR.
o FIRMS®
= Low motivation and effort M AT
R R.isf-: in the nummber of * Low level of instruction
accidents * Layoffs
* Low professional satisfaction | _ *  Availability
* Rise in the discontent of h *  temporary employecs or part
employees time ones
= freezing of employments and
posts

Figure no. 1 - The issue of human performance

Do not fail into error: HR man, i fi
» - t 1:.1 t v m " agement 1s not the 0111}’ source of success in terms of profit. But there
are situations where HR management can demonstrate W]ly the pe formance of firm are d'ffere.nt even if
thcy operate in the same field. ’ ° ' l

Mark Huselid" argues that thy
) M e way firms manage RU in
investigation and the answers used to develop two scales weri: fluence the rosut. He initated an
a) :;ale pr.actlca! knowlefige of employees and structures; the action aims to increase
earetical _and practical skills, especially the mechanisms by which emplayees
conduct their complete roles that have been committed;
b} the second scale measures employee motivation.

report “atht:i);tn v:::arifl:J ;h/ebeofgicts aim 'r'novement of personnel management practices, sales per employee and the
gty ot conce;tr ;tfo for;he cc:impany. M. Huselid introduced a number of explanations: firm

A A n ratio, and use of statisti i i i irecti sali
The result revealed a major increase in shareholder wea?ﬂlls.tws Py Whicl 10 Jenify the direction of causalty.
These findings are not specific only to U.S. companies but also to those of Germany (rare case of

similarity). German companies
put employees at the i i
benefits, but worthy of note, there are evin)x(nore jobs. center of the stategies (o produce higher long-term

P['dAN:]?EMNT 'PRACTICES AND BUSINESS STRATEGY
pursuing ;;f;%ty); ;‘t l: Zstlmated that management practices should depend on product market strategy. Firms
s A ;)d oc::;t;j coglsug:etr s_atlsfactlon, product sales, practice a strong involvement mana;gement
X X anies that aim to reduce costs will practice m i
oy : : ' : anagement control, Taylorist )
dotaited asi:'gﬂy in da S}Cndl(.‘,i-ite('i paper I-mil Fhat practiced a strong involvement of ernployezs givgp:h
taile 1 g, reductions in job classification system, an increase in wages Jjob security, ¢ ; ion
gr , revealed that the costs related to work were less, and decreased profit J'n;reased three ;imoel:pensatmn

1 Mark Huselid, itbidem, p. 51
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Performance increases if they remove those items that ernployees are supervised by. But will not
achieve stceess in work practice if there isn’t trust and mutual respect. The atmosphere at work is crucial.
Pfeffer?” proposes 7 dimensions that firms require to obtain profit through human resources:
job security;
selective employment;
self-teams and decentralization of decision making;
relatively high compensation;
confinuing education; ]
reduce in differences of status and barriers (clothing, language, arranging offices and
salaries between hierarchical levels); _
protecting the financia! and performance information throughout the company;

LR

1. Job security - high performance management systems have encouraged this dimension as very
important. Fear is generated by the fact that technological inventions, those relating to employment practices,
upgrading, productivity growth, etc., stop the chances and that empldyees lose their jobs. Employee loyalty
has led the Lincoln company to provide workers job security after 2-3 years, not resorting the layoffs since
1948. Crisis in 1980 reduced sales volume by 40%. The action taken was that of staff redeployment. Some
workers wete sent to the field to seli their products.

Some companies did not make layoffs even in critical situations, especially if they had committed
serious resources training, because it would only give over-qualified and trained worlforce competition, If,
however, the company provides work it is clear that there will be more demanding and less employment.

Tn 2 siudy on financial performance there was identified a significant relationship between job
security and bank profits. The job security have been secured loan, the bank grew and so did benefits. If job
security is zero, the only objective is to provide loans for which they arc paid. With job security he will
analyze the probability of the return of the loan, and establish a mutual relationship of trust with customers
through an increased quality of their service.

Profit and performance bank credit increases if officers have a long term vision, a more
comprehensive one, but alse to bank performance.

2. Selective hiring - acquires meanings when it is intended to the expense of profit to human
resources. It is therefore necessary to have available not only sources of candidates.

In 1993, Southwest Airlines has received 93.000 job applications, interviewed 16 000 and hired
2700. In 1995 claims rose to 125,600 people for 4000 employees.

Selection is made by assessing the ability to reason, initiative, adaptability and ability o learn.
Candidates must pass two tests and two interviews. Roughly 10% is estimated to fall to the short list and

only 2% are selected.
Japanese seek to identify the person who really wants to train, is persistent, has determination in

acfion.
In coneclusion, the selection must: have several candidates, to have some culture and attitude and not
the knowledge that whatever can be obtained through training, to have several stages of tests and interviews,

evaluation of the selection process.

3. Selfadministration and decentralization - after two decades of research on employee behavior,
some rescarchers have concluded that self-managed teams that enjoy autonomy and decision have better
results and an increased job satisfaction. At a factory assembly, the rate of defects, was found, decreased by
38% and profitincreased by 20%. o

Advantases of self-management and decentralization concerns: hierarchical control is replaced by
selfcontrol, each team being responsible and accountable for their performance, croative action teams - like
brainstorming - the problems they face, becomes possible to abandon the hierarchical levels whose sole task
is monitoring resulting in a reduction in costs. .

4. Higher compensation te performance - no oI¢ argues that labor markets are perfect.
One thing is true that there is a correlation between compensation (sataries, bonuses, extras, etc..), fabor

2 Tbidem, p. 79
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market and the quality you want to have avail i
ine able. i i
not negligible in achieving economic success. ¢ Salasy fevel s not only a signal but also a message that s
In th 1 .
guidancf;r:) N gc;c:friltg;a:gefilsor:sn?;potl:t, the largest building materials and home improvement sellers, offers
ne ., uction, renovati d i i i iahe

of training than of a seller of a retail store. rons snd working {ools, which requires a much higher level
pmmipafizi::}zznsilgg sizuid not bchqveriooked and can take several companies: participation in eamings

tici] » stock ownership, management qualifications or tratnin, i ives

: : g related costs an
t(; ;ir:;n&girl or tean} level. There are companies that give the right to purchase shares only aﬁ‘jeruzcigiltz?s
feached " ceyea.r 0}1;_ ,000 'hours worked?. But there are companies providing this to an employee who h,-11
Organizationartam1 | hﬁ;archﬁcal level, which reduces its loyalty. Sale of shares to employees is actually ::
where cveryone becomes part owner and righ i
atio! ghts are granted in
;f;sr;;c;:z;bltl‘ltyi;he en_lployee becomes aware that he works for himself, the orgalg;izational sgg;ﬁg; -
burear aa ;‘c):,m I;eramlucall leveliJ are reduced and thus increase economic performance. When in possessionng;'
3 any employee becomes attached, when their price i i .
[ price is falling. Just beca i

decreases and increases (not only to grow), this makes them feel like businessg OoWners e the share price

qualiﬁcjiozr;;g:lligte_s in“?irg gractfi-ca'l alp er;;f)rmance of management, training can not be neglected. This
s enefic ; : ; . -
performance. ial effects, especially in flexible manufacturing, systems of high
for this For ;nsitalllnccccogan}es operating in both Europe and their territory have lowest resources atlocated
00% axfxlilrgout}; X ontrast, lapanese companics in the U.S.”" allocates the amount of training an additional
. st ored, Brlazﬂ and Tajwan (so states with the status of emerging countries), allocated more
ing employees. Even for experienced workers there is training. This is pl,ausible because

P il
Ja ANCSC companies de]n()ﬂStIate eXIb[ht)‘ in the pIOduCtl(}ll process as oppo to ed
P sed the U.S., baS on

Consider the following® :

Table no. 1 -Training Hours

Fapanese / Japan 364 76
Japanese / US 225 52
USA /USA 42 31
[JSA / Europe 43 34
[European / Europe 278 52
INewly industrialized countries 260 46
Australia (JP Mac Duffie 51 TA 40

[Kochan: Do vs. Firm invest less in N
[Human Resources?)

hamess 6{}.?8%““]0“{0; .status differ_ef.tces - performance results are obtained if the management is able to

mdetermmaﬁt) ;assezdi igher hauthorlltles and their own human resource availability. Co-participation,
etermi 3 ng cach employee a sense of importance not i .

socialization and thus possible to standardize differences in srt)ams. ot only 1o increase the degroc of

2 Thidem, p. 100
2 Thidem, p. 102
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7. Distribution of finaneial information - when it takes place on equal terms, each employee is
moculated the importance and dignity but more importantly, everyone is advised to be persons legally
capable of regulating financial securities. In addition, this increased confidence is a prerequisite for superior

effective results. This removes the distrust that company management will have something to hide, and

therefore it can be seen, checked and controlled.
In an editorial® which at one time was suffocated by debt it was decided to reduce expenses by 10%.

Someone (also from management) required to be shown the resource allocation and budget expenses. When
he was told that he didn’t have access to this information, and realized that he was untrusted and he resigned.
Vou may be capable, trained, in good faith, attached to the company, but you can not contribute to increased
aconomic performance of the company if you don’t have the necessary information at hand. This is how
nopen records management” took place, in which all staff have access and all come with ideas and proposals.
A very useful idea: do not use the information to intimidate, comtrol and manipulate. :

The success is assured if: all employees provide daily information on individual performance and
costs, in parallel, and subtle, there is a detailed instruction on how to assimilate and interpret.

Some managers have countered this by the fear of competition leaks.

ALIGNING MANAGEMENT PRACTICES AND PLACING dN THE FOREFRONT THE HUMAN

RESOURCES
There are two reasons to study this correlation: _
g} thorough kmowledge of it allows to assess the evolution of the company, if this alignment is

achieved or not;
b) it proves that the companies engaged in this line have more progress than those who do not

practice it.

Although they are guite well known - companies that focus on human resources - implementation in
other firms is quite small. It seems that the reasons for opposition are: respect to the spirit of "the herd", ie
they do what others do, the pressure on managers to achieve short-term benefits, hence the execution of their
objectives-oriented finance, short term proposals, a exaggerated confidence in senior management decisions
and lack of delegation of authority, an inaccurate statement of responsibility, desire to be promoted fast,
proven financial reward granting a financial management and human resources rather than an exaggerated
attention paid o increases (especially those short term proposals) and not the unique advantages of these
investments is reflected in (whose economic benefit ocours after a certain period of tme), easily accept tough
management, allocation of resources for education and training in financial plan, providing priority analysts
and not those who have skills in human resource management. priority for short-term performance rather
than long-term investment in people.

The British Bank Rover company”* became well-known for its poor quality products, so that tabor
relations have become strained. For a new approach to human resource, there was given to each employee £
100 for training, money used by every desire, even for training in another field. The program has gained the
name "total quality management” . The result, between 1991-1993 have saved 16 million pounds, suggestions
of employees have brought savings of £2 million, and the time to achieve a fransport vehicle was reduced by
25%, the number of vehicles increased by one third. After a while BMW bought the company and segmented
the management destroying everything that was built: good organizational culture, training was no longer
paid, the participatory culture was gone and thus 2 drastic reduction of employee participation in the decision
making. Thus there appeared antagonistic labor relations. Hence fo serve a bad example of management and
organizational culture was only a step away.

Pfeffer stated three main reasons why errars are made info HR:

a) direction and focus to profit in short term, giving up strategic approach to HRM;
b) how to desiroy the ability of those wha are able to select and use information;
¢} modeling and participation in decision making.

Major emphasis on social-psychological impulse increased contrast, the decrease of decentralization

and delegation of respensibility, decision making lead to a downward economic performance.

# Thidem, p. 109
* Jhidem, p. 148
51




In other news for profit is practiced:
a) clearing incentives;
b) value creation for sharehotders by increasing the share price;

¢} long-tertn planning makes short-term objectives to determine on those long paths, so. .

pressure to solve the short term to procrastinate steps nceded tfo strengthen a
company for the future;

d)} if managers are employed for an indefinite period and career runs only in a .

company, it is understandable that they propose long-term goals. Mobility
management is alarming, which is why they cut out a resume that looks good on the
labor market, and it is this mobility to lead them not to take long-term plans and
strategies.

In the beginning, executives came from the production and manufacture. There was a time when -

credit was granted to marketing specialists. Between 1970-1995 were approved those who were experts in
finance. If the U.S. experience and specific orfentation varies not only in time but also by increasing
organizational context, in contrast, many business executives in Japan were union members, but there are
many who have worked in production. Likewise in Germany the focus is on manufacturing and engineering
experience. In fact, specific aceeptance in the U.S. is the financial experience and the field of law. And it is
not surprising given the importance of having a master's degree in Business Administration (MBA). For a
long time Japan and Europe had no such training, and business studies was not a major concern.

However, MBA programs have focused on analytical methods and accounting, finance, economics,
decision analysis considered the most important subjects. Overall savings schools claim to study and conduct
an organizational climate,

. Creative, innovative spirit is reflected in decisions and actions, and is a direct consequence of
organizational culture. Concern for the aequisition of assets doesn’t force managers to creativity, and on the
other hand, they are settled that they are no longer subject to risk.

On the other hand, financial control is also an obstacle to innovation and creativity (fear the risk of
being accused that they wasted in vain the resources) and so they became adherents to specific companies of
capital acquisitions. Instead, sirategic capital requires long-term decisions, taking innovation, risk, all related
to a deep knowledge of the company and the market. Analysis of profit, its modification by quantifying the
cost of change and other investments in human resources can’t be carried out unless the potential benefits are
taken into account.

Wages, training, recruitment and selection, employee maintenance represents costs in times of crisis.
Since profit is the difference between revenues and costs is "seems” that any reduction in these costs leads to
higher profits. Such a view is illusory if treated on long term. Reducing costs listed above if the company has
trained staff and less qualified, less competence, poorer services to beneficiaries, low productivity,
innovation and creativity, etc., which will reduce the firm's revenues and therefore, profit.

THE NEW CONTRACT OF EMPLOYMENT AND THE USE OF VIRTUAL WORK

Traditional centract of employment provides that the hard work and loyalty demonstrated to a firm
makes a career and workplace safe. John Kotter's study reveals that most of those interviewed spent 80% of
the entire activity in one company. In the present case the situation shifted.

We recommend the following solutions to reduce the impact caused by the reduction of activity: the
proportional reduction of working hours, reducing salaries to all employees, increase the stock even when
demand is reduced, the allocation of new services (maintenance, repairs, training, etc.), temporary cessation
of employment, stimulate creativity, redeployment of staff activities, market analysis, sales, etc..

Minnesota Mining and Mamifacturing Company® introduced a policy called unaliocated list, which
had 6 months to find jobs throughout the company. During this period they received their salaries, benefits
and possible wage increases. In the first four months of receiving a first value equal dismissal and a half
weeks pay for any increase of salary, and the elderly may receive compensation for a holiday package of
retirement benefits and to keep generating the years old work for pension caleulation.

% Ibidem, p.179
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VOLKSWAGEN EXPERIENCE™

At the end of 1993 the company is face :

employees in 1993, 71 900was reached by staff l'f:duct;:_mher

o/, of the work stations in Germany, where wages are Iigher.

W They changed the organizational culture by reducing fnanager?lent levetls, tr-a

allocation of new skills to employees. This was bas_ed l.)y granting special advantages:
in the area, high social benefits and high job security. .

fovel Bf‘zﬁi’xseu;oint thaé cogrlr:pany proposed to reduce the working week ﬁPmdif; etzﬁésw?;u;sti‘:fil:e ?n 2

i fon i 1 staff, However monthly income remaine ) t
e . Avens o aluasl income was made up of: monthly salary, 8 special annual single

i istribufion. Average ann : _ : e
Of;f:;? ivfr?ﬁ%é"/t of the twelfth annual gross salary for personal gain last year, holiday pay (paid by the
pa

mpany) and a Christmas bonus base.d on senfority.
comp }"(f)he company, after negotiations, helped to pay 2%
previous period.

To implement I
@) a program of "block time

d with reduced sales, productivity and profit. F'rolm 103 000
s in 1995 (30%). They took the decision to keep

ining teams and the
a virtually unrivaled

1o give employees the same income of the

i i Is:
king hours they have designed two proposa )
e e okt " for those aged between 18 and 30, which propos:l:(i a
imi i i i loyee is training and accumulates
ted peried of unemployment in which the emp adr i
lslliriilllri ’L%is converts "normal" load to double work and training which allows the

i date skills;
chance to work to earn money but to instruct to update : ]
b) based on the idea that not all employees want to protylde Ee sirir; its:ia;; \;(;:Emai
i i ork, wi
hours, the company designed a flexible program of w ‘
increase and a decrease in working time. Older employees have the opportunity to

withdraw from the business literally. It made for a v;eellc increases for those with a
i i i i for the elderly.
ualification and a recent reduction suitable ) i
Volkswagen is 3 flagship company of Germany, a country w.here there are strc;‘:;g ug\l/ggjmem
codetermination is mandatory. Therefore availability of staff has major consequences g
spending in terms of unemployment benefit payments.

Company's decisions were: N
P a4 where to be drawn borders within the company,

cople that are employed temporary; o
b ;e)m;?loyees are given implicit or explicit agreement on the continuity of employment.

Both decisions are very important for a company. The conclusion is that the company approached a

ici i fracting and job security.
i d economic importance and in response 10 la'f)or con SeCt
i 11;0{1‘58(:;‘;:1;11; staff reductions could reduce labor costs in the s.hort term, but S}gmﬁca.uﬂylr::ic(l;czi
employee loyalty as well as beneficiaries. Unforiunately, U.5. orga.nigaﬁons are not subjez i(; rzg;l :1 on of
betfavi{)rs forced, willingly or not, undermine job security and 1tf1s tots;i%asy toel?pa;;eoutsouming bor
', i jons in activity (and therefore s as w .,

outsourcing). Analysis shows that red}uftlons in ac : : .

Ehe problen’;g of profit and Iabor productivity and meet the growing demands of consumers

or in other words, how much to help

WORKING WITH UNIONS ] )
Pleffer”’ considers that a good cooperatipn with
a) all industrialized countries except €
b) unions have not pursued only earnings but
¢) in current circumstances, most busmessetspractices.
and high performance managemen 5 )
d) ?Z?éi:ny cangnolz support the idea that human potential takes the first place if the
union works.
U.S. has never called the legiﬁma‘cy 'of
that despite globalization, governments in .md
working time, safety, benefits, etc., while unions

campaign against unions.

the unions is due to the following reasons:

the U.S. have high rates of union membersh}p;
also job security and working condmm?s;
claim and negotiate implementation

is amplified by the fact
on wages, duration of
U.S. there is a sustained

union representa_tioh. This attitude
ustrialized countries impose laws
have a negative inflyence. In the

2 Tbidem, p. 205
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Ibidem, p. 240 .,
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As such it is not surprising that labor collective bargaining is protected by only 15%, the situation ig
of 43% in the state sector. In the private sector, the number of employees in unions is 10%. A distinction
must be made between the state labor relations and collective bargaining because the majority deterrnines
labor productivity first, so many leaders were not involved in the act of managing and were satisfied with the
negotiations for salaries, benefits and conditions of work, Unfortunately they remain uninformed in
employment law and business strategies. )

Capitalization of the creative potential of joint-management™ is identified in 50% of syndicated
workers, which proves that unions have the potential to improve economic performance. it is an argument
that the union can be used in efforts to transform the company by communicating the need for change and _
ranking employees, morcover, seeing that employees are supported by an organization, increases their
confidence.

Attempts have been made in this paper to demonstrate that the financial success of an organization.
can he ensured by the courage and boldness to prioritize the placement of human resources in the
foregrommd, in other words to be considered capital resources and to ensure benefit competitiveness,

CONCLUSIONS

We attempted in this paper to demonstrate that the financial success of an organization can be
provided by the courage and boldness to prioritize the placement of human résources in the foreground, in
other words to be considered capital resources and to ensure competitive benefit.
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REZUMAT: In ultimele doud decenii, feromenul free sofiware (open source) a cdstigal din ce in ce mai
multi adepti, ajungdndu-se la o amploare uimitoare. Aplicatiile software open source sunt utilizate la
scard globald atdt in mediul de afaceri cdt §i in cel guvernamental, multe dintre acestea fiind considerate
cele mai bune din lume pe anumite segmente tehnologice. in asemenea condifii, este foarte important
pentru socielatea contemporand sd infeleagd principiile ce guverneazd noul curent de dezvoltare a
software-ului. Prin studiul de fajd se incearcd a se prezemta cdfeva aspecie mai imporianie ale
fenomenului open-source.

INTRODUCERE
fn ultimele doua decenii, fenomenul free software (open source) a castigat din ce o ce mai malfi

adepti, ajungindu-se Tn zilele noastre 1a o amploare vimitoare. Software-ul open source este ufilizat la scard
globald atit In mediul de afaceri ct si in cel guvernamental. Linux & devenit unul din cele mai sigure
sisteme de operare de pe mapamond, Apache este umut din cele mai populare servere Web, Mozilla Firefox
este browserul cel mai bun din fume, renumita companie IBM a cheltit zeci de milioane de dolari pentru
dezvoltarea platformei open source Eclipse, HP foloseste software-ul liber intr-o serie de activiti{i proprii,
ncepdnd cu oferirea suportului tehnic si finalizdnd cu dezvoltarea unor drivere open source pentru propriile
produse, Novell s-a extins prin achizifionarea unui numéir insemnat de companii ce produceau software
open-source, Pdnd si Microsoft a constientizat potentialul enorm al comunitifilor open-source, dezvaluind
sub licenta Share Source Initiative milioane de linii de cod.

OPEN SOURCE — ELEMENTE, PRINCIPI $I CONSIDERATII PERSONALE
Conceptul de software-ul liber a. fost folosit pentru prima datd de cifre Richard Stallman, un
programator american de la MIT Artificial Inteligence Laboratory. In anul 1983 acesta initiazi Miscarea
pentru Software Liber urménd ca in anul 1985 s3 infiintere o organmizatie nonprofit “Free Software
Foundation”. Fondurile binesti ale organizatiei erau obtinute prin vinzare de tricouri, CD-ROM-uri si
distribuire de software GNU. Incd din perioada infiingirii, activitatea fundatiei era strins legatd de
dezvoltarea software-ului liber in cadrul proiectului GNU (acronimul GNU = GNU’s not Unix). Scopul
principal al proiectului GNU 1-a constituit dezvoltarea unui sistern de operare liber, asemdéingitor cu sistemul
de operare UNIX. Ca §i rezultat al proiectului poate fi amintit sistemul de operare Linux. Misiunea
Fundatiei pentru Software Liber consta in esentd in promovarea libertatii de utilizare a software-ului,
libertatea de a Tnvita, mtelege si partaja software-ul folosit in activitatea de toate zilele, atat acasé cat si la
scoald sau in companii, militAnd fervent Tmpotriva restrictiilor impuse de software-urile proprietare. fn
acord cu misiunea asumati, un software este considerat liber dac sunt respectate in totalitate urméitoarele 4
libertati: _
e libertatea de executic indiferent de scopul propus,
« libertatea de a studia modul de fimctionare si de adaptare la nevoile proprii, prin acces direct 1a

codul surs,
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= libertatea de a redistribui copii nemodificate,
= libertatea de a redistribui copii modificate si imbunatitite.

Analizdnd cele 4 libertati, se poate constata usor ci nu se face nici un fel de referire la aspectul
comercial al software-ului liber. Este esentiald intelegerea termenului free (liber) din denumirea acestuia,
Pentru a inlitura orice nelimurire, insusi R. Stallman, périntele software-ului liber clarifica foarte plastic
semnificatia cuvantului liber (free): *Ganditi-va la software-ul liber ca ia libertatea cuvantului, nu ¢z la o
bere oferitd gratuit”. Cu alte cuvinte, termenu! “liber” face referire directi la cele 4 libertati fundamentale
amintjle anterior, si nu la aspectele de cost ale software-utui liber, Altfel spus, expresia “software liber” nu
este sinonimi cu expresia “software gratuit”, Cu toate acestea, software liber nu presupune inliturarea

aspectului comercial. Este adevirat faptul ¢a cele mai multe software-uri libere pot i obtinute gratit, dar -

aceastd realitate nu inlaturd posibilitatea de a utiliza un software liber in scop comercial, nu inldturad
posibilitatea de a dezvolta si distribui software liber intr-0 manierd comerciali. Pe piata mondiald a
software-ului existh companii care dezvoltd software liber gi care ulterior 71 distribuie clientilor sii atit sub
o formi gratuitd cit §i intr-o forma ce presupune plata unei sume substantiale de bani.

De-a lungul timpului au existat mai multe controverse in ceea ce priveste denumirea programelor -

libere, nu toti utilizatorii §i dezvoltatorii software-ului Tiber fiind de acord cu scopul initial al “Miscarii
software-ului liber”, Astfel in anul 1998 se produce o scindare 1 interioru! comunitatii, vehiculdndu-se o
noud denumire pentru software-ul liber, si anume open-source software (software cu sursa deschisa). In
timp ce adeptii software-ului liber considerau actiunea lor ca o miscare sociald, un imperativ etic necesar
respectarit libertdii utilizatorilor, latura radicald a comunititii considera principiul open-source ca o noud
metodelogie de dezvoitare a software-ului, cu un nivel calitativ mai bun. Pana si ambiguitatea, posibilitatea
de confundare a software-ului liber cu software-ul gratuit a fost un motiv invocat in promovarea noului
concept de open-source. In pofida exigtentei celor doi termeni, Richard Stallman, pirintele software-ului
liber, ii considera ci fiind sinonimi. $-a constatat ¢4 in practicd, programatorii si pasionatii de informatica
folosesc {recvent expresia software liber i timp ce mediul de afaceri foloseste maj des termenul de open
source.

Prin Convenfia BERNE s-a stabilit ca oriedrei creatii scrise (inclusiv creafiei software) i se confers
automat drepiul de copyright. Copyright-ul ca nume sugereazi un drept de copiere, dar in realitate este
inteles ci fiind un drept de a impiedica copierea nuncii altora {Oprea, 2007, pag 427). Tn alta ordine de
idei, copyright-ul este reprezentat de un set de drepturi conferite autorului creatiei serise (sau celui ciruia i
s-a derogat acest drept), in care se regfisesc drepturi precum cele de utilizare, de copiere, modificare si
distribunire a acesteia. Copyleft-ul este o alti formi de licentiere foarte fntdlnitd in cazul software-ului liber.
in timp ce copyright-ul permite autorului creatiei scrise sd interzics altora drepturile de copiere, modificare
sau distribuire, copylefi-ul permite aceluiasi autor al creatjei sa confere 5i altora drepturile amintite anterior.
A ataga un copyleft unui software presupune in esentd atasarea unui copyright insotit de un set de termeni
de distributie speciali care conferd fiecirui potential utilizator dreptul de 2 utiliza, modifica sau distribui
codul sursa al software-ului in cauza.

fn contextul celor spuse mai sus, software-ul poate fi mpirtit in mai multe categorii (Fig. 1),
distingndu-se doui mari clase: software-ul liber, cel care oferd oticirei persoane drepturile de utilizare,
copiere si/sau distribuire si software-ul proprietar, opusul software-ului liber, care interzice redistribuirea 1
modificarea acestuia. In ceea ce priveste software-ul tiber, se disting urmitoarele subelase:

+ Software cu copyleft - software-ul liber al cirui termeni de distribuie si modificare libera se aplica
tuturor copiilor si versiunilor ulterioare.
o Software cu licenta GPL ( licenta publici generala)
* Software fira copyleft — sofiware liber cu permisiuni de distribuire si modificare, ce poate prezenta
anumite restrictii;
o Software din domeniul public — software-ul firi copyright — cu acces la codul sursa.
o Software cu licenta permisiva - potrivit cireia toate modalititile de utilizare a codului sunt
permise, inclusiv includerea in software proprietar.

Trebuie precizat faptul ci termenii ,software liber” si “freeware” au semnificatii diferite. Spre
deoscbire de software-ul liber, freeware este o varianta de software cvasiliber ce nu presupune acces la
codul sursi $i Tn consecintd nu permite modificarea acestuia. De asemenes, redistribuirea produselor
freeware este obligatoriu gratuiti. .

In categoria software-ului proprietar, pe langd variantele cu copyright, se poate incadra atit
software-ul din domeniul public ce nu oferd acces la codul sursi cdt si software-ul de tip shareware. Orice
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WAre Care nu 5% 4 nu poate f i i v tru care Silﬁwafe din

S0 olera acces liber 1 con5;1dcrat llber, motr pentru ar !
lib la codul surs P ats : .

a COdul sursa face parte dir Categ()rla SOﬁuIL‘.E ie-liber™. SuftwaIE-u] de [lp

distribuirea copiilor software-ului In cauz_ﬁ.. Mai
4 limitatd de timp. Depasirea termenului limita

domeniul public firi acces 1 ; .
shareware nu permite accesul la codul sursi dar permite red
muilt, utilizarea acestuia este valabild doar pentru o penoada
de wtilizare presupune achitarea unei taxe de utilizare ulterioard.

free software —“—W\\

7 i TN 1 proprietary software

public domain soltware
{with source)
‘E - _\ i
software under
lax permissive license public domain sofiware |
™ fwithout source}

\ software under GPL E

—
{ conylefted software

3

13 "

\ : sharewire
\ opien source software

Free-downipad software
,,P-—a—-"_’—ry”_

.ului din punct de vedere al disponihbilititii codului sursi {www.gni.org)

[
e

Fig. 1. O clasificare a software

Cele mai multe licente pentru programele de calculator S_unt cc{ncepute‘p?trun?appr:]\;;i:; é(;t:;f;la;
tilizator de libertatea de a copia si modifica programele r;spectwe. Din .cm}tra, icent ublicA e
l(ISN'U este ginditd si garanteze libertatea de a copia si modifica toate vergumle unui prog;: - f o 2 5¢
asigura cd El rdméne Jiber pentru toti utilizatorii sii. Toate Licen;e]ff Pubhc? Geneﬂrale sur; a;;m eniu e
incét sd i libertatea de a distribui copii ale programelor libere (si de a incasa ba gm o e]é m
m‘iﬂtl S%E:l f::.r{::sgiu;zreg,tc), de a studia codul-surs3, de a modifica pr?g;mmele sau dea ii'i)losg p o o
fla(;?uprograme likere. Dezvoltatorii care folosesc (ENU t “GI::‘I;Il (11;1;11 1 :s;::;mdr;%t:lr di, aeme; s
. N "y s . i o g .

P_TOgl'amelgff o :gzlzpaflr;locra;ﬂhéia:g;uajcrieia?:te i::qé&persome a copi%lor unui“progr'am_ !1l?er, ege
§1f5:r1‘-1 orle tran pr?tirréa céi-Ie destinatar a tuturor drepturilor primite anterior df’ cétre dls.;trlbm-t_or. 1e:
e ﬁﬁml 1 trebuie disponibilizat iar termenii licentei GPL trebuie adusi 15f cqnostmga. vnto(;: ui
benefictar (isot - i;g:nté GPL, programelor libere nu 1i se acordd nici un fel de garantie. Ir_l plus, mcl;{ rea
Erex?':i;ls?rré-rinﬁi:ntiate GFPlL I:ltr—o combinatie cu o altd lucrare independentd, nu determind generahizarea

i i it i rograsi, cu
licentei st la celelaite componente ale agregatulifl. Sen pot tranfmlte' O'OI:i“ d;lzmts;itiflc::; ;;l.e ht;{r;till n};ﬂf o
conditia si fie specificat vizibil, pe ﬁecare_: copie, céte o nvota privin d.ﬁgate e e toias ahooets
sstrate intacte toate notele referitoare la l1can;a,.trebu1e pasu:atc nemodi o e B e cenal 1o
ertciret fi jar programul trebuie si fie insotit fn mod obligatoriu de ¢ copie a licentei ¢ L a1
care se gmc-l?nttri'lblzepco ii modificate, pe lingi obligatiile de mai sus s¢ mai adaugi si o 1g.':(1i 1fv-
Tnmoduceri anei ote t%arte clare 1n care sa se regdseascd numele persoanel care a efecjuaf. modificares
l;rter;?;cz:udg?:lnrxlodiﬁcérii. De reguld notele amintite vor fi introduse in anteful fiecirui fisier sursd,

respectindu-se urmétoarea formé:

< o linie cu numele programului si o scurta prezentare a functionalitatilor oferite>
Copyright © <anul> <numele autorului
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i 3 orice companie: :
+ Rezolvarea rapida si facild a dovd probleme de marketing cu care s¢ co?grt;nta f[):zz ncs istgnte i s
o Identificarea cerintelor clientilor — in general companiile prevad buge F

ii #at izeazd software L
identificarea nevoilor clientilor. Membrii camumtaplof open source .reaiizez?z  sofware B
conform nevoilor acestora de la un moment dat, asa 1:_;cat_ printr-o simp et penton
rezultelor muncii for pot fi identificate rapid nevolle pielei de la un mom _

anumite tipuri de software. )
o Popularizarea rapida in randul celor inter
Open SOUIcE. } )
« Un anumit grad de independenta fatd de producator
«  Acces Ia functionalititile a mii de programe software.
e O alternativi viabifd peniru piratenia software.

Acest program este liber; il putefi redistribui si‘sau modifica in conformitate cu termenii Licenfei Publice
Generale GNU, aga cum este publicatd de ciitre Free Software Foundation; fie versiunea 3 a Licentei, fie (la
latitudinea dumneavoastrd) orice versiume ulterioard.

Acest program este distribuit cu speranga cd va fi wiil, dar FARA NICI O GARANTIE; fard macar garanfia
implicitd de vandabilitate sau CONFORMITATE UNUI ANUMIT SCOP. A se vedea Licenn Publicd Generalit GNUJ
pentru detalil,

Licenta publicd GNU nu permite incorporarea programelor libere in programe proprietare, fn cazul
in care se doreste acest lucru, se poate apela la o variantd speciald a licentei publice numiti GNU Lesser
General Public License, care permite includerea unui program kber intr-un software proprietar sub forma -
unei biblioteci. De asemenea pentru software-ul liber plasat tnir-o retea de calculatoare se uziteazi o alta
varianti a licentei publice numiti GNU Affero General Public License. Printre altele, aceasta licentd
stipuleaz? faptul ci utilizatorli care interactioneazi cu un software liber prin intermediul unei refele de
calculatoare au dreptul sa obtind codul sursi a acestuia.

Dintre cele mai renumite exemple open-source pot fi amintite urmdtoarele: infrastructura motorului
de cautare Google, sistemul de operare GNU/Linux, pachetul software OpenOffice, echivalentil open-
source al pachetului Microsoft Office, pachetul de servere WAMP (Apache — server Web, MySql — server
pentru baze de date, limbajul de programare web PHP), renumitul browser de internet Mozilla Firefox,
clientul de email Mozilla Thunderbird, software-ul de redare a figierelor multimedia (player) VLC,
instrumentul software de prelucrare sonord Audacity, editorul grafic Paint.Net, clientul FTP Filezilla, si
exemplele pot continua.

Studiile realizate in cadrul comunitd{ilor open source au identificat principalele motive care fi

esati a noilor produse proprii realizate in sistem

prin disponibilitatea codutui sursa.

Puncte slabe:
e Lipsa garantiei. .
 Lipsa unui suport tehnic. )
« Lipsaunor servicii de mentenanti.
e Lipsa documentatiei.

T v do G, oo g BII;LI(t)ﬁ (205{?) Instrumente pentru E-Learning — Ghidul informatie al profesorului modern, Ed. Polirom,
= nevoia de distractie, L B:‘:ime.sﬁ ,

» dorinta de a construi o Jume a libestitii,

« admiratia membrilor comunititilor (5i nu numai),

» gratitudinea comunit#tii din care provin,

» aversiumea fatd de produsele Microsoft,

« nevoia de resurse financiare - un numdér considerabil de programatori fiind remunerati pentru a
dezvolta software liber sau afacer] in jurul acestora,

e nevoia uner programe software mai bune,

Marginean N. (2008), Gestiunea informaticd a organizatiilor, E.d, Risoprint, Sluj ~Napoca
. Oprea D. (2007), Protectia 5i securifatea informattilor, Ed._ Pohr,om2 Bulc\:/{ur? i
- Woods D, Guliani G. (2005), Open Source Jfor the Enterprise, O Reilly Media

*KE W gnn.oTg

**% worw. f5fLorg

**++ pikipedia.org

*3F W w.OPENSOUTce.Org

#i+ pww. frecopensourcesoftware.oTg

R R

CONCLUZII

In finalul acestui articol vom prezenta pe scurt maniera in care renumita companie IBM a intrat pe
piaja open source si motivele care au determinat-o si fac# acest pas. Considerim exemplul IBM cit se
poate de griitor in ceea ce priveste avantajele competitive care se pot obtine prin implicarea in fenomenul
OPEN-SCUrce.

Firma IBM avea nevoie de un mediv de dezvoltare a aplicatiilor informatice pentru propria
platforma bazatd pe Java. Din start, IBM a congtientizat faptul ¢d nu va putea obtine prea multe beneficii
din vinzarea unui astfel de mediu de dezvoltare, Tn acest context, era mult mai avantajoasi varianta
externalizdrii. In consecinta IBM apeleazi la comunitifile opensource care vor realiza noul mediu de
dezvoltare Eclipse lz un cost substantial redus, in conformitate cu cerintele pietei. In plus, popularizarea
noului produs marca IBM s-a realizat Infr-un timp foarte scurt, la costuri reduse, devenind un instrument
foarte cunoscut in rAndul programatorilor din lumea intreagd. Drept consecintd, noul produs Eclipse a avat
un efect devastator asupra tuturor competitoritor companiei (Woods, 2005, pag 11) .

Pe baza celor prezentate anterior, se pot desprinde mai multe puncte forte si slabe specifice
software-ului liber (open source):

Puncte forte:
»  Costuri de dezvoltare reduse.

- o Tltilizarea creativitifii s competentelor unei comunitifi vaste de programatori, concretizate in
software-1l open-source.

s Activitatea colaborativd a membrilor comunititii open source conferd rezultatului muncii lor,
software-ul open source, sigurantd, performanti, securitate.
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ABSTRACT:

g mg;]e’ j{; ;:;eiist ]M?j .decades, the phenomenon of free software (open source} has increasingh

oty ooy bmme&,‘s :::d J;g loday to a stunning scale. Nowadays, open source sofiware is useﬁ

globally In bolh busin e government gnd ma@1y open source software applications are the best in
" A uch circumstances, it is very important to understand this process ft 1

[present study Iries to capture Some aspecis of apen source phenomenon o ou seclety. The

&

INTRODUCTION
In
dhorent ﬁ::dlj?t ttt;fgade:ades, the _phenomenon of free software (open source) has increasingly gained more
ot gover;ment i 'mux);, a(; gestunmug sca;‘et.h()pen source software is used globally in both business and in
. come one of the most secure operati
the g0 i : ' perating systems around the 1 i
IB;:/I oh atilf; xzrc:tstte popula-;‘rWeb servers, Mozilla Firefox is the best browser in the world, the ‘;a?;odisAc:I;aChe Y
o Sen_espof A ns millions dollars for open source development of platform Eclipse ’HP uses free sonigvany
in a series of 51 :} ;w:tnleai;:tgf;tlgs, tﬁ'or;; prolxlqﬁing technical support and ending with th; development of c)pau:s
_ oducts, Novell has expanded by acquiri igni
o f . y acquiring a significant numbe i
f-’eo ;;mg open-source software. Even Microsoft has realized the enormous potential of tbf et
vealing million lines of code under Share Source Initiative license o e opstsowee,

%ff:;i?eU:{ffﬁ; ELEﬁwME NTS, PRINCIPLES AND PERSONAL CONSIDERATIONS
ntelligonos s iI:;an ! bz software was first used by Richard Statlman, a programmer at the MIT Artificidl
B e grg ;E:Zg' In'1F983 Iée ﬁmvlvtmtted the Free Software Movement, following that in 1985
- ion "Free Softiware Foundation", Funds of anizati
A " ot g ce Sofis . Funds of the organization i
fg u;ga ;Eﬁ ;l; t]sgfgyts,w SSD 1RiC)Il\/Is _and distributing GNU software. Since the eiablishmen‘:e;Zr?:dt? mt}elg
Cumdation activity was closely hn%(ed to the development of free software in the GNU project (acro
s UND(_HI:; rux): The main purpose of the project was the development of a GNU free operalglm
System, ke operating system. A§ a rffsult of the project, it may be mentioned the Linux operati :
R Sh;;,re Y ﬂ:von was cm_lsmt essentially in promoting freedom to use software, free to learn uncli3 tmg
e :i ns; ™ ;rricctl?sed in everidzy activities, both at home and at school o} in compani,es \j;:ﬁnng
r ions imposed by proprietary software. I i nissi
software package is considered free if met all the fo]rl}(’)wing fot?r f;:;;ggﬂﬂcc IR (he assumed mission, a
. fﬁ"eegom of running regardless of the intended purpose,
s freedom to study how it works and to adapt to ’ i
+ Sreadom to rediosibute i unchanged? personal needs through direct access to source code
s freedom to redistribute modified and improved copies.

Analyzing the four freedoms, one i
A can see easily that there is no refi i
< : : erence 1o
ve];;cl; ogtf;e[c:ﬂ :gft:;are;ﬂﬂt is essential to understand the term free in its name. To remov?zn cggz;eri;lal
Ve 6{-‘ i ;5 iil zfrer of free ioﬁware, very plastic clarify what is the significance of thz wordr’free‘:f
ee speech,” not as in “free beer.” In other words, the term "free” makes direc';
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reference to the four freedoms mentioned above, not to the cost aspects of free software. In other words, the
tertn "free software" is not synonymous with the term "free software”, However, free software does not
require removing  the commercial aspect. 1t istrue thatmost free software can be obtained free of
charge, but this fact does not preclude the use of a free software for commercial purposes, does not
exclude the pessibility to develop and distribute free software in a commercial manner. In the world
p free software and then distribute itto iis customers both
in free form and in a form that requires the payment of substantial sums of money. :
Over time there have been several controversies regarding the name of free sofiware, not all users
and developers of free software agreeing with the original purpose of "Free Software Movement”. While free
software advocates regarded their action as a social movement, an ethical imperative to respect the freedom
of users, the radical side of the community considered open source principles as a new methodology for
software development, with a better quality, Even the ambiguity, the possibility of confusion between free
software and cost-free sofiware was a new reason in promoting the concept of open source. Despite two

terms, Richard Stallman, the father of free software, believe them being synonymous. It was found that in

practice, programmers and computer enthusiasts often use the free software term while businesses often use

the open source term.
BERNE Convention was agreed that for alt written works (including creation software) is

antomatically confer copyright. Copyright suggests a right to copy. but practically is understood as a right to
prevent copying some works by others (Oprea, 2007, pag 427). In other words, copyright is represented by a
sct of rights granted by the author's creation (or to whom the right to deviate), in which found such as rights
to use, copy, modify and distribute it. Copyleft is another very common form of licensing for free software.
While copyright allows autor’s creation to prohibit copying, modification or distribution, copyleft allows the
same author of creation fo give to others the rights mentioned above. To attach a copylefi to a sofiware
basically involves attaching a copyright together with a special set of terms of distribution which confer for
each potential user the right to use, modify or distribute the source code of the software in question.

In the context of the foregoing, the software can be divided into several categories (Fig. 1},
distinguishing two main classes: free software, that provides to any person the rights to use, copy and /or
distribution and proprietary software, the opposite of free software, which prohibits tedistribution and
changes. In terms of free software, there are the following subclasses:

e Software with copyleft - free software whose distribution terms and free change applies to all copies
and later.

o Software with GPL license ( general public license).
Software without copyleft — free software with distribution and modification righis, that may have
some restrictions.

o Software from public domain — software without copyright — with access to source code.

o Permissive licensed software - that all means are permitted to use the code, including

inclusion in proprietary software.

Tt must be said that terms ,.free software” and “freeware” have different significance. Unlike free
software, frecware is a evasi — free software that nio suppese access to source code and therefore it does not
allow modification. Also, redistribution of freeware products is necessarilly free.

In the category of proprietary software, in addition to variants with copyright, may fall both the
public domain software that does not give access to source code and shareware software. Any software
which does not provide free access lo source code cannot be considered free, so that public domain software
without access to source code software is classified as "non-free". Shareware software does not allow access
to source code but allows redistribution of the software copies. Moreover, its use is valid only for a limited
period of time. Overcoming deadline requires payment of a fee for future use. e
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Fig. 1. ificati o i
g. 1. A: classification of software in terms of availability of seurce code {(www.gnu.org)

Most software lcenses are desi
signed to deprive a potential

programs, Tnc L to ¢ a potential user the freedom t i
programs. | Ofo:t;?.(s)t, the (-}If'U General Pulvnhc Lxc.ense is designed to guarantee frr::f:dorri(‘)mcsf)J ! ?ﬁi Td‘fy
dostancd 1o epsa? thgrarne ﬁ-eedoo insg}'e t.hat it remains free for all its users. All General Publié) EI!Ji o
o sty the aor the & ;n o distribute copies of free software (and charge money for them '(;'e; eived),
G e soure copyl’-igl}; ify programs or use pieces of it in new free programs, Developers,t;'lat zsui‘}ix)j
oS to cong s (;illdp/rograms' and provide potential users this License giving them Sfe a?
s s requin;d piributs and or lEIl(‘)dIfy programs, If copies of a free program are distributed t ﬂ']lgl'd
B cod siuired lo send ¢ recipient all the rights previously received by the distribut AI0
e oode Should be Solg:alaised anc} the terms of the GPL must be brought to the attentig; f S?L,Itlte
oty L e softwa ;dnoi given any guarantee. In addition, the inclusion GPL licensed vsork na
o with other fnd penden: work, does not result in license generalization to other comno s of
of copyight on each son ? uc;czl;lnes of the program, respecting the condition of clearly J'miic:atinIJ c;l;: . ?f
et o koot unchmamed ﬁ))(;-‘ - abc;t:z:;e;fwe must keep intact all notices that refer to the lice:nseg all ng(t)e:
by o oy 1 i Gop nee of any guarantees and the program must necessatil : i
R, gbligati(m ts,;ﬂ\:ilg;i ;tc; rjf:;t;!;ute mtod1f;:led copies, in addition to the above obliéggozzc;?paﬁ:g
oo ; clear note where to find the name of the

: 9d1ﬁcat10n da_te. Usually mentioned notes will be infroduced in th I;ICTSOH e e tho change
e:;,pectlng the following form ¢ header of each source file
< line with the program name and a bri i i :
Copyr ot © o e 2 ;e ;:ef overview of the fimctionalities offered >

This program is free software; fsirs
Pubic 11 _ ; you can redisiribute it and/or modify i
laz;bhc ch.'ense as published by the Free Software Foundation; either v::'.:')i Uj’;f v t‘he e & the U General
o e on 2 of the License, or (at your option) any
is program is distributed in the hape that it will be usefid, but WITHOUT ANY WARRANTY: with
T Without even

the zmpl!ed warranty (7f1MERCE4WAB or FITNESS FOR A PARTICUTAR PURPOSE 7
f N See the GNU General

GIQ U Pl.lb]lc Llceﬂse dOeS not all()w i C !l]“latillg ﬁec S(,jtwale nto Propr eta_ty programs. If
jitive)
- - - - . - .
deslled, you can appeal to a SpeCIal publlc llceﬂse called the GIQU Lesser Geﬂelaj Iublic L]Ce]lse, Whlc]l
a.UOWS tt <] Il]CIUSIOIl ofa free pr()gram ma propl leta.['y Soﬂware as a Ilbrary. AISO fOI‘ ‘I'GE SOﬁ:WaIE placed m
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ant of public license called the GNU Affero General Public License.

a computer network there is another vari
s thiat users which interact with a free software through a computer

Among other things, this license stipulate
network are entitled to get its source code.

The most famous open-source examples can be mentioned the following: Google search engine
infrastructure, operating system GNU / Linux, OpenOffice software package, open-source equivalent of
Microsoft Office, WAMP servers {Apache — server Web, MySql — database server, PHP web programming
language), the famous internet browser Mozilla Firefox, Moziila Thunderbird email client, software
multimedia playback (player) VL.C, Audacity sound processing sofiware toul, graphics editor Paint.Net,
FileZilla FTP client, and examples may continue.

Surveys in the open source comrmunity h
he involved in the phenomenon of open source (WWW.gmLOrg):

« the need for fun, :

¢ desire to build a world of freedom,

o admiration and gratitude of communities members, N
« aversion to Microsoft products,

o the need for financial resources - a large numl
software or business around them,

o the need for better software.

ave identified the main reasons that cause their members to

ber of programmers being paid to develop free

CONCLUSIONS
At the end of this atticle we present briefly the manner in which the famous IBM entered in the open
source market and the reasons which led it to do so. We consider the example of IBM very good for
be obtained by engaging in open-source phenomenon.

presenting us the competitive advantages can
IBM company needed a development environment for its own IT applications platform based on Java. From the start,

[BM realized that will not get too many henefits from fhe sale of such a development environment. In this context,

outsourcing was the cheapest option. IBM therefore appeals o the open source communities that will make the new
reduced cost, in line with market requirements. In addition, the

felipse development environment to a snbstantially
de in a very short time at a low cost, becoming a very popular tool

popularization of the new IBM product brand was ma
among programmers worldwide. As a result, the new Eclipse product had a devastating effect on all the company's

competitors (Woods, 2005, pag 1.
Based on the above, we draw more specific strengths and weaknesses of free software (open source):

Strengths:
» reduced development costs.
s creativity and skills of a vast co
« Collaborative work of members o

of their work., -
« quick and easy solving of two markefing problems faced by any company
s — generally companies provide substantial budgets to

o Identify customer requirement
identify customer peeds. Open source software community members carried out according to
their needs af a time, so simply by viewing the results of their work can be quickly identified
market needs at a time for certain types of software.

o A rapid popularization among those jnterested in new products made in open 8

o g certain degree of independence from manufactrer through the availability of source code.

e aviable alternative to software pirdcy.

mmunity of programmers, materialized in open-source soflware.
f the community confers security and performance to the outcome

purce system.

Weaknesses
« lack of warranty
s lack of technical support.
e lack of maintenance services
s lack of documentation.
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Cuvinte cheie: asigwrdri sociale de sindtate | asigurdri private de sandtate, sistem de sdndiaie,
asigurdtori, reformd a sistemului de sandiate.

REZUMAT: Asiguréile private de sémdtate sunt 0 alternativii viabild de finanfare a sistemului public de
scmdtate in aceastd perioadii de dezvoltare d economiei, Studiul aratd criza financiard in care se zbate
sistemul public de sandiate si faptul cd iegirea la liman nu s2 poate face doar prin cresterea economicd ci
este necesar un sistem paralel de finanjare. Produsele de asigurdri private de sindtate exisiente in piala
romdneascd (prezentate aici) sunt doar complementare la asigurdrile sociale. Céand cadrul legisiativ va
permite asigurdtorii vor aferi alternative viabile de finanjare a sistemului de sdndlate romenesc.

INTRODUCERE

fn Roménia reformele economice s sociale din perioada de tranzitie de la proprietatea majoritar de
stat la cea privati, au avut si continud si aibd multiple implicafii in viaja si bundstarea cetdfenilor. In
contextul mai larg al reformelor generale se Inscrie si reformarea sistemelor de asigurdri sociale.

Spre deosebire de alte 3éri, in care gistemul de sinitate este o componentd cenfrald a statutului
bunastirii, in Roménia excluderile de la plata contributiilor genereazi un raport subumitar de sub 1/4 care nu
este de loc incurajator i nu ajutd la bundstarea membrilor societitii. Reforma sanitard romdneascd se dorea

i fie una cu schimbdrl structurale logice si nu se dorea adoptarea unui sistem siriin cn dezavantajele sale.
Totusi congtientizim ¢ aceastd reformé nu se poate realiza numai in condifiile unei cregteri £CONOMICE.

Un sistem de asiguriri sociale de sinatate este desemnat si finanteze Ingrijirea medicald peniru
populatia asiguratd §i inclusa in asigurare. fn afara scopurilor sociale, acesta este un instrument financiar care
organizeaza transformarea sumelor colectate in servicii medicale in asa fel inct toate persoapele asiguraie
si-g1 permitd aceste servicii.

Un sistem de asigurari nu poate functiona dacé pachetul de servicii prevazut a fi furnizat persoancior
asigurate nu este acoperit In intregime de fondurile colectate.  Aceasta Tnsemnd ci bugetul de asigurdri
sociale de sinitate frebuie 54 acopere valoarea pathetului de servicii medicale asigurat de care arc nevoie
populatia asigurata intr-o perioadd determinati.

Circuitul fondurilor - de la contribuabili la institutiile de asigurare, de acolo la furnizorii de servicii
medicale si inapoi la pacienti sub formd de servicii medicale — reprezintd structura financiard si
organizatorici de bazd a unui sistem de asigurdri sociale de sinitate.

Contributia la fondul unic de asigurdri sociale de sinitate face parte din categoria impozitelor
directe, venituri curente fiscale, sursd a bugetului special de asigurari sociale de sindtate.

Prin urmare, asigurdrile sociale sunt foarte dmportante atht pentru petsoanele care beneficiazd de
aceste servicii cat si pentru Stat, care ruleaza fondurile, finantind cheltuiclile medicale ale celor care necesitd
asistepts medicald, Aceste cheltuieli sunt plitite de Casele de Asigurdri, care ulterior recupereaza costurile cu
asistenta asiguratilor de la Casa Nationald de Asiguriri de Sindtate.

Ca urmare a deciziilor luate de Guvern, privind descentralizarea spitalelor, reducerea bugetului din
sandtate, reducerea personalului, Inchiderea dnumitor spitale, in Romdénia se va dezvolta simtitor piata
serviciilor do sanitate, care la momentul de fafd este evaluatd la cirea 200 mil. eurc anual i este in prezent
reprezentati pe plan local de cateva zeci de clinici private.
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1. Impollganga si rolul asiguririlor de sinitate
asterea asiguriri dnd 1
von Bisma}(:k aa:::ilrsplor de sa-natate a avut loc Tn anuf 1883" odatd cu semnarea de ciitre cancelarul O
vou Bistmarck a actul Sx Scs;rt?t ? introdus Prm}u_l program de asiguriri sociale. Asigurdrile de sa"métm)
porit in cadrul asiguririlor sociale deoarece acoperi o categorie mare de riscu _atg
i 51

este consumatd .
0 cantitate Sponté de resurse. Ele reprezmta o modalitate de gEStlque & Unot nscurl prec :

vitimarea corporald, imbolnavirea sau incapacitatea de munci.

P s . l - iE s - -I 1 o= . 1 " 1 -
U = - .1
e teritoriu THul uropene, asigurdrile ae sandtate organizate de catre stal sau dc catre entl at,l €

de stat au i i i ica si
A;f;?:;fﬁ esa; ﬁe‘ aulm\&ersale,' adicé si acopere toatd populatia sau cea mai mare parte a e
olidarin e d?::it ;ﬁ_ c sinditate sunt_ obl‘lgatoﬁi si functioneazi descentralizat, pe bﬂZ;i principiuluj
solidari i Liaritaii m.colectarea st utilizarea fondurilor, precam si a dreptului alegerii H e de
e 1gu{:.1;1 admedlculm, 2 unitdfii sanitare si a casei de asigurdri de sinatate prull wlegeril fibere de
and vorbim despre asiguriirile publice de sand i i .
m sAndtat i ifestd di i
utor Catomorh sae e ol e 1 ate trebuie ment'lonat ci se manifestd diverse interese ale
e oot ot te, P care’; 1£1teresul patronilor de a-si diminua contributiile pentru
et oot o ot ,d 1: : ;‘Sitlﬁangfggillor in aceeagi privinti dublat de necesitatea de a beneficia de
pa ; ai ce medicale, interesul furnizorilor d icii

un pach : rvic 5 I r de servicii de a a
ita g ;::; mm:l; nd'icat,?lanr.llteresul -smdlcatelor de a-5i mentine influenta asupra unor domeni?ili ::t'v?tlau .
reprozin doat unzs:iilirm grrs?c_::ale pentra sz‘mﬁfate este cunoscut sub numele de Modelul Blr;;z;fk i
e oottt 0 a.1ta§11c dt_: ﬁn_an;are a ingrijirilor medicale. Alte metode de finantare, se mai o
insﬁiutiﬂo.r e dill;;lropll;le a.f:sta_temlor in funcfic de venit, din contributia agentiilor eo:,onornic'lmxE
institufilor pu gt zverid ;: :;nm ale bugem(llul statului. Mai existd un alt model cel al serviciutui natiol;laEll

2 , care are ca sursd de finantare impozitele si '
ate, det 3 ( ¢ ca sursid t pozitele si taxele generale.
tajele sistemului de asigurdri sociale de siinAtate, sunt : accesul populatiei, in numdr mare, 1

3 » 1d

. ..l . goayn - . . .
SCIVICLUC Iﬂedlcale, [JOSlbl]ItatBa de vl lOllflCaIe a aportulm SE:CiOIulul leVat, ttanspﬂ.renti in utlllzafea

2. Asiguririle private de sinitate
Asigurdrile pri A int4 i
rincipid nitl!:'u aiifég?v;;efgidsznatat.e reprezintd un sistem facultativ prin care un asiguriitor constituie, pe
; ; " ¢ asigurare, prin contributia unui i i i ’
pncipiu o tati, un io A rare, : ui numar de asigurati expusi
risculul Suf;l?;i:llap\:;_f; ;; (:;uu;demmzea?a 1;11 conformitate cu clauzele stipulate in corftractl:ll ,ciel:s?;(;j;lr‘;er;:
care ¢ seama fondului alcdtuit din pri f i :
venituri rezuitate ca urmare a activititii desfagurate primele incasate, precum 5 po scama celorlalte
Existenta asi i ivate i .
rebuie Tl o eflizllglﬁr?;iﬂporg 5::?; ;{ﬁ) :a_nﬁta“te nu e cauzatd _dc un esec al politicilor sociale, de aceea
e e p,rivate n s uiascl i:s-lguranle publice, ¢i si ofere o alternativd complementari
poresc oportunititile de acces ale pacientilor la serviciile oferite de spitale

medicale.

Pietele pe igurdri i i i
" ele ;1 ;;l; zs‘;lixr:lrﬂe pnvate% de sénitate existd, dar rolul jucat de cifre acestea in relatie cu
e emuntare acomort o & :m ;slte d? é)bl[;:el ct?mplementar sau suplimentar. Asigurarile private de sindtate
argdl de beneficii care pot fi exch ) i
complemes : I p xcluse sau doar acoperite partial a
ASigurﬁn.l;Eu pn:;i::;mg:ntﬁil{ :n tratf‘lmentele avmbulatorii, servicii de Tngrijire degta.rﬁ siz t;xe {(1;:: CSE‘EZS::L
sénitate private oferd un acces mai rapid la ingrijire medi::alé, prin crestereea:

posibilitatii de alegere a furnizorului®.
Fondurile solici ipurari A i
categori g Pcnsmz{;lrlicllltate pentru a§1gura_r§lcj: de si@nataie publice sunt insuficiente datoritd faptului cd unele
R u E;xlnt cc{nmbuabllh iar populatia vérstnicd este mai numeroasi decit cea tinari. P
Langh aceasta del:nt? te . ?lo_glce cu privire la modalitifite de diagnosticare si tratament fac ca s reinn
asigurdri sd fie tot mai dificild, acest lucru este $i mai cvident daca adaugim 1aa$$2

1 . -
Constantinescu, D (200 i) Asigurdri de sand Bucuresti
5 > i
fale Editura Mustz—mg, 3

: Constantinescy, D. op. cit.
Messy, F, A, T i i
. Missis;] o ;}13;)]{],51:[; (?S(]O‘;)é OECP Health project-Private Health Insurance
, E., , S. {2002), “Voluntary health insurance in the European Union®”, Report prepared for th
s e

directorate General f Em, Social A arrs o ‘opear CammIissio, fE
IO?- .3 ehet ot p]oymen! and f ] 55k
4 . ﬁ Irs fthe Enr e Ce SSIOF, London SC]]OOE [a} CONoMICS
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" gi protectiei consumatorului, iar ce

qeesiea si explozia ofertei de medicamente si produse de uz sanitar, ceea ce duce la necesitatea aparitiei

sistemului privat de asiguriri.

Toate categoriile de asiguriri private de sinatate necesita o reglementare, in ideca eficientei acestora

le care oferd anumitor grupuri si proteciie sociald necesitii o interventie
lectiei riscurilor de citre

reglementativd mai substantiald, pentrk a preveni aparitia barierelor in urina s

asiguratori,

Asigurdrile de sindtate sunt considerate asigurdri personale fiind
forma juridicd de realizare, avem de a face cu asigurari faculiative, lau nagtere in baza contractului dintre
asiguritor §i asigurat, fiind necesar acordul asiguratului in ceea ¢¢ priveste plata primelor de asigurare, iar
dupA sfera de cuprindere 1n teritoriu vorbim de asiguriri interne, deoarsce partile domiciliazd Tn acelasi stat si

riscurile asigurate se produc in tara de domiciliu®.

Initial, guvernele din Uniunea Europeand au avut
private de sdnatate. Natura §i nivelu! de reglementare s-au
private de sinitate l-au jucat jn fiecare tard, de structura pietelor §i
Dezvoltarea reglementirilor nationale a fost influentatd de creearea unui cadru comun,
guverneazi pietete de asigurdr private de sanataie din Uniunea Europeani.

in anul 1992 Comisia Europeand a emis a 3-a Directiva privitoare la asiguririle non-life, cu scopul
de 4 crea o piatd upicd peniru toate aceste tipuri de asigurdri, incluzind asiguririle private de sandtate.
Rezultatal asteptat era ca o piajd mica in domeniul asigurdrilor si stimuleze competitia dintre asigurdtori,

sporind posibilitatea cresterii veniturilor acestora si aducind consumatorilor avantajul unei game largi de

optiuni §i a unor prime de asigurare mai reduse.
Directiva a 3-a venit cu schimbari asupra asiguririlor private d
a produsclor existente si asupra

reprezentatd de cererea facuti guvernelor de a elimina conirolul asupr
e. Cea de a doua schimbare constd tn cererea facutd guvernelor de a elibera pietele

primelor de asigurar
asigurarilor private de sdnétate. ip fine cea de a treia §i ultima impicdici guvernele si discrimineze

asiguritori in functie de statutul lor legal.s
Aceasti directivil jmpiedica guvemele si intfroduca misuri de reglementare care merg dincolo de

cerinfele privind solvabilitatea, dar totusi statele membre péistreaza unele atribuiii limitate in ceea ce priveste
profejarea detinatorilor de polite. Directiva prevede ¢d acolo unde asigurarile private de sinatate servesc

drept alternativi completd saun partialé 1a asigurérile de siniitate de stat guvernele pot solicita asigurdtorilor sA

respecte prevederile Jegale specifice adoptate de cime statul membru, pentra a proteja interesul national pe

acea clasi de asigurdri.
Asiguririle private pot fi considerate si complementare, iar aceasta datorita faptului ci jn Uniunea

Furopeand ele oferd acopetire pentru serviciile care sunt excluse sau doar partial acoperite de catre sisternul
de asiguriri de stat’. Acolo unde pachetele de beneficii ale asiguririlor de stat sunt relativ restriinse sau sunt
supuse cofinantdrii, se poate spune i indivizii nu au o asigurare completd decdt daci achizitioneazd o
acoperire privatd. i
Prevederile referfioare la beneficiile In naturd au fost create pentru a sport protectia socialé. Existio.
posibilitate foarte mare c¢a beneficiile To naturd si incalee regulile concurentet, intrucét priveste insagi .
posibilitatea coexistentei sistemelor de asigurdri de sandtate de stat si private in multe state membre;i
in Romania prima inigiativd legislativd in materia asigurari
2004, prin aparitia Legil ot 212 privind asigurarile private de sinatate. :
Referindu-ne la domeniul finantarii serviciilor medicale, asiguririle private’ d
structurate pe trei mari categoril '
s asiguriri de tip substitutiv
contract, inclusiv cele care sunt oferite de citre sistemu
posibilitatilor de optiune n matetie de servicii medicale;

destinate persoanclor fizice. Dupé

abordari diferite in reglementarea asigurdrilor
dezvoltat in functie de rolul pe care asigurarile
de coordonatele politice dominante.
supranational, care

e sindtate. Prima schimbare, este

e sindfate:

prin care se suportd totalitatea serviciilor- mediczile'-'si_)e"ﬁc
1 public- acesie asigurari- ajuté:la;s

6 Constantinescu, D., op. cit.

7 Constaniinescu, D., op. cit.

% Mabbett, D. (2000), “Social regulation an
Journal of Social Security. S

S Hamiltor, G., J. (2003), “Private insurance for all in the Dutch health care system?”,
Law, 10(1}. : :

19 Copstantinescu, D, op. cit.

d the social dimension in Europe: the exa_n:lp'l(: o

lor de sandtate s-a materializat, in- anul S
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€ uplimentar, care suportd total sau partial plata pentru orice fel de 1se ,
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sigurédrile oferite de companiile pri i
' te de ari di &
tandars, & e o aniile privay asigurdri din fara noastra se referd la : asi i
< . . 1 eferd la : asi i
e agigurma ;S\;:;;:; :ihplrue rtglcale, Iamgurare medicald extinsé, asigurare mlecgi;ﬂng;;il;?ﬂ
UTAIE ¢ t : L ermen fung, asigurar icali il i >
venltuluxrt perioada de incapacitate de munci i asigfréri dgc}u';lccfic;lszfégala pentrs boll ncarabile, asigurarca
sigurarea medicald standard acopers ieli :
o d : rd acoperd cheltuiclile i itali
chlmrgl;:a!e, coniultan;a medicald sau alte servicii suplimf:n‘carr{c:edlcale generate e spializae, interventi
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Asigurare pentru in ii chi i
procedu medicajz; il t::;inm c'hzrw.'gvcale se refferé la acoperirea cheltuielilor aferente acestui i
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AL b rurgicald | tuiirlent de scopql gcesteia, exceptie fac procedurile de obstetrici Eg,lgurhiarurt e
ASigurxh'agarea med.p ?1:1 or precum si piesele recoltate pentru analize histologice e ¥
corporal ﬁdicarcfoilexfmza acogerﬁ c]zc'ltuielile medicale aferente unei Tnﬁ)olr'lévir' Amdari
corporale cart, 2 1 probleme eosebite privind finantarea lor pe cont i rodus poate 1
fiona! in mod individual cAt si in cadrul ymor asigliréri colective propri Acest produs poate f
sigurarea colectivii matate | ie di .
b rapors mce Ccf sandiate include o categorie diversificatd de produse ale industriei d
o o de. ao n;:zpret,“[al cléuzelor cotractuale aferente, al modului de contr: Elta: pr?ﬁ;i
litdtilo izatiitor. Clauza privi i i rea mce
s o oo P i . . privind bolile preexistente preve
afectiun gan s.erkulor medicale asigurate pentru o perioadi de ti e T ot gepeenor
gurAu,- numit perioadd de agteptare. e de I momentul debuli
sigurarea dentard acoperd servicii
_ Asig icille stomatologice di i i
investimly ared . tologice din perioada de valabili igurdrii i
mvestigall elp i ; p;zs;upune .deAteric?rarea clianturu. Acest tip de polite este speciﬁ; ]t?;; 3'1351301'31‘1{ :
e o Doms 1 2 esat si in sistem individual. Aceasti asig{lrare prezinta I;vanl;r{slr COIeCUY%
hiporeas s 1gc g gzn?r; as1g}1rat, ciar are .gi caracter profilactic, prin facilitarea acc:gul eviodic
orocodnn somatelae ’ p;. area in faza incipientd a problemelor dentare. Pentrn fi " per{Ddlc
p—— ste. sta 11'1t un nivel de cost ce va fi decontat asiguratulu-i de ¢t o gategorle &
dioat Furarea a: Sanniez .{ne‘dxcc{!e e .tem.zen fung se referd la despigubirile acord;t:s lguratof— ijiri
aforii si spitale si chiar acasd, pentru afectivnile a cdror tratams I:eﬂtﬂl e
t ent sau recuperare

11
Legea nr. 95/2006 privind i i
2 . reforma Tn domeniul samisatii, & i
C sandgAtii, in M. Of. Nr.
onstantinescu, D., A, (2004), Tratar de asigurdri, Editura Economicrﬁ,?'B?icm;?‘mnm%
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asigariri de tip compl :
plementar folosit :
€ pentru a supotta total sau partial plata serviciilop . necesitd o perioadi mai lungd de timp

pentru

Limitele despigubirilor acordate in cazul asiguririlor obisnuite,

asistentd medicald acordatd de personal de specialitate vizeazd © perioad de cel mult 100 de zile.

Asigurarea medicald pentru boli incurabile esie 0 variantd a asigurarii asistentei medicale pe termen
jung si se poaie materializa nte-o polita distinctd sau ¢a o clauzi adigionald unui contract existent”. Primele
de asigurare depind de suma asigurat, de vérsta asiguratului, consumul de alcool, frecvenia aparitiei

smaladillor. Plata sumei asigurate se poate face integral, esalonat sau partial.

Asigurarea venitutui in perioada de incapacitate de muncd permite incasarea de citre asigurati a unor

indemnizatii periodice pe toats perioada in care acestia se afld in incapacitate de a lucra datoritd unor

smbolngviri. Perioada maxima de acordare a indemnizatiel reprezinti un element de negociere, durata ei este

incertd §1 direct proportionald cu nivelul primei de plata, Dacd perioada incapacitatii totale de munci s¢
add clauza de renuntare la primd, peniru

prefungeste peste 90 de zile, contractele de asigurare pot sd prev
intervalul in care asiguratul continud si se afle in aceastd situatie.

Asigurdrile de accidente, Taptul generalor il reprezinti accidentul produs independent de voinia
asiguratului, care nu este agteptat §i genercazd pagube, ranir, vétimare corporald. Sunt excluse din
coniractele de asigurare accidentele legate de abuzul de alcool, medicamente sau droguri, a sinuciderii §i
autornutilarii, a accidentelor produse din cauza unui delict §i a cazurilor de forta majora.

Asigurarea de cdldtorie acoperd pe termen scurt rscul de fmbolnavire si cel de accident. Aceasti
asigurare este folositd In special in deplasarile tn striinatate. In cadrul asigurarii este acoperit transportul la
cea mai apropiatd unitate medicala care dispune de condifil adecvate de tratament, spitalizare §i eventuale

interventii chirurgicale, iar in cazul decesului sunt incluse cheltuielile de repatriere.
Companiile de asigurdri propun asiguratifor lor si alte tipuri de asigurdr care acoperd  serviei
medicale noi sau complementare la cele existente in functie de solicitirile personalului medical care acordd

asistentd si servicli medjcale sau chiar a asiguratilor.

CONCLUZIX

La aceasts datd, sistemul public romanesc de asigurdri de sdndfate se confruntd cu una dintre cele

mai importante crize din ultimii ani. Poate ¢f, factorii care au determinat aceastd crizd sunt mai putin

importanti; nu acelasi lucru se poate afirma fns4 g despre efectele sociale ale acesteia. in Romdnia, in
alternativ sau micar complementar, cu

domeniul asigurdrilor de sindtaie, mu existd incd un sistem
administrare privatd, suficient de dezvoltat penttu a prelua cererea de servicii de sindiate din partea
e mai multe companii de asiguriiri cu capital privat isi manifestd

o serie de produse noi, nu foarle

populatiei, dar, 4 ultima vreme, din ce n
implica in aceastd directie. Au fost concepute si lansate
at de Casele de Asigurari de

dorinta de a se Iy
numeroase, care reprezinta o reald solutie complementard la sistemul gestion:

Sapitate.

Astizi, asigursrile sociale de sandtate reprezintd principalul sistem unitar de finantars a ocrotiril si

promovirii sAndtafii populatiei, care asigurd acordarea unui pachet de servicii de bazi In regim obligatoriu.
Companiile de asigurdri care activeazi pe piata romaneasci de profil,realizind potentialul deosebit

de care dispune intregul sistem de sindtate, au decis si se implice in acest domeniu, prin oferirea unor polite
ata din Romdnia este cu atit

de asigurare suplimentard de sindtate. Aceasta tendinia care sé manifestd pe pi
mai hinevenitd, cu cdt Intregu sAndtate se afld in pragul colapsului, fiind

aproape de intrarea in incapacitate de platd.
Dezvoltarea domeniutui asiguririlor private de sanatate este impiedicatd chiar de cadrul legislativ in
domeniu, practic neexistind in acest moment un act normativ care si reglementeze gestionarea asiguririlor
private de sindtate, asiguriri care ar avea un caracter facultativ §i, deci, suplimentar celui stabilit prin
prevederile 0.G. o7, 15072002, care statueaza si reglementeaza sistemul asigurarilor sociale de sAndtate ca un
sistem public, cu caracter obligatoriu.

Asiguririle suplimentare de sanitate sunt rezultatu] semndrii wnui contract intre persoana asigurati si
o firma de asiguriri, acestea acoperind diferenta costurilor dintre serviciile medicale oferite prin intermedial
asigurrilor sociale de sindtate si tarifele percepute de fumizorii de servicii din domeniu. Asiguritorul
trebuie sd precizeze in polita toate conditiile legate de asigurarea suplimentard, toate institutiile medicale,
personalul medical privat sau public si asistenii medicali care vor oferi persoanei asigurate drepturile
previzule prin polita. Totodata, asiguritorul va semna un coniract referitor la acordarea asistentei medicate
cu institugiile medicale private sau publice, personal

1 sistem al asigurdrilor sociale de

ul medical si asistentii medicali; in conformitate cu acest

- ——

13 Ciurel, V. (2000), 4 sigurdri 5t I_Ifzasigur'tiri: aborddri teoretice §i praclice internajionale, Editura All Beck, Bucuresti
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contract, institutiile medicale mentionate si personzlul medical i§i asum3a obligatia de a oferi asistentd de:
specialitate persoanclor asigurate, pe baza carnetului de asigurat, dovada calitatii de asigurat. .

Sperdm ¢i viitoarea lege a sistemului de sidnitate va revolutiona sistemut de asistentd sociald din
Romdnia si va lisa loc In piata finantarii serviciilor medicale si asiguritorilor care subscriu asiguréri de
sinitate.
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ABSTRACT: Private health insurance is a viable alternative for funding the public health system in this
period of economic development. Study shows the Jfimancial erisis in which the public health system
struggling and coming out of the woods that cannot be only through economic growth but ii needs a
parallel system of finance. Private health insurance products available in the Romanian market (shown
here) are only complementary secial security. When the law allows insurers will offer viable alternatives
Jfor financing the Romanian health system.

INTRODUCTION

Economic and social reforms in Romania during the transition to majority state ownership to private,
had and continues fo have many implications in the lives and wellbeing. In the broader context of general
reform, the reforming social security system is also a part of it

Unlike other countries, the health system is a ceniral component of welfare status in Romania
exclusions from paying contributions generates a subunitaty report of ¥ which is not encouraging and
welfare does not help the public. Romanian health reform was suppo sed to be logic with structural changes
and it wag not desired to adopt a foreign system with its disadvantages. However we reakize that this reform
can be achieved only with economic growth.

A health insurance system is designated to finance medical care for insured and included in the
insurance population. Besides social goals, it is a financial instrument held converting the amounts coflected
in health care so that all insured persons can afford these services.

A security system cannot work if the package expected to be provided to the insured is fully covered
by funds collected. This means that the budget for health insurance package must cover the amount of care
that the insured population needs in a given time.

Funds flow - from taxpayers to the insurance instifutions, from there to healthcare providers and
back to patients as health care - is the financial and organizational structure of a basic health insurance
system, :
Contribution to the unique fund health insurance is part of the direct taxes, cutrent income tax
category, special budget source health insurance.

Therefore, social security are very. important both for the beneficiaries of these services and the
State, which run funds, funding medical expenses of those requiring care. These expenses are paid by
insurance houses, which then recovers the cost with the assistance of insured from the National Health
Insurance.

Following the decision taken by the Government, decentralization of hospitals, reducing the health
budget, downsizing, closure of some hospitels in Romania will significantly develop the health market,
which currently is estimated at 20¢ million euros annually and is now represented locally by dozens of
private clinics.
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1. The impertance and role of health insurance
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deal with insurence optional ,arise under t
required regarding payrent of insurance prem
security, as parties residing in

Nature and level of regulation has be
in each country, market struchire
regulations was influence:

< for individuals. By legal status of achieving, we

en insurer and insured, the insured's consent i8
where we talk about internal

personal insuranc

he contract betwe

sums and coverage in the regions

the same state and insured risks occur in the home country .

Tnitially, EU governments have iaken different approaches in regulating private health insurance.
en developed according o the role that private health insurance piayed
1 coordinates. Development of national

and the dominant politica
anational framework governing private. health

Health insurance is considered as

d by creating a common, SUpT

insurance markets in the European Union.
In 1992 the European Comymission issued a 3rd directive regarding

create a single market for all types of insurance, including private health insurance. The expected result was

shat a single market in insurance should stimulate competition between insurers, boosting their revenue

growth and bringing consumers the advantage of a wide range of options and lower insurance premiums"'_
The 3rd Directive came with changes on privaie health insurance. The first change is the request

made by governments to remove control of existing products and on insurance premiums. The second

change is the request made by governments to release private health insurance markets. Fipally the third and

last prevents governments should discriminate against insurers based on their legal status™.
This directive prevents governments to introduce measures that go beyond regulatory solvency
retain some limited power regar

requirements, but still some member states ding the protection of
policyholders. Directive states that where private health insurance serves as an alternative or partial health
insurance state governments can require insurers to comply with specific laws adopted by the member state
to protect the national interest in that class.
Private insurance may be considered complementary, and this bec
provide coverage for services that are excluded or only partially cove
Packages where the state insurance benefits are relatively small and are sub;

that individuals do not have comprehensive insurance cOverage unless a privaie purchase is made.
Provisions relating to the benefits in kind have been created to enhance social protection. There is & high
likely to breach competition rules, as it concerns the very possibility of

possibility that the benefits are
coexistence of health insurance systems and private in many member states.

the non-life insurance in order to

quse in the European Union the
red by state insurance system.
ject to cofinancing, one can say

In Romania the first legislative initiative in the field of health insurance has materialized in 2004, by
the appearance of Law, 212 on private health insurance.
Referring to the financing of health care, private healh

type which supports 41l medical services specified In the contract, including
helps to increase efficiency in health care option;

for services not covered entirely
al hazard in terms of

insurance can be divided into three

. Q
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o replacement insurance

those supported by the public insurance system
+ complementary insurance type used to support all or part payment
by insurance package offered by the public. These assurances are likely to reduce mor
access to certain categories of medical services;
« additional insurance type, which supports all or pari payme
package of medical services, a health care option, request 2 SECOTH

expansion of services accessed by including listing procedures” .

nt for any services inchaded in basic
d medical opinion. They allow the

Assertion made above that the main categories of private insurance allows us to specify that one of
their main roles is the deficit covering between market requirements and opportunities of the public.

I ——
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g fact is represented by the accident caused independentiy from the
age, injuries, personal injury. Insurance contracts
If mutilation and suicide, accidents due to & crime

Accident insurance, the generatin
insured’s will, which is unexpected and gencrates dam
exclude accidents related to alcohol, drugs or medicine, se

and cases of major force.
short-term risk of jllness and accident. This insurance is used especially in

Travel insurance cOVETs
s transport to nearest medical facility that has appropriate conditions

traveling abroad. The insurance cover
for treatment, hospitalization and possible surgery and in case of death the repatriation expenses are

included.
Insurance companies offer their insureds other

complementary io existing applications depending on
assistance or the insured.

types of insurance covering new medical services or
the demands of the medical staff that offers medical

CONCLUSIONS
At this time, the Romanian public system of health insurance, faces one of the most important crises

of recent years. Perhaps the factors behind the crisis are less important, not the same can be said, however,
about its social effects. In Romania, in the health the insurance field, there is still an alternative or even
complementary, with private management, sufficiently developed to answer demand for health of the
population, but, lately, ever more private insurance companies express their desire to engage in this direction.
A series of nmew products have been designed and launched, not very numerous, which poses a

complementary solution to system managed Health Insurance Houses.
Today, social health insurance are the main uniform system of financing health care and promotion,

which provide for a basic package of mandatory regime,

Insurance companics operating on the Romanian market, realizing the great potential of the entire
health system, decided to get involved in this area by providing additional policies in the health insurance.
This trend manifests itself in the market in Romania is particularly timely, as the entire health insurance

system is pear coflapse, being near the entrance to payment incapacity.

Development of the private health insurance is prevented even by the legislation, there is virtually at
this time no law regulating the management of private health insurance, insurance that would be voluntary
and therefore additional to that established by the GO no. 150/2002, which establishes and regulates the
health insurance system as a public, mandatory system.

Supplementary health insurance are the result of signing a contract between the insured an insurance
company, which cover the cost difference of medical services provided through health insurance and charges
levied by service providers in the industry. The insurer shall state in all conditions relating to imsurance
policy in addition, all medical institutions, public or private medical personnel and nurses who will provide
the insured under the policy rights. However, the insurer will sign a contract for medical care with public and
private medical institutions, medical staff and nurses, in accordance with this contract, those medical and

health care institutions underiake to previde specialized assistance to insured persons, the the book by the
ingured, proof of being insured.

We hope that future legislation wi
Romania and will leave the place in the marke
health insurance. '

1l revolutionize the health system of social assistance system in
t place to health care financing and insurers subscribing to
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REZUMAT: Comunicarca reprezimid una dintre cele mai imporianie activitdfi dintr-o organizafie
(Harris & Nelson, 2008), este proeesul care permite schimbul de mesaje Infre oameni, cu ajutorul cdruia
s pot vbting acordul sau dezacordul asupra unor probleme, se poate manifesia §i impune pulerea, ca §F
negocierec §i consensul In afingerea obiectivelor urmdrite. In acest sens putem defini comunicarea
organizagional ca fiind un proces prin care are loc schimbul de mesaje in vederea realizdrii obiectivelor
individuale si comune ale membrilor organizafiei, Managementul organizatiei implicd In chip imperativ
comumicared.

n studinl de caz, aplicat ln S.C. Eurial Invest S.R.L. am rirmidrit unele componente ale comumicdril
organizajionale, nfelegdnd prin acesiea atét comunicarea infernd cdt §i comunicarea externd.

INTRODUCERE
Comunicarea este 0 components csentiali a oriciret activitdfi, este o stare de spirit $i un instrument de

realizare a functiilor manageriale. In acest sens fntr-o organizatie deosebim doud componenie
comunicationale: una internd si alta externd, demunite generic comunicare internd si comunicare externd.

Comunicarea este prezentd In toate organizafiile care sunt constiente de importanta acestei activita,
atit pentru business, ct §i pentru oamenii care dau viatd organizatiei.

Fiecare organizatie are specificul ei, proptia culfuri organizationald, propriile valori §i propriile
obiective care determind structura activitdtii de comunicare internd §i externd dar $i instrumentele acestora.
Cu cét organizatia este mai complexd, cu atit mixul de canale de comunicare este mai variat, iar importanta
activita(ii In sine este mai mare.

Se poate spune cd activitatea de comunicare este a activitate eseniiald pentru om, gi ea a devenit, Tn
zilele noastre, un concept universal §i atotcuprinzator

In ceeca ce priveste comunicarea organizationald, reperele de mare relevantd practica sunt cele care
privese metodele si tehnicile de comunicare dezvoltate de practicienii marketingalui gi managementului, ai
relatiilor publice, diplomatiei, creaiel publicitare, negocierilor §i vanzarilor. In comunicarea organizationald,
cea mai importanta calitate pe care o poate avea un interlocutor, peniru a putea imbunétas semnificativ
procesul de comunicare, este capacitatea de a ingelege puncml de vedere al celuilalt si modut acestuia de a
vedea lumea 51 de a le accepta, deoarece “avem de-a face cu inveniil sociale destinate realizdrii upor scopuri
comune prin efort de grup” (Gary Johos, 2001).

COMUNICAREA INTERNA

Comunicarea reprezintii una dintre cele mai importante activitdti dintr-o organizatie (Hamis & Nelson,
2008). in mod fundamenta!, relafiile se dezvoltd 1n urma comunicarii, iar funciionarea si supraviefuirea
organizagiilor se bazeazd pe relatii eficienie intre indivizi si grupuri. Mai mult decit atat, capacitatile
organizajionale sunt adoptate si dezvoltate prin intermedini "unor intense procese comunicationale §i sociale”
{Jones, 2004). Comunicarea ajuta indivizii si grupurile si isi coordoneze activitétile in vederea Tndeplinirii
scopurilor §i este vitald in procesele de sociatizare, luare a deciziilor, rezolvarea problemelor gi schimbiri ale
managementului.
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receplorul, putind si intdreascd sau s contrazici componentele verbale. Mai muft, in cazul unui conflict la
acest nivel, se acordi crezare limbajului nonverbal, pentru ci acesta, de reguld, isi are originea in
subconstient. Formele comunicarii nonverbale acopera aspecte ce tin de spatiul in care se desfigoara aceasta,
de gesturi, de infatisare, de felul fn care se vorbeste, etc, astfel inct se poate apela la o multitudine de
mijloace de comunicare nonverbaid, ca de exemplu exptresia fefei (un zambet sau o Incruniare), gesturile
¢migcarea corpului sau a miinilor, a ochilor, ete.), orientarea fatd de interlocutor, proximitatea, contactul
vizual, contactul fizic (o bitaie ugoard pe umdr), aspectul exterior al interlocutorului (fizic sau vestimentar),
aspectele nonverbale ale modului de exprimare orald sau scrisd si exemplele ar putea continua;

Comunicarea mediatd de calculator - cel mai important mod de comunijcarc prin intermediul
calculatorului este internetul, prin intermediul caruia are loc atét comunicarea internd cit si comunicarea
externd.
Comunicarea munageriald imbini formele de comunicare prezentate mai sus, fiind un proces
fundamental de interactiune reciprocd bazat pe feedback, in care managerii de la orice nivel transmit idef,

{imente, decizii subordonagitor cu posibilitatea verificirii manierél de receptare a mesajulul de cétre

sen
sentimente, opinii ale indivizilor gi

acestia, care influenteazi si modificd perceptil, atitudini, comportamente,
ale grupurilor si de aceea constituie o cale prin care oamenii fsi coreleazd in mod sinergic eforturile.
.Organizatiile in forma de azi permit nu doar realizarea unor sarcini §i obiective de grup, ci 5i afirmarea
si dezvoltarea potentialubui individului, Tn situatiile in care individul se percepe ca fiind util gi altora, stima
de sine (self esteem) reprezinti un factor de mobilizare. Spatiile organizationale sau grupurile mai mult sau
mai putin formalizate reprezintd instante de valorizare a individului in spafiul social. Imaginea pe care gi-o
formeazi un individ despre sine se construieste prin ceilali in functie de semnalele-pe care acesta le primeste
de la ce-i ce-l inconjoard, iar nevoia de a face parte dintr-un grup organizat rispunde unor cerinfe umane

esentiale — nevoia de comunicare, de afectiune §i confort psihic.

COMUNICAREA EXTERNA
Comunicarea externd face legatura organizatiei cu instimtii, persoane, grupuri din afara organizaiiel, In

probleme legate de misiune si viziunea scolii, prestiri de servicii, solicitéri oficiale, informatii de ordin
general etc. Ea este de mai multe feluri: operationald, strategica, de promovare.

Comunicareda operationald

Se referd la faptul ca mare parte dintre salariati intrefin relafii p
organizatiel. Fiecare dintre acesti angajafi este deci, obligat si comunice, in calitate de reprezentant al
otganizaiei cu partenerii externi ai acesteia: clienti, furnizori, contractanti, autoritdg publice, eventuali
concurenti. Astfel, fiecare vehiculeaza o anumitd imagine si anumite mesaje din partea organizatiei §i
primeste informaii pe care le retransmit In interiorul organizatiei, Aceste schimburi sunt vitale pentru

activitatea pe termen seurt a organizafiei.

rofesionale cu persoane din mediul extern al

Comunicarea strafegicd
fmbraci doud forme de bazi: dezvoltarea de relafii de comunicare cu mediul extern 5i previzionarea evolutiei

si schimbarilor care se pot produce in exteriorul organizatiei si care pot afecta activitatea acesieia.
Organizatia incearcs si reziste In mediul extem, in mod necesar concurential, prin construirea de relaii
profitabile cu actorii cheie ai acestuia: autorititile locale, directori ai altor organizaiii, Tn general cu
persoancle care sunt considerate a fi influente.

Comunicarea externd cuprinde relatiile firmei cu piaga, cu furnizorii, clientii, foruri ierarhice, ete.
Organizatia actioneaz ntr-un mediu economic, social si politic, stabileste relatii si comunica permanent cu
partenerii sai exteriori. Formele de comumicare cu acesti parteneri externi sunt variate: comunicarea
financiari, comunicarea de marketing, comunicarea cu concurentii, relagiile publice, vénzarea sau
negocierea. Partenerii externi ai organizatiei pot i grupati astfel:

o parteneri economici — furnizori, cumpdratori si concurenfi, Cu furnizorii pofi negocia
urmirind incheierea unor acorduri pe termen scurt sau lung ete. Cu clientii, actiuni de
cereetare a pietei, reclama gi publicitate, actiuni de relatii publice, vanzare, negociere,
comunicare cu ocazia derulrii contractelor cu coneurentii.

»  partenerii financigri sunt cei de la care organizafia T5i procurd fonduri sau alte servicii
financiare, actionarii, bancile, bursa, societéti de asigurdri, alte instuitugii financiare.
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sarcini, solicitarea de informagit. in cadrul 8.C. Furial favest S.R.L. Cluj acest tip de comunicare

este utilizat ori de céte ori apar noutdi in ceea ce privesie procesul de comercializare a

autovehiculelor in cazul Departamentului de vinzari sau cel de execuiie a lucrdrilor Tn cazul

Departamentului Service, sefii comunicind verbal (adesea comunicarea verbaid fiind insotitd §i

de o comunicare scrisd) noile decizii, instructiuni sau reglementiri subordonagilor. Problema
principald a acestui tip de comunicare, ¢ constifuie marea probabilitate ca mesajul s fie filtrat sau
denaturat in timp ce este vehiculat de 1a un nivel la altul, decarece fiecare nivel interpreteazd
mesajele in functie de propriile necesitaii sau obiective.

b. Comunicarea ascendentd - constd in transmiterea de mesaje de citre subordonati sefilor directi §i
succesiv, nivelurilor superioare ale managementufui. Prin ele se vehiculeaza rapoarte, cereri,
opinii, nemultumiri. La 3.C. Furial Invest S.R.L. acest tip de comunicare apare frecvent deoarece
tot timpul sunt cereri sau opinii ale angajatilor pe caré acegtia le comunica verbal sefilor directi,
un caz concret fiind la Departamentu] de vAnziri unde in momentul incheieril unui contract in
vederea cumpararii unui autovehicu de citre un client, consilieral de vanzari cere informatii de 1a
superiorul (directorul de vanziri) cu privire la reducerile pe’care le poate aplica. in ultimii ani,
conducerea firmei a incurajat tot mai mult comunicarea de jos in sus dorindu-se abfinerea
feedback-ului i construirea unet culture organizajionale bazate pe sentimentul valorii personale a
angajalilor care apar{in organizatiel.

c. Comumicarea orizoniald —se stabileste Intre persoane sau compartimente situate la acelasi nivel
ierarhic. Rolul acestui tip de comunicare este de a facilita coordonarea activitatilor ce vizeazd
obiective comune, excluzind interventia cadrelor de conducere de nivel superior. Acest tip de
comunicare apare atunci cand se ivesc probleme ce nu necesitd neapirat interventia sefilor directi,
ci se poate rezolva la acel nivel. Aici intdlnim comunicarea verbali intre gefii compartimentelor
sacietatii, intre gefii de ateliere, de birouri sau chiar la nivelut simplilor angajati;

d  Comunicarea formald - include ansamblul mesajelor ascendente §1 descendente care circuld pe
canalele relatiilor organizatorice. Alci se intilnesc relatiile ntre subordenat si supertorul direct.
Alci gasim ordine, decizii, reglementdri, instructiuni, transmiterea de sarcini, solicitarea de
informatil care intereseaza in mod direct buna desfasurare a activitatii in societate;

e. Comunicarea informold se poate defini drept schimbul de informatil care are loc in afara
canalclor de comunicare oficiale. Comunicarea informald se desfdsoard in general prin canale
create spontan, care include zvonurile gi barfele. Cauzati de fipsa de informatii sau de informatii
trunchiate, comunicarea informald incearcd si elimine nesiguranta, curiozitatea sau anxietatea
unor persoane. Acestea sunt comuniciri neoficiale care se iransmit de la o persoand la alta.
Zvonurile pot avea efecte pozitive sau pot fi fard efecte. Insd multe zvopuri au efecte negative §i
genereaza sentimente de pesiguranii i ostiliate. Managerul eficient chiar dacd nu poate si
climine aparitia zvonurilor poate controla aparifia si expamsiunea lor, prin transparen{d

(comunicarea informatiilor imediat ce Je degine).

1. Comuniciirea scrisa
in cadrl S.C. Eurial Invest S.R.L. comunicarea scrisi este des utilizati pentru solicitarea saun

{ransmiterea de note interne, rapoarte, contracte, decizii, planuri, scrisori adresale unor persoanc din
interiorul sau din afara acesteia. Formele in care se giseste comunicarea scrisi in aceastd societate sunt multe
si variate (note interne, rapoarte, decizii, planuri} etc.
Din punctul de vedere al comunicarii scrise pe plan intern, la fel ca gi in cazul comuniedrii verbale,
$ntilnim mai multe tipuri de comunicate:
a Comunicare ascendenid - realizatd de la nivelele inferioare ale organizatiel catre cele superioate,
putind exemplifica prin Referatul de sesizare 51 abateri disciplinare;
b.Comunicarea descendentd - fluxurile informationale se realizeazd de la nivelele superioare catre cele
inferioare (exemplu Proces Verbal de Casare);
¢. Comunicarea orizoniald — s€ realizeazd intre indivizi afiati pe pozitii jerarhice similare sau intre
compartimentefe organizagiei in cadrul relagiilor de colaborare ce s¢ stabilesc Tntre acesiea. Aick
gasim diferite rapoarte, informatii, studii transmise de citre un compartiment al societtii catre
altul, de exemplu un studiu ficut de compartimentul de marketing cu privire la introducerea unui
nou serviciu pe piata este transmis tuturor compartimentetor interesate.
d. Comunicarea formald imbraca diferite forme dintre care amintim :
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«  Scrisori de afaceri

s Diferite rapoarte, studii

«  Procese verbale

= Referate

*  Memorii

* Invitatii de participare la anumite tirguri de specialitate

<. Cb 11t (2 i j il-uri trimi P a‘
! 4 carea S{Z‘?.vlé:a' leform.al_a pr esuplme_emall LTl trimise intre persona l.ll S()Ci‘etaiii care nu trateaz .
sub SCle cu privire 1a activitatea Organlzag‘lﬂ. COmunECarCa priﬂ ir ﬁel’medl‘u{ Elllaif urilor po te f :
v - ate N

intalnita .l . Inl . il 1 - - I-r .
- - e - .
f. Comunicar eq mediatd de calcu.!a.!or (CM( :) - 8.C. Earial Illvest S.R.L. este d()tata

S.R.L. ast
» tnters, l. rin intermediul a siula
[~ etu I cest] are loc atit comunicarea internd cat $1

comunicarea externi. Din iy o . .
urile trimice Tntr; H;g i tt.r.e comunicdrile interne prin intermediul caleulatorufui amintim email-
ajatii societatii. Email-ul fmbina atl-.
: . . - ni sloeventa cuvantului scri s .
unui feedback i - . dntului seris cu posibili :
mediat. Aceste email-uri pot deservi wn mesaj formal, sub forma upnor rap&:;[aarttesa';.
2

rezultatele i1, diferite i ii solici

Deasemeneun?;:tqdf[], chferltc. informatii solicitate de alte departamente sau de citre sefii direct]

Deasem Obiz::,e_ Siajf:te fransmise cu ajutorul email-urilor pot confine mesaje cur con;ir?ut e;::ecn-
emah_u] e 1:e S rrrllplilan;mise persoanelor aflate la acelagi nivel ierarhic cu persoana cars trir?;;:l I
email-ul. acestor email-uri i il-uri .
magin, o informale sunt acele mail-uri care contin glume,

Bariere comuniecationale
indnd cont de ai i i
T faptul ca intr-o organzafie, comunicarea nu se desfigdard intr-un mediu setril $i an

rul ) it ';
(:atl acestel organizatii se Hltall!esc o serie d }
e bariere comunicationale care mgreungaza comunicarea

e Lipsa de cunoastere;
. . 2 - .
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c I care emite sau a jul;

» Deficiente verbale; soopien mesay
*  Conotatii emotionale ale unor cuvinte;

Ematiile oamenilor acti ]

E foneazy ca filtri aproape in Intre i

» Increderea si credibilitatea; proap v lor comnicars

. ?ercep;ia mesajului;

Intr i i i

L C.I'l;lpefl succesive ale ;_Jrocesulm de comunicare datorate diferitelor cauze:
upraincarcarea informationald a mesajului; ,

» Diferente in educafie i injelegere;

* Diferente in modul de ascultare gi interesul faga de mesaj

Comunicarea nonverbali
Acoperd aspecte ce tin de iul. §
_ spatiul. in care se desfisoar i
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Comunicarea manageriali

Este 0 componenti iati ;
4 &5en| Arii H - -
de schimbare a Oil?ganizatiei E%;a;'a al cd0 et organizajionale, fiind unul dintre instrumentele strategiilor
comunicarea infemi, cu an - Ea inclu ne aspectc' complexe corelate cu procesul de schimtbare, nu nu sl N
2ajatit, c1 §1 In comunicarea externd, cu furnizorii, investitori, etc s mai in
. > efe.

COMUNICAREA EXTERNA
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calculatoare realizati intr- : { s c ;
calizatd intr-o arthitectura mixtd intre cea de stea, Jinic si cablare stmctm:itg lgsa dff )
. maj -

unportant ma
P € comunicare prin mtermedlul Calculatolulul mn Cad.l'u] SUCICLaEEI Eurial Inv T :
d d es

proprii intr-un anumit fel, influentand astfel o anume identitate usor recognoscibila de catre parteneri §i

clienti, ca §i sensibilizarea personalului propriu.

Compartimentele de marketing, aprovizionare si desfacerc s
extern: clienti, fumizori, comunitatea locald. Pentru promovarea pro
canale de comunicare: .

a,  relafii media — comunicate de presa, conferinte de presd, interviuri, vizite de documentare pentru
jurnalisti san alte modalitii prin care presa poate fi informatd asupra activitiii organizajiei;
b. ntlnid “face to face” sau in gropuri resirinse, relafii directe — acestea fiind modalititi de a
comunica cu grupuri restrinse de public;
c. prezentdri video, multimedia, expoziti,
a produselor sale ete.;
d. produse sau servicil — accstea sunt purtitoare de mesaj; calitatea, designul, pretul etc. Sunt
elemente care pot influenta modul de raportare a publicului la firma;

e. materiale tiparite — pliante, brosuri, ghiduri, buletine informative, reviste, jurmnale, manuale,

rapoarte anuale etc. lmportante sunt Bu numai mesajele scrise dar si forma de prezenlare a
acestor materiale (design, calitatea hartie, calitatea tiparului etc.);
‘f  elemente standard de identificare — sigla, antetul, uniformele angaja]
si arhitectura cladirilor pot fi elemente care reflectd stitul §i personalitatea companiei;
g. reclama— poate s& {ransmiti mesaje despre organizaie;
h. corespondenta - modul si stilul in care se realizeazi corespondenta
urile} pot da adesea mult mai multe indicii despre o firmé dect sar putea crede;
i. punctele de desfacere a produselor / serviciilor — sunt folosite ip general pentru prezentard, oferte

speciale, competigii atc.

unt cele care vin In contact cu mediul
duselor firmei se utilizeaza urmitoarele

firma detindnd magazine proprii de prezentare

ilor, masinile utilizate, chiar

(scrisorile, faxurile, e-mail-

in ceea ce privesie comunicarea externd prin intermedinl calenlatorului cel mai important mod de
comunicare este site-ul societdtit. Site-ul web contribuie semnificativ la maniera in care organizatia
realizeazd schimbul de informagii cu mediul extern, preponderent cu clientil (efectivi §i potenjiali) sicu
concurentil sdi. {n primul caz este vorba despre furnizarea unui volum de informatii atractive §i suficiente
pentru a determina o reaciie favorabild a clientilor: cumpdrarea sau comandarea produselor (serviciilor)
promovate sau cel putin solicitarea de informatii suplimentare despre acestea. in af doilea caz este vorba
despre diferenfierea organizatiei in raport cu competitorii s#i, in general $i n special din puact de vedere al

mixului comunicaional de marketing.

Posibilitati de eficientizare a comuniciirii organizationale
in ceea ce priveste societatea Eurial Invest S.R.L. modalititile de imbunitifire a comunicirii

organizationale pot fi privite din punctul de vedere ale comunicdrii interne §i al comunicdrii externe. Astiel,
pentru comunicarea internd sunt necesare: ’
+ Incurajarea feedback-ului;
e  Stabilirea unei modalitagi eficie
interpersonal, ct §i tehnie;
«  Aplanarea conflictelor dintre diferite departamente;
« Acomodarea si instruirea noilor angajafi;
s Stabilirea aptitudinilor si abilitatilor angajaii
angajatiilot;
e Comunpicarea informatiilor importante caire angajati;
e Stabilirea modalitatilor concrete de motivarea a angajatilor;
« Organizarea de petreceri sau alte evenimente importante in interiorut firmei;
« Organizarea de conferinje sau cursuri de perfectionare a angajatilor.
Printre modalititile de imbundtatire a comunicirii externe avem:
e Stabilirea sau Imbunitatirea relatiilor cu actalii sau potential
parteneri de afaceri;
+ Orpanizarea de aniverséri pentu firma,
speciale;
e Transmiterea informatiilor

nte de comunicare a datelor 3i informafiiler In firma, atét Ja nivel

lor, precum §i corelarca acestora cut functidie

ii angajati, colaboratori, clienti sau
ceremonil, sarbatoriri de parteneriate sau alte evenimente
de interes extern citre grupurile vizate prin intermediul mass-media;
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e Organizarca de evenimente sociale sau culturale care si transmitd mesaje sociale pozitive despre

firma; ]
« Stabilirea sau corectarea relafiilor cu autorititile care influenteaza direct sau indirect activitatea
firmet,
CONCLUZII

Comunicarea reprezinti o importantd majord in activitatea desfisuratd la S.C EURIAL INVEST

S.R.L., deoarece favorizeazi cunoagterea aspiratiilor personalului, promoveazi relatiile interpersonale gi
creeazi coeziune de comportamente si interesc. Totodatd, cunoasterea strategiilor de comunicare verbali,
scrisd si nonverbald are un impact asupra eficieniei activitdfii in cadrul oricdrei societdfi care desfigoari
activiti{i comerciale, deoarece se bazeazi pe contactul direct cu clientii §i oferirea celor mai bune servicii
pentru piata tinti.

Comunicarea este o filozofie a managerului, care trebuie si-si dezvolte calitdtile de comunicare, atit
cele interpersonale, de grup si de reprezentare a organizatiet.

Noile tehnologii, internetul, recunoasterea opticd a caracterelor, sistemele electronice de realizare a
intdlnirilor, sistemele multimedia fac legitura infre organizafii §i lumea extericari (ciienti, furnizori,
concurenti, investitori) creazi o imagine favorabila identita{ii organizatiel.

Din relatiile de comunicare la 8.C Eurial Invest S.R.L Cluj s-au desprins urmitoarele concluzii:

v {fluxul informatiilor porneste de la directorul general in jos;

v relatiile jerarhice se bazeazi pe incredere si competenti;

v pentru a avea o comunicare foarte bund intre compartimente s-au creat grupuri de lucru
transversale la care participd directorii si consilierii de vanzari, respectiv sefil de ateliere care
mobilizeazi si omogenizeaza activitatea diferitelor compartimente;

¥ comunicarea se realizeazi si prin intermediul materialelor tipdrite (ziare cu aparitii lunare,
tabloul de bord, reviste interne, buletine informative};

v comunicarea verbali se realizeazi in cadrul reunjunilor de informare, discufiilor directe,
conferintelor si seminariilor;

v comunicare externi este realizati prin intermediul mass-media: stiri de presd, comunicate de
presi, revista presei gl articole poastate pe pagini de internet specializate;

¥ cursuri de formare gi perfectionare continui a personalului organizatiei.

Notorictatea marcii PEUGEOT a fost unul dintre motivele care au stat la baza deciziel societéitii Eurial
Invest S.R.L. de a deschide mai multe puncte de lucru in fara. fn acest sens organizatia iti desfigoari
activitatea Tn contextul urmitoarelor afirmatii: ,, In comunicare trebuie sd fii onest. Nu pofi sé consiruiesti o
imagine pe o identitate falsd. Este normal sd incerci sd fii apropiat de clienfi, sd Incerci sd le spui ceea ce
este bine §i ceea ce nu este bine, séi infeleagd care sunt problemele cu care te confrunti §i comunicarea are i
va avea unul din rolurile principale in a spune lucrurilor pe nume.”
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ABSTRACT: Communication is one of the most imporiant activities in an organization (Harris &
Nelson, 2008), it is the process that allows exchange of messages berween people, with which you can
obtain the agreement or disagreement on issues; it can occur and require power, as negotiation and
consensus in uchieving the desired objectives. In this sense we define organizational communication as
the process through which the message is exchanged to achieve individual and common objectives in the
arganization. The arganizational management involves communication as a must,

The case study applied to S.C. Eurial Invest SEL we watched parls of the organizational
communication, both the internal and external communication,

INTRODUCTION

Communication is an essential component of apy activity, it is a mindset and an instrument of
management functions. In this respect we distinguish two compopents of an organizational communication:
one internal and one external, named internal communication and external communication.

Communication is present in all organizations that are aware of the importance of this activity, both
for business and for people who give life to the organization.

Each organization has its specific, its own organizational culture, their own values and goals that
determine the structure of the internal and external communication and their instruments. As the organization
grows, the mix of channels of communication is more varied and the importance of the activity itself is
greater.

One can say that communication is an essential activity for humans, and it has become today a
upiversal and comprehensive concept.

In terms of organizational communication, large parts of practical relevance are those relating to
communication methods and techniques developed by practitioners of marketing and management, of public
relations, diplomacy, creative advertising, and sates and negotiations. In the organizational communication,
the most important quality a party can have, to significantly improve the communication process, is the
ability to understand the others’ point of view and his way of seeing the world and, accepting them because "
we are dealing with social inventions designed to achieve common goals through group effort “(Gery Johns,
2001).

INTERNAL COMMUNICATION

Communication is one of the most important activities in an organization (Farris & Nelson, 2008).
Fundamentally, the relationships develop from communication and the functioning and survival of
organizations is based on the effective relationships between individuals and groups. Moreover,
organizational ecapabilities are adopted and developed by "intense communication and social processes”
(Jones, 2004). Communication helps individuals and groups to coordinate their activities to achieve goals
and it is vital in the social processes, in decision making, problem solving and change of
management.

Deetz {2001) described two ways to perceive and define internal communication, The most common
perspective describes internal communication as "a phenomenon that exists within organizations.” A second
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perspective look at the infernal communication as "a way to descri
y to describe and explain organizations”, thug
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ks, the way of speaking, etc. s0 that one can use 4
£ cormumunication such as facjal expressions (a smile or frown), gestures
orjentation towards the interlocutor, proximity, eye contact,
pearance (physical or clothing), nonverbal aspects of

the space in which it takes place, the gestures, the Joo

variety of nonverbal means ¢
(movement of the body or hands, eyes, etc.),
physical contact {(a pat on the shoulder), the party's ap

oral and written expression and the examples could continue.

;on combines the above forms of communication, as & fundamental process

Managerial communicati
of mutual interaction based on fesdback, in which the managers at any level transmit ideas, feelings,
decisions to subordinates with the possibility of checking the manner of receiving the message, that
influences and changes perceptions, attitudes, behaviors, feelings and opinions of the individuals and groups
and therefore represents a way for people to relate to their work synergistically.

Organizations today do not only allow the achievement of group goals and objectives, but also

permit the affirmation and development of individual potential, In the situations in which the individual
perceives himself as being useful to others, self-esteemn is a mobilizing factor. Organizational areas or more
or less formal groups represent instances of valuing the individual in the social space. The image that an
individual makes of himself is constructed through others depending on the signals be receives from what is
around him, and the need to be a part of an organized group meets the essential human needs - need for

communjcation, affection and psychological comfort.

EXTERNAL COMMUNICATION
The external comsunication links the organization with ins
organization, in problems regarding the mission and vision, services, official requests,
eto. It is of several types: operational, strategic for promotion.
Operational communication
It means that most of employees
external environment. Each of these employ
the organization with its external partners:
competition. Thus, each conveys a certain image an
information that they retransmit within the organization. These shifts
organization,
Strategic Communication
Take two basic forms: developing relationships of communicat
forecast of changes that may occur outside the organization which may affect its activity. The organization
tries to resist in the external environment, 4 necessarily competitive medium, by building profitable
relationships with its key stakeholders: local authorities, directors of other organizations, usually with people
who are considered to be influential. .
External communication inc

hierarchical bodies, etc. The organization Oper: .
establishes relationships and communicates permanently with external partners. The forms; of .
communication with these external partners are varied: financial communication, marketing communication,

communication with competitors, public relations, sale or negotiation. The external pariners: of+the

organization can be grouped as follows: S
o (trading partners - suppliers, customers and competitors. With the providers - ofig "’

negotiate agreements on short or long term, etc. With the customers, one can make stoc

market research, advertising and publicity, public relations actions, sales, negotiation,
n on the ocassions of signing contracts with competitors; L

which the organization raises its funds or other’ financial

stock market, insurance companies; . other:

titutions, individuals, groups outside the
general information

have professional relations with people in the organization's
as a representative of

ees is therefore obliged o communicate,

customers, suppliers, contractors, public authorities, any
d certain messages from the organization and receives
are vital for short-term activity of ihe

jon with the external environment and

ludes firm relations with the market, with suppliers, custoraers, .

ates In an economic Soci

communicatio
o financial partners arc those in
services, shargholders, banks,
associations;
o social parfners arc represented by the
o political pariners are the local authork

local community, public, associations and
fies or central government power.:- ©

ting communicath

Comnunication for promotion
d selling the; produ

One of the most important exter
markeiing mix that is part of the launch sirategy,
following components in variable proportions:

al communication is the marke
maintaining strategy am

al and political environment, and'
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Jis the efficient organizational communication. '
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fidelity and professional, the qualities of Peugeot | .-

requests, opinions and complaints are issued and {ransmitted. At SC Eurial Invest SRL this
type of communication often occurs because there are requests or opinions issued all the
time to or from the employees, whom they communicate verbally to direct managers, a
concreie case in point is the sales department where at the conclusion of a contract to
purchase a car by a customer, the sales advisor requests information from the supervisor
(sales manager) on the reductions that may apply. In recent years, company management has
encouraged more and more the bottom-up communication wishing to obtain feedback and
building of an organizational culture based on personal feelings of the employees belonging
to the organization.

c. Horizontal communication - Is established between individuals or departments located in the
same hierarchical level. The role of this type of communication is to facilitate coordination
of activities aimed at common objectives, excluding the involvement of senior staff. This
type of communication occurs when problems arise that doesn’t necessarily require the
direct intervention of the managers, but can be resolved at that level. Here we find verbal
communication between the company’s departments nianagers, the managers of wotkshops,
offices or ordinary employees,;

d. Formal communication - includes all the messages traveling upward and downward through
the channels of the organizational relations. Here are found the relationship between
subordinate and superiors. Here we can find the orders, decisions, regulations, instructions,
submission of documents, request for information the interest directly the smooth conduct of
business in the society;

e. Informal communication can be defined as the exchange of information that takes place
outside official channels of communication. Informal communication generally takes place
through channels spontaneously created, and includes rumors and gossip. Caused by the lack
of information or truncated information, informal communication is trying to eliminate
uncertainty, curiosity or anxiety of people. These are informa! communications that are
transmitted from person to person. Rumors can have positive or no effect. But most of the
rumors have negative effects and pgenerate feelings of insecurity and hostility. A good
management, even if he can not eliminate rumors, can control their appearance and
expausion, through transparency (disclosure of the information that he has).

II. Written communication
At SC Furial Invest SRL, written communication is frequently used for requesting or sending

internal memos, reports, contracts, decisions, plans, letters addressed to people inside and outside the
company. The forms in which the written communication can be found in this society are many and varied
(internal memos, reports, decisions, plans), etc.

In terms of internally written communication s well as the verbal communication, we find several

types of communication:
a.  Upward communication - made from the lower levels of the organization to the top, can jllustrate

the essay and disciplinary referral;
b, Downward communication — the information flows are executed from top to the lower levels (eg.

report of Cassation);

c. Horizontal communication - is between individuals of similar hierarchical positions or between
departments within the organization establishing collaboration among them. Here we find
various reports, information, studies submitted by a section of the society to another, for example
a study made by the marketing department to introduce a new service on market is transmitted to
all departments concerned.

d. Formal communication takes different forms such as: Business Letters, Various reports and
studies, Minutes, Reports, Memos, Invitations to some special exhibitions

. Informal written communication involves emails sent between company personnel on subjects
that do not involve work related subjects. Communication through e-maiis can be found in all
types of written communication as exemplified above.

£ Computer-mediated communication (CMC) - SC Eurial Invest SRL is equipped with a computer
network made as a mix of star shaped, line and cabling structure. The most important way to
communicate via computer in the company, is the Internet. Through this takes place both the
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brochures, booklets, guides, newsletters, magazines, joumals, manuals,

€. printed materials -
rtant element but also the presentation of these

annual reports ete. Posts are not the only impo

materials {design, paper quality, printing quality, etc.)
f standard identification elements - logo, letterhead, employee uniforms, used cars, even

architecture of the building may be elements that reflect the style and personalify of the

company;

advertising - can send messages about the organization; .

h comespondence - the method and style in which the correspondence is made {letters, faxes,
e-mail) can often give many more clues about a company than one might think;

{. outlets of producis / services - are generally used for presentations, special offers,

competitions ete.
ernal communication by computer the most important mode of

With regard to the ext
communication is the company’s website. The web site contributes significantly to the way the organization
exchanges information with the exiernal environment, mainly with the customers (and potential customers)
and its compotitors. In the first case it is about providing a volume of atiractive and sufficient information to

cause & favorable reaction to customers: buying or ordering goods (services) promoted or at least to request
additional information about them. In the second case is about differentiating the organization against its
competitors, in general, especially in terms of marketing communication mix.

QOpportunities to streamline the organizational communication
1n terms of SC Eurial Invest SRL, the ways o improve org
in terms of internal communication and external commumication. Thus,

anizational communication can be viewed
for the internal communication are

necessary:
Encouraging feedback;

Estabfishing effective means of comm
interpersonal and technical level;
Settling conflicts between different departments;

unicating of data and company information at both

o

o Accommodation and training of new employees;

o Establishing employee skills and abilities and their correlation with the functions of the
employees;

o Communicating important information to employees;

o Establishing concrete ways of motivating employees;

o Organization of parties or other important events in-house;

s Organizing conferences ot training courses for employees.

munication we have:

Among ways to improve external com
lationships with current or potential employees, partucrs,

o Establishing or improving re
customers or business partners;

o Organizing anniversaries for the company,
special events;

o Transmission of information

Organizing social and cultural events to convey positive soci

for the external target groups through the media; SR Tt
al messages about the compaiiy;

Q
o Establishing or comecting the relations with the authorities that can influence’ busines
directly or indirectly. S :
CONCLUSIONS RN
for SC EURIAL INVEST SRL because

Communication is very important activity
aspirations of staff to knowledge, and creates cohesion of interpersonal behaviors
knowledge of strategies of verbal writien and nonverbal communication has an imp
any company that does business, since it relies on direct contact with custom ¥

services for the target market.
Communication is a philosophy of the man
interpersonal and group representation of the organization.

ager, who must &evélop’:cqx_x_im

ceremonies, celebrations of partierships or other Sl




The new technologies, the Internet, the optical character tecognition, electronic realization of
meetings, multimedia systems arc linking organizations and outside world (customers, suppliers,
competitors, investors) and create a favorable image of the organization’s identity, ;

From the communication relationships at SC Eurial Invest SR, Cluj were discovered the following -
conclusions: : :

o the information flow starts from the general manager and gocs down;
o hierarchical relationships are based on trust and competence; S
¢ to have a very good communication between departments, there have been established -
working groups involving cross sales managers, advisers and heads of workshops that mix .
and mobilize work of various compartments; :
o communication is also achieved through printed materials (newspapers with monthly
appearances, dashboards, internal magazines, newsletters); ;
o verbal comununication is made through the information meetings, direct discussions,
conferences and seminars; )
o external communication is done through the media: news relcases, press releases, press
reviews and articles posted on specialized websites;
¢ training and retraining of personnel. :

Peugeot’s reputation was one of the reasons for the decision of SC BEurial Tnvest SRL to open more
outlets in the country. In this sense, the organization operates in the context of the following statements: i
communicating one must be honest. You can’t build an image on a false identity. It is natural to try to be
close to customers, trying to tell them what is right and what is not good, to understand what are the
problems you face and the communication has io have one of the main roles in saying things by its names. "
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Cuvinte cheie: coaching, sedinte, optimizare, mediu universitar

REZUMAT: In cadril acestui articol am incercal sd eficientizez, prin coaching, performanja
prafesionald a cadrelor didactice din cadrul unei universitifi chyjene.

INTRODUCERE
La modul cel mai general, coachingul este definit ca ,un proces de cchipare a camenifor cu

instrumente, cunogtinte si oportunitifi pe care trebuie si le dezvolte singuri §i sd devind mai eficienti”
(Peterson&Hicks,1995:4-l). Coaching-ul este un parteneriat intre coach si o persoana care doreste sa treaca
prin procesul de coaching, stabilind astfel o legatura profunda la nivelul de valori, principii si viziune.
Coaching-ul este o stiinta, o tehnologie, dar si un stif de relationare cu ceilalti, care are ca scop dezvoltarea

potentialului umarn.

FAZELE RELATIEI DE COACHING
Desi modul in care coachii concep procesul de coaching admite variatii, in scopul adaptirii la
nevoile specifice ale clientilor , literatura de specialitate pune in evidenti o serie de patru activitat majore ce

apar in relatiile de coaching: colectarea de date, feedbackul, implementarea interventiei (coaching) si

gvaluarea.

Colectarea datelor
Prima faza a relatiei de coaching se concentreazi de obicei asupra fundamentirii refatiei si asupra

definirii scopurilor de dezvoltare (Saporito, 1996). Aceasta etapa cuprinde doi pasi importanti. Primul pas se
referd la stabilirea unei relatii cu clientul, ceea ce implicd impértdstrea agteptarilor reciproce despre relatia
respectivd, §i discutarea parametrilor acesteia (de exemplu, confidentialitate, normele comportamentale in
timpul sedintelor de coaching etc.) (Feldman, 2001). Peniru at doilea pas, coachul aduna informatii despre
client si organizagie. Procesul de colectare de informatii poate include probleme legate de muncd (de
exemplu, interactiuni i relafii interpersonale), dar si cele din afara scesteia (de ex., scopurl familiale si
personale) (London, 2002).

Feedbackul
in aceasti fazd, coachul ii prezint clientului rezultatele procesului de colectare a datelor. Obiectivul

acestei faze este de a ajuta clientul s inteleagd feedbackul si de a facilita discutarea partilor tar] §i ale
domeniilor ce necesita imbunititirea performantei In muned. Sedintele de feedback pot durade la2-3 orela
2-3 zile; ele se pot limita la client, sau pot include persoane cu interes cheie (stakeholders) din organizatie
{Szfuecinski, 2001). La finalul acestei faze, coachul si managerul identifici de obicei impreuni obiectivele
comportamentale specifice ale interventiei de coaching.

Sedintele periodice de coaching

in acest al treilea stadiu, coachii lucreaza cu clientii in sedinte organizate penfru a menitoriza §i a
intiri activititi de dezvoltare, pentru a modifica planurile de dezvoltare si pentru 2 discuta modalitatile de a
depasi obstacolele din calea schimbdrii (Feldman, 2001). Superiorul clientnhyi, san directorul de resurse
umane pot participa Ia unele sedinte pentru a evalua progresul si a obfine suport pentru activititile de
dezvoltare (Tobias, 1996; Winum, 1995).

Evaluarea
Pupi incheierea sedintelor regulate, coachii urmaresc evolutia clientilor pentru a evalua impactul

relatiei de coaching. Ei pot colecta informatii de la clienti in legaturd cu experientele de invatare ale acestora,
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(Obiectivele cercetirii

Obiectivul acesiei cercetari este:
- de a vedea daca exista carente in predarea universitara, iar daca acestea exista, care sunt caile de

eliminare a lor si de imbunatatire a calitatii predarii cadrelor didactice;
- studierea eficientel interventiei de coaching la cadreie didactice de nivel universitar.

e poate desfisura Impreuni oy
poate constata dacd performanta chentulyj -

Meiodologia studiului
Design de cereetare
Hc]_in? al fi cel dedicat performante; : - de tip pretest — interventie — posttest
zdrile in consiliere/psihoterapic si participantii la studiu
Pariicipantii la studiu sunt opt cadre didactic
Persoanele selectate au varsta mtre 28-40 ani, si au fost
aceleasi aspiratii si acelasi statut.
Participantii au fost selectat
despre problemele care considera ca le perturba activitatea de predare si dezvo

e, angajafe cu norma intreaga pe post de lector.
Tabelul 1, Etapete modelului Practice s o e
Intrebiri/actiuni
Care este preocuparea definita de problema?
o Ce ati dori si schimbafi? .
Existd exceptii, cAnd ea nu constituie o problem?

Pasi

1. Identifi ; . .
carea probleme i in scopul participarii la patrussedinte de coaching, in care sa discuie

Itarea profesionala.

Tnstrumentele de lucru

Cum vom §ti daci situatia s-a 5titi S

. qe 7 tia s-a Imbunititit? 5 : - . . . . . .

Exista distorsiuni, sau poate fi problema vﬁ_;uafgi d R In cercetare s-au utilizar ca instrumente de Tucru chestionarul si modelul de interventie de coaching

7. Stabilirea do sooouri reali diferit? T mo BEEe PRACTICE, folosind cele sapte etape ale modelului pentrn evakiarea problemelor discutate cu participantii,
puri realistc il in scopul dezvoltarii unei game de solutii posibile 3i implementarea strategiilor.

si relevante (de ex., Ce dorifi sd obfineti?

scopuri o
puri INTELIGENTE) _, Led Procedura de lucru

3. Generarea de solufii alternative Care va sunt optiunile? R
& A
PN i 31 ) AU | Sedinta §
4. Canta i 54 le notém g e . i T .
arirea consccinfelor Ce s-ar putea intdmpla? : o Am inceput cercetarea prin stabilirea, de comun acord cu participaniii, 8 unor aspecte de otica. Le-
Cat de utili este fiecare solutie . osibila? e am prezentat scopul cercetarii, asigurandu-i de confidentialitatea informatiilor obtinute, de faptul ca
Scara d . 0. PosIbLa; o participarea lor la aceasta cercetarc nu le va periclita statutul actual, si am obtinut consimtamantul lor de a
5. Concentrarea pe solutia/solutiile cC ste 2 le evaluare: 0-10. ' participa
- i are este solufia cea mai il5 : - . . .
& 1m Ie;ele nal fezabfl‘?' . ai fezabila? . In cadrul primei sedinte de coaching am avut un jnterviu de evaluare cu fiecare participant. S-au
- Implementarea solutiei/solutiilor Incepe s rezolvi, (Dezvoltati eta; - Cd evidentiat problemele ce urmat a fi supuse discutiei, si anume !
> Ealzlse. ' i etape rezonabile de lucru). o . materialele folosite in cadrul procesului educational specific disciplinei;
. Bvaluarea —~ o E - - ae o . e s . - : .
Cat de mare a fost sucoesal? . Zﬁ:g:rl:fcl din partea conducerii instituiiel in dezvoltarea si perfectionarea continua a cadruiui
Scara de evaluare de 12 0 1 s crie.
a 10. : . . R - PR . .
Ce avem de invitat? o Tot in aceasta sedinta am familiarizat participanti cu interventia de coaching.
Putem s incheiem coaching-ul acum? B Sedinta 2

Neenan si Palmer (2001 s e : g . . — ; - .

utilizeze modele mai scurtg, de :7521)1 l;:c;::iazgz t:—;:enmm-lcu experient in wtilizarea modelului in 7 pasi i - i cat,-e?ij;; a].;ssec}:i ;J;zr;na ;at;ct: un feedback la evaluarea din prima sedinta. Apol am parcurs fema stabilita
. " 7 a accelera pro H 7 : 3 ) )
Selecteazt problema; Concentreazi-te pe o solutie; hﬂplementeirz; Zsz(l)lie' S_Olfflonafrev De exemplu, STIR: o Inerventia de coaching s-a desfasurat dupa modelul PRACTICE, folosind cei sapte pasi :

fie; Recapituleaza rezultatul, PIE: : 1. Identificarea problemei (materialele folosite in cadrl procesului educational specific

Definirea problemei; Implementarea solutiei; Evalueazi rezultatul

Un alt modei folosit frecv i isciplinei
_ ent in H . disciplinei);
cDr::;!JkOWS; & Elridge, 2003). ACHIEV];a(iriuS;;!u:;iZ;i::ﬁ'C%i(;}il::::g ; f?tit modelul ACHIEVE (vezd 2 StabiI;irea zle scopur realiste si relevant;
v a alternativelor la situati e ATt o : azd situatia curentd; Brai ; - o
Proiectarea unui program de acIqurll: ca]jl‘.zflEa’ Ajusteazi scopurile; Initiaza optiunile; Optiuniratlatfatl(;[:l?'mg- i g?nefﬁfrea oot 81116{’!1?1‘[!\’5,
Coachingul se adreseaza vane IIﬂCura_]eaZa elanul. i e 5' Canmt:a COHSECH;!eﬁ:;: lutiile cel i fezabil
. A mai multor tipuri . . Concentrarea pe solutia/solutiile cele mat fezabile;
s o, o chn. o s, ok S o o & ¢ ool
g), dar si domeniului vietii persomale (spiri > . career coaching, professi
1 : spiritual . . . s ssional 7. Evaluarea.
- gzif,iﬁg’ wealth 'Coachmg, personal/life coachjgg)”_ Incosa;:;l}:;ir:lgl, é:la::tmmhlp /eouple coaching, health : La finalul sedintei, fiecare participant a avut o tema de casa, stabilita in acord cu
are profesionala adresat cadrelor didactice ale unei universitati cﬁl j::; recurs la coaching de | problema discutata.
' Sedinta 3

dupa care am discutat cu fiecare cursant in parie ce-a de a

Am inceput cu o evaluare a temei de casa
ducerii institatici in dezvoltarea si perfectionarea continuz

doua problema, si anume : suportu! din partea con
94 : a cadrului didactic.
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Aceasta sedinta s-a desfasurat tot dupa modelul PRACTICE, participantii capatand , de asemenea, |
noua tema, in acord cu problema discutata, ' :

Sedinta 4
Aceasta sedinta a debutat cu evaluarca temei de casa dupa care, fiind uftimg sedinta am Propug”’
participantilor la cercetare sesiunj de follow-up peste 3 [uni, dupa vacanta de vara, .

CONCLUZII

Metodele de analizi a datelor care vor fi utilizate
Metoda de analiza a datelor obtinute a fost calculnl de frecvente. :
In timpul discutiflor cu cadrele didactice s-a evidentiat ¢ tema majora, mentionata si in cadryl primeij
sedinte de coaching, si anume: :
- materialele folosite in cadrul procesului educational specific disciplinei; o
In ce priveste aceasta tema, si anume materialele folosite in cadyul procesulyi educational specific’
disciplinei, s-au evidentiat urmatoarcle aspecte: o
- exista un acces deficitar Ia reviste de specialitate si la abonamente on-line : 100% din subiecti;
1. ,ar trebui sa avem acces on-line la reviste care sz ne ajute in cercetare”;
2. nuavem carti Ja raft pentru a {rimite studentii sa le consulte”; ;
3. Lnu ar trebui ca ew, cadrul didactic, sa caut in afara materiale si sa aduc studentilor, .
ar trebui sa le pot indica sursa si pagina la noi la biblioteca si i sa-si 7a materialele
necesare;
- este nevoie de mai multe laptop-uri si retroproiectoare : 6§2,5% din subiecti; )
1. ,ar trebui sa @avem in fiecare sala de curs retroproiector si sz existe taptop
disponibil,pentru prezentari”;
2, ,de multe ori trebuic sa predau dupa metoda clasica {dictand), datorita lipsei
retroproicctoarelor, sau daca exista, nn merg™;
- cartile si revistele existente Ia biblioteca nu sunt actualizate : 75% din subiecti;
I. .multe din materialele existente sunt de pe vremuri, vechi si nu sumt aduse in_
realitate;
2. ,artrebui sa avem revisie actuale, cu teorii moderne, in care sa se faca paralele cu ce
se intampla pe piata”;
- materia de la curs nu exista intotdeauna (pe suport de hartie) la biblioteca san Ig casierie ; 50%
din subiecti;
1. ,de multe ori nu avem scoase notele de curs si atunei trebuic sa trimitem noi, pe
mail, studentflor materia;
In urma discutarii acestei teme cu subiectii (tema discutata in cea de a doua sedinta), s-au evidentiat
urmatoarele solutii de remediere g problemei. Acestea an fost:
- abonamente la reviste de specialitate, abonamente contractate de catre conducerca universitatii;
- achizitionarea de carti actuale, conforme cu materiile studiate si cu ultimele noutati in domeniuy;
- tiparirea notelor de curs inainte de inceperea anului universitar, pentru ca studentul sa le poata
achizitiona, sa se pregateasca acasa si la cursuri sa se discute pe marginea [or;
- sanu impunem studentului ce vrem noj sa predam, ci sa-! infrebam ce informati ar dori el sa
obtina;
- burse pentru cadrele didactice in alte parti (strainatate) pentru a avea acces la afte materialele sia
le folosi in predare;
- schimb informational cu alte universitati din tara;

Limitele studiului

In urma rezultatelor obtinute in cadrul cercetarii, s-au evidentiat urmatoarele limite;

- numar redus de participanti pentry a generaliza concluzij;

- numar redus de sedinte ;

- dificultati ip a compara rezultaie - deoarece timpul scurs de Ia primz la a patra sedinta a fost
relativ scurt si nu s-an evidentiat schimbarile;

- practica destul de noua pentru mediul din Romania,
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LE COACHING DANS LE MILIEU UNIVERSITAIRE
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RESUME: Dans cet article j'ai 3
: Jal essayé de rendre plus efficace, & i
performance professionnelle des enseignants d'une ﬁnfverfzz;é t;ee'(gujfravem s coaching (e memores), I

INTRODUCTION
Dans une a i tnd .
& accompagnement ;Z:ptlé’:s . Béncrale, le coaching ou le mentorat est définit comme «un proce
développer  seuls po Ed avec des instruments, des connaissances et des oportunités u’ilf d vent
partenariat entre | p m}; evenir plus efficaces ». (Peterson &IHicks, 1995: 4-1). Le coq hi o
e - g ¢ 4-1) ac
-profonde liaison au Eia;:eastdune pt;rsonne qui ‘veut passer par le processus de coaching, établiss;mlf‘ginessit ne
mais aussi um moyen d’étabfi?sdzsa Eu:[rsz_ fgnnmpes et visions. Le coaching est une science, une technolozine
. rekations awvi g . e,
humain. ec les aulres, ayant comme but I'épanouissement du potentiel

LES ET:;J"ES DE LA RELATION DE COACHING
fen que la maniére par laquelle les i
o coachs envisagent b i
variations oo o ) IIe ' agent le processus de coachi
vartatio qugtr:rai tzii:;g;e:‘n aa;}:ui;gssom_s spec1ﬁf1ues des clients, la littérature de spécialité met Ef éiﬁ;ﬁ S:;
atre a I qui apparaissent dans les relati ing: i
feedback, Pimplémentation de Pintervention et I*&valuation elations de coaching; la collection des dates T
La collection des dates '
La premiére i i
relation 2 I:m- i dé?i};?sz r;iedii flll?:o& d;z’colachmg se concentre d’habitude sur la consclidation de la
on o su K développement (Saporito, 1996). Cetic étape
communicaﬁﬂfc:ir;:n;;se. tLa premiére se référe & établir une relation avec le client Se :Elmlpnr]ﬂ}d del;X
g——, t_r:ﬂ €8 reeiproques sur Ja relation en cause, et la discussion des p’a.ramétres dp lq?le ;
oL o fa Seconedl ld éte, Ee:l normes de comportement pendant les séances de coaching etc,) (;e(;cei o
o o Seco d’inforr?naar:ioi Slep :Stac_:h 1amasdse des informations sur le client et sur 1’orga.nis,altiorin aIile
¢ ' : inclure des probiémes liés au travail i ion
refations interpersonnelles), mais aussi d’autres problémes (par ex., de lb(par exe'[r}pfe’ . persormeley
Condon, 2003, - des buts familials et personnels).
Le feedback
Dans cette ph é A i
Lrobjectit s e éFa ajf;,stlz !cE);ch p:e:.sente: a son client les résultats du procds de collection des dat
oot e cetic &a ;} it d’aider le ci:i:nt a r.:omprendre le feedback et de faciliter la discussion de: tes.
bl ot (l]m nccessitent I"amélioration de la performance dans le travail. Les sé s do
o oack pen pcuvseenfxi?]ccizger de :7_-3 heures & 2-3 jours; ces séances peuvent s¢ limiter sel-ilemenste::ll(i:el? dte
0Ly A Y pesEnt ine I;-lc-:!aausszi iesbPerdsonnes d’intérét clé (stakeholders) de I'organisation (Sztucinzircl'J
. c se, d’habitude, le coach et i i 5
comportemenfa]s spécifiques de I'intervention de coaching 1o manager entfient.ensemble les orecifs
. Les séances périodiques de coaching i
Doamns T .
werifior ncsz 1%(::1?me Slf—ld-e,’ les cozljchs travaiflent avec les clients dans des séances organisé
o St consolider dees activiiés de deyeloppement, pour modifier les plans de dével()ppegmentczi bour
surmonter les difficultés de la voie du changement (Feldman, 2001). Le tFeur
N . Le supérieur
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e ressources humaines peuvent participer a quelques séances pour évaluer fe

du client, ou le directewr d
eloppement { Tobias, 1996; Winum, 1995).

progrés et pour obtenir du support pour les activités de dév
L 'évaluation

i Aprés ja fin des séances rég

de ia relation de coaching. lls peuvent co

ulizres, les coachs suivent I’évolution des clients pour évaluer I"impact
lecter des informations de leurs clients, des informations

concernant leurs expériences d’apprentissage et comment le coaching a influencé leur efficacité dans
I’organisation (London, 2003). Si les service du coach sont rémunérés par 1’ organisation, le département de
ressolrces humaines peut dérouler avec le manager une évaluation indépendante de Vefficaciié du
consultant, ou bien constater si la performance du client s*est améliorée dés la fin de Ia relation de coaching.

Dans la perspective cognitive-comportementale, I'un des maodeles adaptés dans e coaching est
PRACTICE (Palmer, 2007). Ce modele a été employé dans cefte recherce, représentant un modéle en sept
&apes utilisé en coaching, conseil, psychothérapie el management du stress. En emptoyant PRACTICE, le
psychologue peut aider ses clients 4 évaluer certains problémes et questions, comprendre leurs zones
J’intérét, développer une gamme de solutions possibles et mettre en ccuvre des stratégies.

Lé modéle PRACTICE peut étre utilisé en différents types de coaching, comme celui dédié & la
performance, aux affaires, aux managers, 3 la santé et au style de vie / personnel, & cdte de ses emplois dans
fes activités de conseiller/psychothérapie ¢t management du siress. Les étapes sont présentées dans le

tableau 1.
Tablean 1. Les étapes du modéle Practice

Questions/ actions

Quelle est la préoccupation définie par le probléme ?

Que voudriez-vous changer ?
Ya-t-il des exceptions, quand la préoccupation ne
constitue pas un probléme ?
Comment saurons-nous si la situation s’est
améliorée ?

¥ a-t-il des distorsions, on bien le probiéme, peut-if
étre envisagé différemment ?
Que désirez-vous obtenir ?

Pas / étapes
1. Identification du probléme

9. Etablissement des buts réalistes et pertinents
(par ex., des buts INTELLIGENTS)

3. La création des solutions alternatives

Quelles sont vos options ?
Notons-les !
Que pourraii-il arriver ?
Est-ce que chague solution possible a été wutije?
L’échelle d’évaluation: 0-10
Quelle est la solution la plus faisable ?

4. L’estimation des conségquences

5. La concentration sur 1a solution/les solutions
les plus faisables

Commence a résoudre. (Développez des étapes
rajsonnables de travail).

Est-ce que le succés a été grand ?
L’échelle d’évaluation: de 0 4 16.
Quest-ce que nous pouvons apprendre ?
Pouvons-nous finaliser fe coaching 3 ce moment 13 ?

6. L'implémentation de la solution/des
solutions choisies
7. L’évaluation

Neenan et Palmer (2001 a, b) recommandent aux clients qui ont de I’expérience dans P’ utilisation du
modale en 7 pas employer des modéles plus brefs, de 4 ou 3 pas afin d’accelérer le procés de solution. Par
exemple, STIR : [dentifier le probiéme ; Se concentrer sur une solution; Implémenter une solution; Réviser le
résultat. PIE: Définir le probléme; Implémenter la solution; Evaluer |

Un autre modéle fréquemment utilisé pendant les séances ds
(voir Dembkowski & Elridge, 2003). ACHIEVE (réussir) représente: Evaluer la situation actuelle;
Brainstorming créatif des alternatives & Ia situation actuelle; Régler les buts; Initier les options; Options
" évaluation; Projection d’un programme d’action valide: Encourager 1’enthousiasme.

Le coaching s’adresse aux plusienrs types de problémes qui peuvent appartenir au domaine
d’affaires (business coaching, executive coaching, team coaching, leadership coaching, career coaching,

e résultat.
e coaching a &té le modéle ACHIEVE

99



professional coaching), mais i
; 3 aussi au d i
coaching, health coaching, wealth coazilnizlgne o

coaching de dévelo i
ppement professionnel destiné anx enseignants d’une université d
rsité de Cluj.

Les objectifs de la recherche
I{, (?b_] ectif de cette recherche est:
oir s°i] I i
v é]iminirae?zi carences dans ! enseignement universitaire, et s’il
o imines I’effamt?il’o(rierlla qualité d’enseigner des professéur'
icaciié de I’intervention de i )
cozching chez les ensei i
gnants au niveau universitai
rsifaire,

La métodologie de I’étude
Design de recherche
- Detype prétest -- intervention — post-test

Les participants  ’étude
Les participants & 1°¢
tude sont huit ensei
. 1 a nants, s 3
gfgior;n;:s ch0151es ont I'dge entre 28 et 40 ans get elises ZT;E]? - sélocto
p ﬁ)mogen.e,. ayant fes mémes aspirations et’le méme st tue
e dise es participants ont été choisis s
iscutent sur les problé i i
problémes qui perturbent leur activité d’enseigner et lenr développement prof:

ent professionnel.

Les instruments de travail
On a utilisé comme j
L _ mstrume i
d mte‘rventlo-n de coaching PRACTICgtS B‘if ovent Ton sepn ook
proble’rpes discutés avec les participant; &ans
et de I"implémentation des stratégies. ,

le questi i
! " i onnaire et je &
I;; %{;:n(; lgs' sept élapes du modéle pour l"évaluati:;:']()dde[e
u développement d’une gamme de solutions pnssibl‘:S
es

La procédure de travail

Séance 1

J ncé [} 4 [+ l i q elt 1€8 aspects ¢
al commencé la rech Ch pﬂl' tab 3 Lt I8
Je lem at plesellte le but de la IEC] 181 ChC, (511} leS assurant sur la Collfl

le fait que leur icipati
participation 4 ceite
consentement d’y participer. recherche ne mettra pas en p

an p q p D -
Pe l(l t la remiere seance de h
£ j7al ne 1
coachin, €U une interview d CVaIUath]l avec Cha Lie parficipant
Oll dimis en eVIdﬁnce les pr ObIC”leS qui ser ont mis en qUESElon, a savorr.
- 148X thlllse dan le ¢ e du pro educat; EC qu(‘-‘ a1a dlSCip]
Les mater S 8 adr cés édu lfsp il l e
£l

- Le support de la ..
. part des dirigeants *institufi .
continu des enseignants, I3 de Pinstitution dans le développement et Ie perfectionnement

Clest toujours
pendant cette T ;
coaching. premicre scance

éthic_}uc':, en accord avec [es participants
’d_entlahte des informations obtenues, Slll:
éril leur statut actuel, et j°ai obtenu leur

e Pai e ..
que j’ai familiarisé les participants avec I'intervention de

Seance 2

J’ai commencé i

) par offrir un feedback a 1’¢ i
e . ¢
théme établi par chaque participant au cours v

L’intervention de ¢ i
oaching s est déroulée d’aprs
| ervention de ¢ 4 ulée d apres le modéle PRACTICE, en utili :
discipline) o probléme (les matériaux utilisés dans le ’ nuflhs’mt IES_ et
ncp i cadre du procés éducatif spéeifique a la

E,tabh’sst?ment des buts réalistes et pertinents :

flcrf:ﬂtl()_ﬂ des solutions alternatives ; ’
II: estimaiton des conséquences ; ’

2 con i fon/

centration sur Ia solution/les solutions les plus faisables ;

L’implémentation d ;
e [a solut : .-
L’évaluation. ion/des solutions choisies ;

on de id 2 i
la premiére séance. Ensuite, j’ai parcouru le

SO L e Lo b
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a vie personnelle (spiritual coaching, ;elashioﬂship/coup_]'
[+

personal/life coaching). Dans cette étude j’ai fait appel
P discuté.

participant le deuxiéme probime,

¥ en I L
% quelles sont les voies de . développement et le perfect

ps plein en tant que le .
{ i . . cteur. Les:
¢ sélectionnées comme faisant partie d,;j. :

JiFy
P pleﬂdle part a quatte Seances dﬂ COaChillg, a travers [esquel[ e
es

A la fin de 1a séance, chaque participant a et ua devoir  la maison, ¢tabli en i

Séance 3

» *ai commencé par une éval ¢ j"al discuté séparément avec chaque

uation du devoir a la maison, ensuit
3 savoir: le support de la part des dirigeants de Pinstitusion dans le
jonmement continu de I’enseignant.

1ée toujours selon le modéle PRACTICE, les participants ayant aussi un nouveal

Cette séance §’est dérou

devoir, en accord avec le probléme discuté.

Seance 4
Cette séance a commencé par I
proposé anx participants a la recherche des

n, ensuite, étant la dernidre séance, j’ai

&valuation du devoir & la maiso
aprés les vacances d’éte.

sessions de follow-up, dans trois mois,

CONCLUSIONS

Les méthodes d’analyse des dates qui seront ufilisées
La méthode d’analyse des dates obtenues a &té le calcul des fréquences.
Pendant Jes discussions avec les enseignants un théme majeur sest distingué, théme qui a déja été

mentionné dans le cadre de la premidre séance de coaching, & savoir:
if spécifique & la discipline;

_ les matériaux utilisés dans le cadre du procés éducat
En ce qui concemne c¢ théme, Sest-a-dire Jes_matériawe utilisés dans le cadre du proces éducatif
spécifique ala discipline, on a distingué les aspects suivants:
il y aun accés déficitaire aux revues de spécialité et aux abonnements on-line: 100% des sujets ;
1. « nous devrans accéder on-line les revues qui nous aident dans 1a recherche »
9.« nous n’avons pas de livres dans la bibliotheque, livres que ks étudiants puissent consulter »
3. il ne faudrait pas, en tant qu’enseignant, que je cherche des matériaux 4 I’extérieur de
|*université et les apporter aux émdiants, il faudrait que je puisse teurs indiquer la source et 1a
page chez nous dans fa bibliothéque et qu’ ils prennent les matériaux nécessaires » ;

- Onabesoin de plusieurs ordinateurs portables et projecteurs | 62,5% des sujets;
1. « on devrait avoir dans chaque salle de cours un projecteur et un ordinateur portable disponible,

pour les présentations »
2. «jai été obligé plusieurs
1’absence des projecteurs, o
- Les livres et les revues de la bib
1. «une grande partie des maltériaux existants appartiennent a
sont pas mis & jour »
7. «nous deviions aveir des revues actuelies, conten
paraliéles avec ce qu’il se passe sur le marché » ;
. La matiére du cours n’existe pas toujours {sur support de pap
50% des sujets
1. «nous wavons pas (oujours
]a matiére aux étudiants».
Aprés la discussion de ce theme avec fes sujets (le theme discuté pen
distingué les solutions suivantes pour résoudre le probléme: . PR
. des abonnements aux revues de spécialité, abonnements faits par les dirigeants de 1’11r_1ivé_:rs;t_e ;
Pacquisition de livres actuels, selon les matiéres étudiges et les derniéres nouveaités’ dans. e

fois 4 enseigner selon la méthode classique (dicter), & cause de

u bien 5°ils y existent, ils ne fonctionnent pas » ;

liothéque ne sont pas mis & jour ; 75% des sujets ;
1a vieille époque, dépassés et ils ne

ant des théories modernes, oll I’on fasse des
jer) 4 la bibliothéque on 4 la caisse .
les notes de cours imprimées et alors nous devons envoyer par mail

qant la deuxiéme séance), ona

domaine ;
- imprimer les notes de
acheter, se préparer & 1a
ne pas imposer & Pétudiant ce que now
informations qu’il aimerait obtenir au cours ;
des bourses pour les enseignants (& Détranger) pour avol

utiliser dans 1’enseignement ;
échange d’informations avec d’autres universités du pays. -

cours avant le début de I"année universitaire, pour que I’étudiant iiiss
maison et en discuter aux cours ; RS
s voulons enseigner, mais lui ‘demand

r aceds & daiitres



Les limites de ’étude
A la suite des résultats obtenus dans la recherche, on a remarqué les limites suivantes;
- unnombre réduit de participants pour généraliser des conclysi ons;
- un nombre réduit de séances; )
- difficultés dans la comparaison des résultats — parce que le temps entre la premitre et fa quatrieme -
séance a €té court et on n’a pas observé les changements; o
- la pratique assez neuve pour le miliey de Roumanie.
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REZUMAT: Lucrarea de fata prezinta importanta marketingulul relational in Jformarea si dezvoltarea
segmentelor de consumalori Interesale de brand Desi marketingul de masd in faza principald a
promovirii va avea meveu rolul de a congtientiza brandul, marketingul relajional va fi cel care va stabil
si spori lotalitatea in urma unei achizifiondri. Prin acest tip de marketing pot fi reduse eosturile i pot ¥
sporite veniturile, marketingul relational producand beneficit intangibile.

INTRODUCERE
Atragerea clienilor noi este i aclum scopul agentilor economisti. Pe termen lung ef aduc profit

firmelor. Pe de alti parte gi-au dat seama ¢ na este de ajuns si vinzi un produs sau serviciu. Loialitatea
pentru brand si valoarea brandulul trebuie nuantati. Aceasti schimbare in viziunea firmelor se datoreazd
faptului cd refinerea clientilor este mai ieftin decit atragerea noilor consumatori. Un client satisfacut va
cumpéra noi produse dacl este satisficut dupd prima achizitie. Astfel obiectivul principal al companiilor in
formarea noilor strategii va fi cunoagterea segmentelor care sunt interesati de brand i formularea unor
mesaje personalizate si relevante. Desi marketingul de masi in faza principala a promovirii va avea mereu
rolul de a constientiza brandul, marketingul relational va fi cel care va stabili 51 spori loialitatea in urma vnei
achizifionari, Prin acest tip de marketing pot fi reduse costurile si pot fi sporite veniturile.* David Packard a
afirmat ci marketingul este prea important pentru a fi lasat pentru departamentul de marketing, acest tip de
marketing sustine cuvintele Jui?

Marketingul relafional produce beneficii intangibile. Importanta acordatd serviciului cliengi
tncurajeazd contactul cu cliengi gi implicarea consumatorilor. Companiile invafd mai mult despre
consumatori, informatiile dobindite pot fi folosite in viitor pentry o mai bund abordare a strategiilor de

marke:‘[ing.3

ETAPELE iN RELATIA BRAND-CLIENT
Conform lui Gumesson pentru a stabili o relatie stransa cu consumatorul trebuie obtinutd loialitatea

lui faga de brand. Aceasta lojalitate fad de brand poate {i realizati in patru elape:
1. Congtientizare

Se referd la congtientizarea brandului fn mintea consumatorului. Scopul este crearea unei perceptil
pozitive, Incredere fati de calitatea brandului pentru a face posibila comunicarea In viitor. In aceasti etapi
are loc prima interactiune. Pentru a avea loc o achizitic compania frebuie si investeascd in relatie.

} Harward Business Review, Preventing the Premature Death of Relationship Marketing, Susan Foumer, Susan

Dabscha, and David Glen Mick, pg. 134
2 tandbook of CRM; Achieving Excellence in Customer Management, Butterworth-Heinernann is an imprint of Else

vier, 2005, pg. 10
3 Yandbook of CRM; Achieving Excellence in Customer Management, Butterworth-Heinemann is an imprint of Else

vier, 2005, pg 10-15.
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Figura 1: Etapele relationale cu brandul
bsession: How to Acquire, Refain, and Grow
Murketing, 1TSA, 2008, p.30)

(Sursd: A, de Azevedo and R. Pomeranz: Customer O Customers in the New Age of Relationship

PROSPECTING RELATIONSHIP MARKETING — PRM
Piata cuprinde mai muite segmente de nisa. Marketingnl costd. Pentru a avea un efect ¢t mai

eficient marketerii trebuie sa fie siguri ci mesajele sunt potrivite segmentului vizat. Aceastd strategie se
bazeazi pe date demografice si de comportament. Atributele relevante sunt studiate folosind analize
descriptive pentru ca marketerii sa dezvolte comunicatii directe bazate pe factori multiple. Odat ce o listd de
perspective a fost creatd compania poate s implementeze o gami de comunicatii de brand, pe canale diferite
pentru potentialul consumator. O varietate de canafe va asigura cél indivizii vor avea cea mai convenientd
metoda la dispozitie pentru a dezvolta o relafie.

PRM sc cancentreazd pe procese diferentiate pentru fiecare dintre primele trei etape: constientizare,
consideratie, transformare. fn prima etapi, eforturile companiet se concentreazd pe congtientizarea brandului
in mintea consumatorilor si promovarea unui rispuns. Email-uri directe, telemarketing, emial-uri cu linkuri
directe la pagina web a companiei, 5i alte tehnici de marketing direct pot fi folosite. Obiectivul marketingului
relational in aceastd ctapa este de a direcfiona consumatorul la diferite puncte de contact.

In urmatoarea etapd informatia trebuie sa fie mult mai ditectd. Indivizii doresc mai multe informatii.
Qite-urile web sunt adecvate peniru aceasti etapd. Canalele multimedia au capacitti interactive §i pot oferii
declaratii ale consumatorilor satisfacui detalii despre produse §i servicii. Serviciile de telefonie, punctele
de vanzare ale companiilor si vanzatorii sunt alte canale care pot oferi o tratare individuala.

in a treia etapd relatia trebuie sa fie si mai personalizatd si informagia oferitd gi mail axati pe
consumator. Personalizarea site-urilor web face posibil utilizatorului de a primi pagini de care este interesat
fird si fie nevoie de a naviga din nou. La call center vor recunoaste individul prin intermediul istorie
apelurilor 5i va intra in probleme mai relevante. Asta se intimpld §i la punctele de vinzare sau cénd

consumatoral intrd in contact cu vanzitorii.
La ficcare etapd este importantd observarea consumatorilor gi trecerea comportamentului lor ntr-o

bazi de date. Aceste date vor fi folosite pentru alte strategii mai rafinate In viitor.
Cu PRM, planificarea de comunicare detailata trebuie implementasd prima datd, prin specificarea

actiunilor care trebuie developate, a canalelor si a momentujui. Rezultatele trebuie monitorizate gi analizate

si orjee diferentd va rezulta Tn modificarea planului.
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Perceptia de marci

Perceplia pozitivd a brandulu
bazeazi pe principiul ci percepiia pozi
de ctienti, care la rindul sau influenfeaz rezu
felicitari pentru ziua de nagiere, pentru sarbtori, trimiterea de new

invitarea la evenimente, training-uri si workshopuri.

ctia consumatoralvi. Marketingul relational se

i este sirdns legatd de satisfa
fiva a brandului poate fi realizat prin comunicare sistematica cu baza

ltatul relatiel. Astfel de actiuni de consolidare a relatiei pot fi
3 letiere despre noile produse disponibile,

Creare de comuniti{i

Aceste comunitigi sunt create de companii, pentru a consolida relatia dintre diferite segmente. Forumuri de
discutii, evenimente online, chat cu profesionigti, erearea de liste de emailuri care pot fi impértdsite printre
(membrii. Interactiunea intre pirtile implicate face posibil companiei si dizolve orice indoiald referitoare Ja
produsele sau serviciile oferite. Cu implicarea mai adéncd a consumatorilor fluxul de idei poate fi accelerat,
ca in cazul lui P&G care a dezvoltat o solutie prin care consumatorii pot da opinii sau idei pentru noi

produse.

Cross-seliing si actualiziri

Cross-selling este procesul de vénzare pro
anterioar.
Actualizarea este vanzarea unei versiuni noi a unui produs deja achizitionat. Consumatorii satisfacuti de un

brand deja achizitionat in urma unei noi achizitiondri se vor géndi mereu prima dati la compania respectiva.
Astfe] este posibild folosirea instrumentelor de marketing direct, e-mail marketing, direct mail, telemarketing
pentru a oferi cele mai relevanie solutii in momentul adecvat. Indicatorii de loialitate s& imbundétijesc ¢ind
consumatorul cheltuie mai multi bani pe o gamé de produse din acelasi trand. Conform lui Newell bincile
pastreazi acele persoane Cli care au avut relatii multiple de frei sau patru ori mai lungd decdt cu care au avut
o singurd relafie’. Cross-selfingurile si actualizarile cresc veniturile odati cu cresterea vinzirilor si a bazei de

consumatori loiali,

duse sau servicii din categorii diferite totusi lepate de vinzarca

Retinere §i recuperare
identificarea sistematici a motivelor de insatisfactie, de a evita

Scopul principal al acestor programe esie
deplasarea lor la concurentd saul reCUpErarce lor. Maximizatea duratei de viafd a consumatorilor este

obiectivul principal al marketingului relational *
Fournie a dezvoltat un mode! de CRM din perspectiva consumatorului, bazat pe ralatiile sociale si de

mairimonie, A prezentat gase factori care definesc relatia pe care consumatorii pot avea cu brandul:
intimitate, angajament, parteperiat, atasament, interdedepent’ §i iubire. Ea sustine ci strategigtil ar trebui s&
veformeze conceptia lor despre relagii de la o viziune generatoare de venit si reduceri de cost laun mijloc de a

crea o semnificatic fatd de brand pentru consumator.

ACONCLUZII )
fn zilele noastre este important pentru companii si-gi analizeze comportamentul si atitudinea

consumatorilor pentru a alege cea mai bung technicd de marketing direct pentr atingerea lor. Informagiile
obtinute in cadrul acelei analize irebuie si fie inregistrati Intr-o bazd de date numiti Consumer Information
Center (CIC). Aceastd informatie va oferi, in primul rénd o identificare mal precisi a categoriilor de-
utilizatori pe baza inclinatiei de cumpdrare, iar in al doilea rind ajutd elaborarea comunicirii personalizate.
in etapa urmatoare fiecare dintre actiunile de comunicare {rebuje masurate n raport cu rezultatele lor de’
marketing, (ROI) Acest lucru permite ajustarea actiupitor si maximizarea investitiilor pe tot parcursul "
ciclutui de viagi af consumatorului. Acest proces se numegte procesul marketinguhui relational. SRR

-
5 Frederick Newell, Loyalty.com—Customer Relationship Momagement
York: McGraw-Hill, 2004).

6 Custorner Obsession, How to Aquire,
de Azevedo, Ricardo Pomeranz, pg. 21-52,

7 Relationship Marketing Strategy, By Patricia Sorce, Ph.D., A Research Mo
RIT, September 2002, No. PICRM-2002-04, pg. 13.

in the New Era of Internet Marketing (New
Retain and Grow Customers in the New Age of Relationship Ma:kgﬁng; ‘Abger
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Filozofla marketingului relational trebuie convertit in relaii tangibile. Aceste relafii trebuie s3 facg )
parte din planul de business si marketing a companiilor. Aceste relatii pot fi impirtite in patru categorii:-

refatiile clasice de marketing, nano relatii, relatiile speciale de piati, mega refagii. Fiecare dintre relatiile _'

enumerate mai sus include mai malte relatii concrete, ele aleituind cele 30R ale marketingului relafional.
Conform tui Gumesson pentru a stabili o relatie striinsd cu consumatorul trebuie obtinuti loialitates
acestuia fatd de brand. Aceasti loialitate poate fi realizath in patru etape: congtientizare, consideratie,
transformare, dupd achizitionare. Obiectivul unui program de loialitate este de a prefungi relatia dintre
companie i consumatori pentru cit mai muit timp posibil. Obiectivul marketingutui relational este de a muty
consumatotul la cel mai fnaintat stagiu al relagiei. Pentru a atinge acest obiectiv, marketerii folosoese maj
multe strategii, dinire care cele mai utilizate sunt programul PRM 5i member-get-member. :
Rolul credrii valorii in afaceri a crescut dupd ce a aprut ideea cd succesul managementului relatiilor
cu clienfii (CRM) este bazat mai mult pe schimbul de valori dintre companie §i clienfii acestuia, decat pe.
schimbul de bani, bunuri si servicii. Valorile findamentale ale marketingului relational sunt;
s Marketing managementul ar trebui extins intr-o conducere a companiei orienial
*  Colaborare pe termen lung si ,, win-win”
«  Toate pdrfile implicate ar irebui sd fie active §i sd-gi asume responsabilitdfi
*  Valori relafionale si de servicii in loc de valori Juridice birocratice
Managerii i cercetiitorii sunt de acord ci valorile joacd un rol cheie in construirea si sustinerea
relatiilor vitale cu clientii.

Dupa citirea mai multor carii, reviste, opinii despre marketingul relational putem si ne gindim, care
va fi viitorul marketingutuj direct gi al celui relational. Marketerii sunt convingi cd marketingul direct se va .
dezvolta in anii urmatori, dar ce se infAmpla cu marketingul relational? Citind atit opiniile pozitive ¢4t 5i pe

cele negative despre aceastd problema noi suntem convingi ¢4 viitorul marketingului direct este marketingul
relational.
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ABSTRACT: The paper work presents the importance of relationship marketing within the process of
forming and developing the customer segments that are focused on the brand, Although mass marketing
during the main stage of promotion will always serve for brand awareness, the relationship marketing is
the one 1o establish and increase the loyalty after a purchase. By this means, one may reduce costs and
increase incomes, Relationship marketing generaling intangible benefils.

INTRODUCERE
Affracting new customers still represents the target of all business operafors. On the long run, they

are the ones who make companies profitable. However, they have realized that it is not enough to sell a
product or a service. Brand loyalty and brand value must be revisited. This parficular change in the
companies’ vision was determined by the principle that keeping old customers is cheaper than attracting new
ones. A satisfied customer will keep on buying new products if he/she is pleased after the first purchase.
Therefore, the companies’ main objective regarding the creation of new strategies shall be getting familiar
with the segments that show interest owards the brand and formulating relevant, personalized messages for
them. Although mass marketing during the main stage of promotion will always serve for brand awareness,
the refationship marketing is the one to cstablish and increase the loyalty after a purchase. By this means, one
may reduce costs and increase incomes.! David Packard stated that marketing is too important to be left in
the hands of the marketing department; the ahove-mentioned marketing method supports his opinior®.

Relationship marketing generates intangible benefits. The importance given to customer services
encourages establishing a contact with the customers and their invoivement. Companies Jearn a great deal
about cust}omers and the acquired information may be used in the future for a better approach of marketing
strategies.

THE STAGES OF THE BRAND-CUSTOMER RELATIONSHIP

According to Gumesson, in order to establish a close relationship with the customer, one must win
his/her loyalty towards the brand. This kind of loyalty may be accomplished over the following stages:
1. Awareness

It refers to the customer’s awareness of the brand. The ajm is to create a positive perception, a
feeling of trust in the brand’s quality, in order fo facilitate future communication. This is the stage when the
first interaction txkes place. In order to make an acquisition, the company mwst first make an investment in
the relationship. A personalized communication, detailed information about the brand and product are

1 Harward Business Review, Preventing the Premalure Death of Relationship Marketing, Susan Fourner, Susan

Dohscha, and David Glen Mick, pg. 134
2 Handbook of CRM: Achieving Excellence in Customer Management, Butterworth-Heinemann is an imprint of Else

vier, 2005, pg. 10
3 Handhook of CRM: Achieving Excellence in Customer Management, Butterworth-Heinemann is an imprint of Else

vier, 2005, pg 10-15.
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Figure 1: The stages of brand relationship
bsession: How to Acquire, Retain, and Grow Customers in the New Age of Relationship

(Source: A. de Azevedo and R Pomeranz. Customer O
Marketing, USA, 2008, p.30)

PROSPECTING RELATIONSHIP MARKETING - PRM
Marketing involves expenses. In order to have the

The market encompasses several niche segments.
most effective outcome, marketers must be sure that the sent messages are fit for the envisaged segment.
havioral data. The relevant attributes are studied with the help

This strategy is based on demographical and be
methods of communication based on multiple

of descriptive analyses so that marketers can develop direct
has been created, the company can implement a range of brand

factors. Once a list of perspectives
commumications, through different channels, for the potential customers. A variety of channels will ensure
that the individuals will benefit from the most convenient, available method to build up a relationship.

PRM focuses on the differential processes specific for each of the first three stages: awareness,
consideration and conversion. During the first stage, the company’s efforts are dedicated to brand awareness
and respanse promotion. Direct emailing, telemarketing, emails that inciude direct links o the company’s
web page and other tecbniques of dircet marketing direct can prove to be very useful. The objective of the
relationship marketing during this first stage is to direct the customer towards different contact points.

During the following stage, information musi be much more direct. People want much more information.
The websites are quite appropriate for this stage. The multimedia channels are inferactive and can show the
opinions of the satisfied customers and details regarding products and services. Phone services, the
company’s sale points and the sales persons represent other useful channels that can provide a personalized

approach of the customer.

During the third stage, the relationship must become even more personalized and the information
even mote customer-focused. By personalizing the websites, the user is allowed to receive the pages he/she
i interested in, without having to surf the Internet for them once again. The call center employees will
recognize the caller, by using the call history, and will easily get to the more relevant issues. This should also
be happening at the sales points or whenever the customer is in a direct contact with the sales persons. ..
It is important to observe the cusiomers and Tote their bebavior in a database, during each stage. These: -

pieces of information will be used for developing more refined future strategies. PR
With PRM, the detailed communication planning must be jmplemented first, by specifying the: -

actions that need to be carried out, the chosen chammels and the favorable moment. The resulis neéd_'_tk__)_b_e'

monitored and analyzed; any kind of difference will result in the modification of the plan. SR
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Brand Perception

Positive brand perception | ors satisfaction. The relationship

s closely connccted to the custom

marketing is based on the principle that the positive brand percepiion can be accomplished through
systematic communication with the customer base, which, on its turm, influences the final resuit. Such
consolidation actions can include birthday cards, holiday cards, and newsletters on the new available

products, invitations fo various events, training sessions and workshops.

Creating Communities

These communities a1g created by companies, in order to consolidate the relationship among

different segments, such as forums, online events, chats with professionals or drawing up email lists that can
be shared among members. The interaction among fhe involved parties enables the company to abandon any
type of doubt regarding the offercd products or services. Once the customer is seriously involved, the flow of
ideas can be accelerated, as in the case of P&G, which came up with a solution that allows customers 1o give

opinions or ideas for new produets.
o

Cross-Selling and Upgrades
Cross-selling is the process of selling products or serv

nevertheless linked to the prior sale.

Upgrading is the sale of the new version of an alr
with a purchased brand after a pew acquisition will always think first of that particular company. Therefore,
one may use direct marketing instruments, email marketing, direct emailing or telematketing in order to
provide the most relevant solutions in the proper moment. The loyalty indicators improve when the cusfomer
spends more money on a product range from the same brand. According to Newell, banks keep those persons
with whom they developed multiple relationships, three or four times longer than with those with whom they

and the loyal customer

established a single relationship’. Cross-selling and upgrading increase garnings, sales

base.

ices from different categories that are

eady purchased product. The satisfied customers

Retention and Recovery
The main purpose of these programs is the sy
in order to prevent the customers’ movement towards the competition or o ensure their rec

maximization of the tife duration of customers is ihe main objective of the relatiopship marketing.
Fournie developed a CRM model, starting he social and marital

from the customer’s perspective and t
relationships. She presented six factors fhat define the relationship that customers can have with the brand:
intimacy, commitment, partnership,

attachment, interdependence and love. She states that strategists should
reform their opinions on relationships, moving from

an income generating and cost reducing vision to
finding a way of making customers give a meaning to the brand.

stematic identification of the reasons of insatisfaction,
overy. The

CONCLUSIONS

Nowadays it is important for the companies o
1o choose the best direct marketing technigque for their atiraction. The obt
registered into a database called Consumer Information Center (CIC). This information will provide a'miore:;
precise identification of the user categories, based on their buying tendencies and wiil help develop a more:
personalized communication. During the following stage, each communicating action must be: _e‘ialuated
against the martketing resnlts. (ROT) This will allow the adjustmeni of actions and the maxiniizatio
investments throughont the customer’s life cycle. This process is catled relationship marketing. ©

e
5 Frederick Newell, Lovalty. com—Cusiomer Relationship Managemen
York: MeGraw-Hill, 2005).
& Customer Obsession, How to Aquire, Retain and Grow Customers in the
de Azevedo, Ricardo Pomeranz, pg. 21.52.

7 Relationship Marketing Strategy, By Patricia Sorce,
RIT, September 2002, No. PICRM-2002-04, pg. 13.

t in the New Era of Internet Market
New Age of Relatiopship Mar

Ph.D., A Research Monograph of the Printing L

anaiyze the customers® behavior and attitude in"or'd'e_:r_:. S
ained information must be. -




The philosophy of the relationship marketing must be converted into tangible relationships. .These- B

connections must become a part of the business and marketing plan of any company. These relationships can-
be divided into four categories: classical marketing relationships, nano relationships, special market
relationships, and mega relationships. Each of the above-mentioned includes several concrete retationships,
which form together the 30R of the relationship marketing,

According to Gumesson, in order to establish a close relationship with the customer, one must obtain - |

his/her loyalty towards the brand. This loyalty may be won over four stages: awareness, consideration,
conversion and post sale. The objective of a loyalty program is to prolong the relationship between the-

company and the customers for as long as possible. The objective of the relationship marketing is to uplift :

the customer fo the highest stage of the relationship. For this purpose, marketers use several differems
strategies, among which the most common are the PRM and the “member-get-member” technigues. o

customer relationship management (CRM) is based rather on the exchange of values between the company |

The importance of value in business increased after the emergence of the idea that the success of the

and its customers than on the exchange of money, goods and services. The core values of the relationship
marketing are the following: -

Muarketing should be extended towards an oriented management of the company

Long-term collaboration and “win-win"

All involved parties should be active and assume responsibilifies

Relational and service-related values instead of bureaucratic and juridical values

Managers and researchers agree that values play a key role in the creation and support of the vital

relationship with customers.

After having read several books, reviews and opinions on the relationship marketing, one may

wonder what js the future of both the direct and the relationship marketing. Marketers are convinced that the
direct marketing will further develop dver the next years, but what is going to happen with the relationship
marketing? After having considered both positive and negative opinions on this matter, we strongly believe
that the fitture of the direct marketing is, in fact, the relationship marketing,
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ASPECTE JURIDICE iN INFORMATICA

SIDONIA OTILIA CERNEA
Usriversitatea “Bogdan Vodi”, Facultatea de Stiinte Economice, Cluj-Napoca, Romania

Cuvinte cheie; juridic, informaticd, contract, criminalitote, infractivne

REZUMAT: Noile tehnologii sunt folosite cu succes atdl in stujba legii, cdt §i pentru comilerea de
infractiuni, chiar §i a celor iradifionale. Astfel, dezveltarea tehnologiei duce la qparifia noilor forme de
criminalitate. Una dintre formele de criminalitate apdrule odald cu dezvoltarea socieldfii mformajionale,
o reprezintd infractivnile sdvdrsite cu calculatorul. Modurile de operare folosite de infractori, precum §i
echipamentul tehnic pe care acegtia I au lo dispozitie, sunt intr-o continud schimbare i perfectionare,
Jfupt ce ingreuncazd considerabil instrumeniarea dosarelor, in lipsa adoptdrii gi dezvoltdrii unor metode
noi de investigare.

INTRODUCERE
Cu ioate ci politica criminald a beneficiat de un ajutor deosebit datorat dezvoltdrii tehnologiei,

accasta din urmi a atras dupa sing probleme ciirora politica criminald trebuie si le faci fatd.

Noile tehnologii sunt folosite cu succes atit in slujba legii, cit §i pentru comiterea de infractiuni,
chiar si a celor tradifionale {de exemplu, utilizarea aparatelor de captare a mesajelor politiei, de citre
spirgitori). Astfel, dezvoltarea tehnologiei duce la aparitia noilor forme de criminalitate.

Pentri a face fati noilor provociri datorate evolufie tehnologice si wtilizirli acesteia in sfera

criminalitagii, n cadrul organelor abilitate au fost create servicii specializate In combaterea criminalitagii
informatice. :
Una dintre formele de criminalitate apdrute odati cu dezvoltarea societitii informationale, o
reprezinti infractiunile sivarsite cu calculatorul. Departamentul Justitiei din SUA a definit metodele utilizate
in activitatea infractionald bazati pe calculatoare, pomind de la modificirile operate dupd intrarea in
calculator §i terminind cu Inscrierca de instruciiuni cu auto-camuflare fn software si interceptarea
calculatoarelor.

1. Contractele informatice

fn context juridic, majoritatea contractelor care intervin n informaticd sunt vAnzir (cele mai
importante), locatii de bunuri sau de servicii sau contracie de leasing.
Din punct de vedere juridic, contractele informatice pot fi:
« coniracte de comert exterior §i de colaborare internationald;
o contracte jncheiate intre firme si institutii sau persoane fizice.

Clasificarea coniractelor se poate realiza dupd obiecful acestora. Astfel, principalele contracte sunt:
s confracte de echipament,
» contracte de programe-produs;
* contracte de dezvoltare;
s contracte OEM (Original Equipment Manufacturer);
e contracte de service (intretinere);
s contracte de acces la baze de date;
s contracte de fumizare de servicii Internet;
« contracte de fratare informatica.
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Vanzare [ st intd di At
a unui sistem de calen] prezintd dificultati contractuale particulare, mult peste ceea ce s .

asteaptd In ¢ iZarii i E
cimgﬁn;e desa;:l ai;?;tz;:l‘ alt?r (:Chlpameﬂte complexe. Din acest motiv, un avocat frebuic si deting
mmplicate, precum si o bund cunoagtere a comy i si
- a s - - one

pentru a Vpi:ltea sfitui potentialii clientl (fie ei vinzitori sau cumpiratori) ponentelor unui sisisn de caleul,

dnzarea de programe Informatice (s implica ,

' oftware) implicA dreptul de propri i ;

) g ] ! ietal it

creatornlui respectivului program informatic (acest drept nu este vandut fiecarui cﬁjieri‘) ¢ puielecnuald al

In continuare prezentim d i di
) : oar doud dintre contractele i i i :
echipament si contractul de produs-program. ¢ informatice, st anume: contractul de

1.1, Contractul de echipament

Aceste i importante di
complons Con(i;);t;;zte ;:n‘; cg_le mai 1tmp0 te din punct de vedere financiar, cu toate ci nu sunt cele mai
lexe. : chipament sunt contractele prin care vAnzi a Ard
proprietalea bunurilor, contra unei sume (pret). P re vinadforal fransferd cumpirdtonold

Contractele de echipament trebuie sd faci referire la:
* specificajii — mentioneazi configuratia sistemului;
s performantele asteptate;
o elemente de compatibilitate — ¢u alt

; € componente sau ¢ ioare;
Nt p omponente ulterioare;
o fiabilitatea sistemelor — stabiliti prin modalititi suficient de precise.

Di:lpa instalarea sistemului sunt vizate probleme precum:
* asigurarea aproviziondrii de cétre furnizor cu anumite companente;
* consilierea permanenti sau partiald; ,
= intrefinerea (se poate incheia un contract de intrefinere);
e garantia oferiti. ,

Nu in ultimul rind, trebuie speci
. s ificat clar s r e s .
alterioare. p preful, pentru a evita situatiile in care pot apdrea contestaii

1.2. Contractul de produse-program (software}

in tara noastrd, sectorul co ializdrii
o mercializirii pro i insd
dinamics produsefor soft este unul relativ nou, ins cu o pronuntati
Riscurile caracteristice acestuj i i
i sector si impotriva cdrora trebuie hat i i
urile € masuri col :
s erorile din etapa de dezvoltare a programelor; evensionale,sunt
e distribuirea publica a programelor;
» adaptarea produsului-program la necesititile firmei.

Conir. - ie s4 ra i i
. niractele de produs-program trebuie sa taspundi la o serie de potentiale fntrebiri, precom:
care este planul de egalonare a ratelor? {daci este nevoie); ’ -
- . A
. E:arc este perioada de concesionare a exploatirii programului?;
- i ~ - B e - - . -’
n cazu} incetdrii activititii fumizoruhy, proprietatea definitiva va i trecuta clientului?

Contrac - ie s i i
et at;le dte plrodus program frebuie si confind detaliat fimcpionalilatea programului, cu toate
caracienstclle. azzcrtl . m[:rortant este a se specifica dacd clientul va beneficia si de programul, sursd. O
acteris stor contracte este clauza prin care se ificd .
st acesior conuacte ¢ P specificd caracterul temporar sau permanent al
Pe lang3 aceste clauze speci i
pecifice acestor cantracte, mai existd akel i
\ 3 e ¢cu caracter mai
cele referitoare la performante, dreptul de modificare, non-divulgare, ete. eneral, precum
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2. Protectia juridici a programelor pe caleulator

anumiti particularitate, §i anume, faptul ¢i nu reprezintd
aliceva decat informagie. Datorita celorlalte particularitati, majoritatea reglementiirilor din dreptul comertulut
devin inoperante, Prin vinzarea produselor program, se vinde de fapt dreptud de folosinid, adica licenia.
Pentru a evita si a lupta Impoiriva “piraterici” de programe, existi doud aborddari: :
s abordarea logico-tehnic;
» abordarea juridici.

Produsele soft reprezintd o marfd, cu ¢

ok este adesea ineficientd, intrucat existd foarte multi hacker-i care pot

Protectia prin cod sau hard-lo
ia hard-lock leagd practic programul de elemente fixe, fie ele hard sau

trece de aceste protectii cod, iar protect

soft.
O problemd care apare in cazul programelor pe calculator, este coa a plagiatului. In cazul plagiatulu,

apar o serie de Intrebdri, precun

o ce aste secret si ce nu este secret Intr-un program?

s cine este autorul programului?

« cine detine drepturile de autor?

o cine are dreptul de a modifica un program?

O alta problemd este cea a interoperabilitdfii, adicd a capacititii de a schimba date cu alte programe.

Pentru aceasta este necesar ca utilizatorul si cunoascd anumite formate de figiere sau structuri de date
folosite. Acest lueru este posibil prin “decompilare” (reverse engeneering)- in acest context, legislatiile
diverselor tari diferd, pornind de la netratarea acestel probleme si termindnd cu autorizarea utilizatorului s&
recurga fa decopilarea programului e conditia de a nu incilca alte legi. Insa aceastd ultimd restrictie, ridicd o
noui Tnitrebare: cine stabilegte daci procesul decompitirii a fost sau mi legal?

3. Brevetabilitatea programelor pe calculator

program o reprezinta brevelabilitatea. Aceastd opliune

Una dinge metodele de protectie a produselor-
protejeazd inventatorul fmpotriva imitatorilor,

prezinii avantaje in sfera securititii §i a organizirii si
permifindu-i rentabilizarea cheltuielilor de cercetare.
Brevetabilitatea se bazeazi pe principiul excluderii ideilor, prin ¢
brevetare a unot simple Idel, intrucit:
o ideile reprezintd doar premisele pentra realizarea inventilor;
e inventia trebuie si fie concretizatd prinir-un efement material, ap
posibil identificarea si inregistrarea sa.

are i este posibila protejarea prin
arat san proceden pentru a face

Programele de calculator par sa nu respecte cele doud conditii, din moment ce algoritmii care stai la
baza lor apartin ideilor i materialitatea lot cousti in valoarea unui suport de informagie si nu In
functiopalitatea lor, Astfel, In Franfa (legea din 2 ianuarie 1968) a fost refuzati brevetabilitatea programelar,
$n virtutea principiutui excluderii ideilor. fn America, in baza legii din 13 iulie 1978, brevetarea programelor
este posibila cu conditia ca ele sa se afle pe un suport material.

in practica existd trei categorii de programe:

« programe de aplicafii — sunt realizate in limbaj simbolic (C, PASCAL, BASIC, etc.) si se considerd

o4 nu existd o legaturd de nedespartit intre cle si calculator;

o programe de exploatare (sistemele de operare) — W cazul acestor programe, brevetabilitatea &
posibild numai daci sistemul de operare este specific unui anumit calculator;

o programe fundamentale {firmware) — sunt cele care permit functionalitatea calculatorului, prin
intermediul micro-programelor §i a micro-instructiunitor procesorului. intrucdt calculatorul nu ar
putea exista férd acestea, caracterul de materialitate al acestora (mai ales dacd suni tnregistrate n
memoria ROM) devine discutabil in practicd, jar in acest context, brevetabilitatea m manifesta foarte

muif interes.
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In Roménia, legea brevetelor de invenfie, intratd in vigoare la 21

brevetabilitatea programelor de calculator i sine. lanuarie 1992, exclude

4. Dreptul de autor

Aviand 1 ] n si i
refecie 12 e bIlIL t:‘;i:rg ci prog‘ramclor fn sine li se refuza brevetabilitatea, intrebarea care se naste £
Drepiul o ool reprez;; ;ro;:cp;l la(c;perc:lor literare si artistice, adicd a drepturilor de autor (co;fj :i ;:)E
€p! ep efinut de un auto i i e
attinioe, et e & poroed deten b r sau editor) de exploatare a unei opere literare,
Protectia produselor iferi
-program este diferitd de cea a drepturilor d i i)
) ; - € au .
* bfevetul protejeazi natura nsagi a unui procedeu; i o Tt

dieptu (lﬁ autor vizeazd pl()tf_‘ area el form e stind or gmal alea unui autor (:I ar (laﬂa el
] u ate. s
exploatem ]del dl]l dOIHEnluI publl(:.

Asifel, originali i iti 1 puti
comidor ar, o g;?iﬁitji if::r:ée:n fiste ° conditie mai putin restrictivd decit noutatea. Pornind de la acest
L, Asurd un igi ‘

oot cat program este sau nu original. Problema poate fi abordati insa
dou programe lansate i |

rogr: pe aceeasi problemd nu pot fi identic ifert prin i iem, vi
exedcutle, dimensiunea codului sursd, etc.), pe delz) parte; ® (vor dlfert prin nstruciun, vitezs de
pe de altd parte, programarea in sine 1 int ]

altz eprezinti o asamblare de in funi i
nu derivé caracterul de originalitate a programatorului. P, bucle fesi, eic. din eare

La ora actuali, exi & . )
in practics, i’o‘:ecls-té numeroase programe cdrora le este recunoscutd originalitatea
modificare adusi rc}J) rampla o se nrefera lla ideea confinutd in program, ci la forma acestuia. Astfel, ori
monopotul autorulrl):‘ 2 fU 511, oricit de micd, permite sciparea de acuzatie de contrafacere i)e o
1 se referd doar la reproducere, utilizarea fiind astfel liberi ' asemenca,

5. Licente software

Program j & i
pivind dfcgtru 1 ;éeaﬁorcaiﬁ;lllatg;o:;g‘; prc{)itejatel atdt de legi nafionale, precum si de tratate internationale
d dre 1 8 ca drepfului de autor, titufarului i a i i
exclusive, incluzind d_reptu[ de reproducere sau copiere a soft-ului 1 e garaniensi o serie de dreprui
Se Poate vorbi despre ¢ copie a soft-ului atunci cand:
e se incarcd soft-ul in memoria tem
disc;
® se copiazd soft-ul pe hard-disk-ul cal culatorulﬁi'
* seruleazd programul de pe server-ul unei refele unde este stocat sofi-ul

porard a calculatorutui prin executarea sau rularea programului pe

Copierea sofi-ului firi isi i
C permisiunca detinatorului se numeste “ i infri
: f - - oo s
dreptulug d;[ aut'ﬁl)r) si legea i sanctioneazi pe cei care recurg la asemi:nea rcr’fzgiigeht ingement” (inclcarca
oft-urile comercial f i ;
clire cien], et CDL g;; (ﬂeﬁ&u iu:ai;:;laﬂt::re[ .sunt in mare parte h_cen;iate, peniru a putea fi folosite de
Gt og 1] i ny a-user license agreement. Licentele confin o sectiu i
gesmc of Lics ns\::) care precizeazi modul in care poate fi utilizat soft-ul, Sunt inclutse d e e mucmﬂrfm
(i irlvmd inchiricrea soft-ului, utilizarea a dous copi, etc 6 semenes, anumite
caznl in care soft-ul nu contine o licentd ilizare,

o . C icent# de utilizar istd ibili i i

copic ilegath eoft pooren S I¥:1 €, existd posibilitatea ca acesta si reprezinte o
Fiecare licentad garanteaza d ‘ i
- reptul de a folesi o copie a prod i
_re . e A uSu

Adifional, sunt stabilite conditiile in care soft-ul poate fi u}zilizatpconcure:lltllt1 s cotetatorul personal

server 31 este accesatd de doud sau mai multe caleulatoare) {atunci cdnd copia se afld pe
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6. Infractiuni sivarsite prin caleulator

n contextul delicveniei informatice s-a observat o schimbare, in sensul ¢, un calculatar nu mai este
privit ca un obiect, ¢i ¢a un instrument al delicventei.

Modurile de operare folosite de infractori, precum: si echipamentul iehnic pe care acestia il au la
dispozitie, sunt intr-o continud schimbare si perfectionare, fapt ce ingreuncazi considerabil instrumentarca
dosarelor, in lipsa adoptirii gi dezvoltarii unor metode noi de investigare. i
fn urma analizei statisticilor, se observd ci 80% din fraudele informatice sunt de naturd internd.
ntreprinderite care detin informaiii strategice pe calculatoare, taregistreazi asemenca fraude interne intrucét,
persoanele care au acces la aceste informatii descoperd lacuncle de securitate. n Anglia, In 1994, un studiu
realizat in 1000 de intreprinderi a relevat faptul ¢a 75% dintre fraude au fost comise intern §i 15% dintre
acestea au fost comise chiar de ciitre angajati.

Fraudele informatice sunt incurajate datorit
aparute din cauza fipsei solutiilor de securitate dar si

ecuatia client-server, intereonectarea retelelor de calculatoare, etc.).
Criminalitatea informatici are §i un caracter transirontalier. Astfel ci tarile industrializate si

organizaiile internationale au elaborat norme internationale in acest domeniu. Consiliv} Europei a adoptat
Recomandarea R(89)9 asupra crimipalitifii in relatia cu calculatorul si a publicat o fistd minimald si o lisid
Jucultegivi de infractiuni informatice.
Lista minimal# cuprinde:

s infractiunea de fraudd informatici;

« infractiunea de fals in informatica;

» infractiunea de prejudiciere a datetor sau programelor informatice;

« infractiunca de sabotaj informatic; infractiunea de acces neautorizat la un calculator;

» infractiunea de interceptare neautorizati;

e infractiunea de reproducere neautorizati a programelor protejate de lege;

» infractiunea de reproducere neautorizatd a unei topografii protejate. .

4 bregelor de securifate ale sistemelor informatice,
datorita eyolugiet tehnologice (informatica distribuita,

Lista facultativd cuprinde infractiuni ca:

infractiunca de alterare a datelor sau programelor peniru calculator;
infractiunea de spionaj informatic;

infracfiunea de utilizare neautorizatd a umui calculator;

infractiunea de utilizare neautorizati a unui program protejat prin lege.

te susceptibile de incriminare {precum: elaborarea si plantarea

Cele doud liste pot fi completate cu fap
ilegat, etc.), fapte destinate accesdrii unui sistem informatic,

de virusi informatici, traficut cu parole obtinute
tulbyrénd buna functionare a programelor.

rului, precum 5i implicatiile juridice ale utilizarii

Infractiunile savérsite prin intermediul calculato
derinta de a le acorda atentia cuveniti §i din lipsd

Internet-ului, var face subiectul unei discuii viitoare, din
de spatiu.

CONCLUZII
Cu toate ci dezvoltarea tehnologiilor §i efectele globaliz

criminald, acestea au atras dupi sine probleme clrora politica erimina
profejarea programelor pe calculator, stoparea infractiunilor savérgite prin in
totodats pedepsirea vinovatilor, implicatiile utilizarii libere a Internet-ului, ete.

Astfel, noile tehnologii suni folosite cu succes atat in slujba legii, cat §i
infrac{iuni, chiar si a celor traditionaie.

Modurile de operare folosite de infractori, precum si echipamentul tehnic pe care acestia i1 au la
dispozifie, sunt fntr-o continu schirmbare si perfectionare, fapt ce ingreuncaza considerabil instrumentarea
dosarelor, in lipsa adoptarii i dezvoltarii unor metode noi de investigare.

Arii an avut un aport deosebit in politica
14 trebuic sa le facd fatd, precum:
termediul calculatorului si,

peniru corniterea de
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Fraudele informatice sunt incuraiate datoritdi breselor de securitate ale sistemelor informatice,
aprute din cauza lipsei solutiilor de securitate dar si datoriti evolutiei tehnologice (informatica distribuita, |
ecuatia clicnt-server, interconectarca retelelor de calculatoare, etc.). De aici, implicit, rezultd nevoia

stringentd de a rezolva aceste brege de securitate, cu toate cii aceastd problemi nu va stopa infractiunile L

svérsite prin intermediul caleulatorului, dar cu siguranta va reduce numdrul acestora.
Informatica juridica si dreptul informatic reprezintd un domeniu din ce in ce mai actual din punct de

vedere al interesului manifestat de specialisti care mpreuni cu specialisti din domeniul 1T, conlucreazi fn . 3

vederea reducerii infractionalitdtii si criminalitafii in informatica.
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. JUDICIAL ISSUES IN COMPUTER SCIENCE
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ABSTRACT: The new technologies are successfully used both in the service of law and
commilting crimes, even the traditional ones. Thus, the fechnology development leads to new
Jforms of criminality. One of the forms of criminality occurring with the development of
information society is the computer crimes. The modes of operation used by criminals, and
technical equipment available to them are constanily changing and improving, which greatly
hampers the investigation of cases, in the lack of adoption and development of new methods of
investigation.

INTRODUCTION

Although the criminal policy received particular help due to technology development, the fatier
entailed problems that the criminal policy has to face them.

The new technologies are successfully used both in the service of law and committing crimes, sven
she traditional ones {e.g., using police equipment to capture messages, by robbers). Thus, fechnology
development feads to new forms of criminality.

In order to meet the new challenges of technological change and its use in the field of crime, some
specialized services were created to combat cybercrime within the cornpetent bedies.

One of the forms of crime occurring with the development of information society is the computer
crimes. U.S. Justice Department has defined the methods used in criminal activity based on computers,
starting from the changes made after enrollment in computer and ending with the writing of the seif-blinding
instructions within the software and computer intercepting.

1. Computer contracts

In the legal context, most contracts invoived in computer science, are sales {the most important),
location of goods or services or leasing confracts. '
In terms of legal, the computer contracts include:
« confracts in foreign trade and international cooperation;
s coniracts between firms and institutions or individuals.

Classification of contracts can be achieved by their subject. Thus, the main contracts are:
* equipment contracts;
product-programs contracts;
development contracts;
OEM contracts (Original Equipment Manufacturer);
service contracts {(maintenance);
databases access confracts;
Internet services providing contracts;
computer processing contracts.

* " 00
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i 2 oinp ¥ j8) P tieS, i!ey()nd what 18 GXPCCtEd 193
Sellin, a coinputer systemt resents some specific cont actual dliflCui i
:
qUIpmeIltS. F or ﬂlls reasomn, a laW yer must have ICUO Wledge about the 185ues

?he providing of other complex e
involved and a good knowledge of the com
custome;s (whether they are sellers or buyers)
elling programs (software) involv el
ing prog es sebling
software (this right is not sold to each client). *

Further W pl'esent Oﬂly two € CO 111
3 Ofth P
Tputer COnh’aCTS, D.a.[ﬂel

the right of intellectual property of the creator of that

y the equipment contract and product-

1.1. Equipment confract

S p Y st
an
Ihe e contracts are the most important in flﬂ Clal ter ms, alth()ugh the are not thc 10! compiex_

Py the seller transfers the ownership property to the buyer, for a fee -

Equipment contracts should refer to:
specifications - specify system configuration;
* expected performances; ’
elements of compatibility - with
- ) furth
. ther components or er Components;
« systems reliability - set by sufficiently precise ways.

Aﬁer.installing the systern, there are issues suck: as:
* securing the providing of certain eomponents;
* ongoing or in part counseling; ’

maintenance (it can be signed a maintenance cortract);
= offered warranty. ’

Finally,

the price should b i id situations i
may arics . e clearly specified to avoid situations in which some subsequent appeais

1.2. Product-program (software) contract

In our country, the marketin
. .. s g of sofiware is relati :
charact f . | atively new, but with ;
eristic r‘lsks of this sector and against which should be managed conventional & sirong dynamic. The
# errors in the software development stage; 1onal measures, are:

¢ public distribution of the programs;
¢ product-program adaptation to the business needs.

Product-program contracts mus i
! t answer a series of potenti i
* what’s the rates instaflment plan? (if needed); ’ el questions, such as

?vhich is the period of the exploitation program concession?:
in case of closure supplier, will the final property be passed ito the client?

Product-program contracts should i i
. du : uld include the detailed fimcrionali i
eatures. It is important to specify whether the clicnt will beneﬁtj;rom ’[hs;I ;ﬁ;;tmhzgigfzam i all related

A fEatule Of these contracts s the Clause Spec]{yl thﬁ te]]lpﬂlaly or pelm nt cha [4) (<]
ng anc Cl acter of th

. I it T E5E § i 2
. n addition to these pemﬁc clauses of these contrac there are other more geng 2l, su h as tho
relatmg 1o per formance, the r lght fo change, non-disciosure C:Ef; ' " e *
N .
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ponents of a computer system, in order fo counsel potential .

2. Legal protection of computer programs

Software products are a commuodity, with a particular feature, namely, that they are no more than
information. Due 1o other features, most settlements of trade law come defeated. By selling software, we sell
the right to use, meaning the license.

In order to prevent and fight against software “piracy”, there are two approaches:

« logical-technical approach;
» Tlegal approach.

The code protection or hard-lock protection is often incffective because there are many hackers who
can bypass those code protections, and hard-lock protection links the program to some fixed elements, efther
hard or soft.

A problem arises in case of compuier programs, which is plagiarism. In case of plagiarism, there are
a series of questions such as:

s what is and what is not confidential within the program?
& who is the author of the program?

» who owns the copyright?

 who has the right to modify a program?

Another problem is that of the interoperability, meaning the ability to exchange data with other
programs. This requires the user to know some specific file formats or data structures used. This is possible
by “decompiling” (reverse engineering). In this context, the laws of various countries differ, starting from
untreated problem and ending with the user's .authority to decomnpile the program without violating other
laws. But this last restriction raises a new question: who determines whether or not the decompiling process

was legal?

3. Computer programs patentability

One method of computer programs protection is the patentability. This approach has advantages in
the sphere of security and organization and protects the inventor from imitators, allowing recoup research

costs.
Patentability is based on ideas exclusion principle, which says that the simple ideas cannot be

protected by patentability, because:
o ideas are only prerequisites for achieving the invention;
» the invention must be embodied in & material element, device or process to enable its identification

and recording.

It doesi’t seem the computer programs to meet the two conditions, since the underlying algorithms
belong to ideas and its materiality resides in the value of an information support and not in their
functionality. Thus, in France (law of January 2. 1968) the patentability of software was denied, by virtue of
the ideas exclusion principle. In America, based on the law of July 13, 1978, the programs patentability is
possible only if they are on 2 physical material.

In practice, there are three categories of programs:

» application programs - are made in symbolic ianguage (C, PASCAL, BASIC, etc.) and sees no
inseparable connection between them and computer;

« operaiing software (operating systems) - for these programs, patentability is possible only if the
operating system is specific to a computer; '

s basic software (firmware) - allows computer functionality through micro-programs and processor
micro-instructions. Since the computer could not exist without them, its materiality character
{especially if they are registered in the ROM memory) is questionable in practice and in this context,
patentability dees not show much interest. S
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In Romania, Pafent Law, which i
coftoate 1o » Which came into force on January 21, 1992, excludes the patentability of

4. Copyright

Since th i
of protection of lei tz?af;'a;nng ﬁr;issl‘:f; Iia.sre IIaiemf':d pa;entability, the question aroused refers to the possibﬂity
: eraty i , meaning of copyrights. ight i i
or ed1tor12 to exploit a literary, artistic work, etc., for a detggmiied pi;:zjéﬁghf s the right (owned by an author
roduct-programs protection is different from the copyright one ‘becaus :
s the patent protects the nature of a process; ’ i

= the copyright protecis a form certifyi iginali
i Rt fying the originality of an author, even if he exploits ideas from the

Thus ﬂ]e Ol’iginahty Oi the form 1. condi -() 1CHIVE “lal] Ovelly S artin .r()m th
., L 5a nditi T IeSS restricti i 2 1‘5
Consldelatloi[l, 1t Should be estabiished Whether a pr(}gram iS or iS not ()Il‘ i a.! ut .
: ginat. B the problem can be

* two programs launched on ﬂle same issue cannot be Identlcal they dif fE:I l)y mstruc 8, exe
) ( tion , €xecution

on the other hand, programming i i
] s 2 itself is an assembl i i
does not derive the originality character of the programymozrmsmmons’ loops, tests, ctc., from which

Ill;od?gé t1itherft:h are many programs, for which their originality is recognized.
changs o [:h ’ p::;-,g ra:u plﬁ;&:}::‘?; doe::1 ?ot;-lrlefer tc:h the tdea contained fn the program, but its form. Thus any
X small, allows the e it ) .
monepoly refers only to reproduction, so that the use issgzge of chacees of counterfeitng. Also, the author

5. Software licenses

Compute: i
puter programs are protected by national laws and international treaties regarding copyright. By

protecting the copyright, it is guaranteed i i i
oo ot ofsoﬁwium . ed a series of exclusive rights to the holder, including rights of

‘We can speak about a capy of the software whert:

The software is loaded in tem; nmin,
; porary memory by executin, i i
s The software is copied to the hard-disk drivlz; ¢ e O R fhe computer program on disk;

. . :
The program is running from a neiwork server where the software is stored

Copying software without th issi

' e permissi i = ] infri

ponalizes thoas S ware witho methodlsj on holder is called “copyright infringemens” and law
Commerci s i

st Iicemzr(‘:;ai ::rnputeE_soﬁware is m.ostly lic_ensed to be used by customers, through a contract called

ond wer license rta%; remz_rizt.' icenses cor'ltam a beginning section (Grant of License) specifying the w i
™ th.e ortal sd ctions are also included regarding renting sofiware, use of two childrei 1 v

are does not contai i it i i i Wy

coftware), ain a license to use, it is possible that it would be a spc:of (pirated
Each i guaran i

comdifio \I;;:]:; fuarn ﬂt:;i ;:}:t;rr:%};t I::egse one copy of software on your computer. Additionally, the

! cone i i ,
20 is aceessed by P or o pom s, urrently are established {when the copy is on the server
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6. Offenses committed by computers

In the context of computer crime, a change has been observed, meaning that a computer is not

viewed as an object, but as an instrument of crime.
Modes of operation used by criminals, and technical equipment available to them, are constantly
changing and improving, fact which greatly hampers the investigation of cases, in the lack of adoption and

development of new methods of investigation. )
After analyzing the statistics, we sce thaf 80% of computer frands are infernal. Enterprises with

strategic information on computers, record such internal frauds, because people who have access 10 this
information reveals the security loopholes. In England, in 1994, a survey of 1000 enterprises revealed that
5%, of frauds were internally committed and 15% of them were committed even by employees.

Computer frands are encouraged due to security breaches of systems, arising from the lack of
security solutions and technological developments (distributed computing, client-scrver equatiorn,

interconnection of computers networks, etc.).

Cybercrime has a worldwide nature.
have developed international rules in this area.
crime in relation to computer and published a minimal list and

Qo the industrialized cbuntries and international organizations
Council of Furope adopted Recommendation R (89)9 on
an optional list of computer offenses.

Minimal list includes:
s the offense of computer fraud;
« the offense of false in computer science;
s the offense of data or software damage;
s the offense of computer sabotage;
o fthe offense of unauthorized access to a computer;
» the offense of unauthorized interception;
e the offense of unauthorized reproduction of software protected by law;
« the offense of unauthorized reproduction of a protected topography.

Optional list includes offenses such:

e the offense of data or computer programs akteration;
« the offense of computer spy;
o the offense of unauthorized use of a computer;
e the offense of unauthorized use of a program protected by law.
The two Ysts can be filled with facts likely criminality (such as: design and planting viruses, traffic
with passwords illegally obtained, ete.), facts for accessing a computer system, disturbing the proper
functioning of the programs.

The offenses committed via computer an
further discussion, from the desire to give them the proper consi

d legal implications of Internet use, will be subject to
deration and due to space constraints. .

CONCLUSIONS

Although the development of technologi
contribution in criminal policy, they have triggere
protection of computer programs, stopping offenses committe
implications of the Internct free use, etc.

Thus, new technologies are success
the traditional ones. e B

Modes of operation used by criminals, and technical equipment available o
changing and improving, which greatly hampers the investigation 'of casés,:in’
development of new methods of investigation. T Aty cE

Computer frauds arc encouraged due to. sécurity -breaches of sy
security solutions and. technological: developments  (distrithited: ¢
interconnection of computers networks, etc.). From Lere, thiss, resultin;

es and the effects of globalization have had‘an"ix_h'p_oﬁaﬁt
d problems that criminal policy have to ‘deal with, such'as -
d via computer and also punish the guilty; the.

fully used hoth in the service of law and comrm .

. them, ar




holes, although this problem will not stop offenses committed via computer, but will certainly reduce their. -

number,
Judicial computer science and computer law is a more actual area with an increasing interest shown
by specialists, which with IT professionals, work together to reduce compurter crime.
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