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EMPLOYEES’ CAREER BETWEEN DIVERSITY AND SIMILARITY WITHIN A COMPANY

Valentina Mihaela GHINEA, Irina BENA
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Abstract: The changes in the labor market have led to the appearance of intelligent careers built by the companies for their employees. On the one hand, companies recognize that the human resource represents their core asset and primary source of competitive advantage. On the other hand, like a stereotype, under the excuse of loyalty and developing a career, employees offer long hours, assume responsibility and tolerate change and ambiguity, whereas employers offer an everlasting oscillation between similarity and diversity, and above all, having a job at all. 
In this context, some questions arise: “To look only for people fitting within or to afford to tailor the company according to a valuable employee’s “shape”? How can one create unanimity and a homogeneous human capital from a diverse workforce?" That is because most management systems allow only similarity even if managers declare they encourage diversity.
Key words: diversity, organization culture, labor market, risk, similarity
1. INTRODUCTION 

Our world is changing, everybody knows it. Our economical world is changing, too. Lately, we all have been discussing about a globalized world and about the collapse of time and space, meaning that geographical boundaries and distances are no longer as relevant or important as inhibitors of trade and communication. More commonly, the phrase the world is getting smaller is used to describe the tendency towards globalization (Heery and Noon, 2001). This globalization determines a small chaos helpful for some, not so advantageous for others. In such a time, when the labor market is changing, workforce demographics are changing too – most notably becoming more diverse as women, minority-group members and older workers are included in the working class. The main factors contributing to this shift are: the women emancipation, the improvement of life conditions, the evolution of information technology (the Internet in particular acts like an important catalyst in the globalization process) and the change in the nature of work, as even factory jobs or traditional manufacturing jobs are going high tech. As a result companies are starting to recognize that their core asset remain the people. 

Going global means increasingly doing business abroad. European market unification, the introduction of the Euro currency, and the rapid development of demand in Asia and other parts of the world, led even small firms to find that success depends on their ability to market and manage overseas (Dessler: 2004). Because companies nowadays can have access to each corner of the world, they have the necessity of a remarkable diversity of people, competencies and knowledge. That means that they look for highly qualified and educated employees. Dealing with global and diverse staffing pressures is quite complex. A certain organizational culture can help companies to deal with all these potential barriers. Should it be a strong or a weak one? And if it were a strong organizational culture, would it be a culture based most of all on stereotypes and also developing stereotyped careers or, by any chance, a culture meant to emphasize the power of diversity and various ways of developing careers, and creating a knowledge culture?

2. WORKFORCE DIVERSITY VS. ORGANIZATIONAL CULTURE

As mentioned before, globalization assumes heterogeneity of employees, meaning that anyone, regardless of race, color, disability, sex, religion, national origin or age, has equal chances for a job based on his/her qualification. The challenge for companies lies in dealing with this heterogeneity and ensuring the necessary competencies in the right business environment. Employers use various ways in order to increase their workforce diversity. Many companies start by adopting strong company policies advocating the benefits of a culturally, racially and sexually diverse workforce and believing that a multi-cultural employee population is essential to the company’s healthcare around the world (Dessler, 2004). But, this is only one side of the coin. At the same time, the multicultural dimension can be viewed like an inhibitor of communication and, more than that, like an accelerator of isolation and a decrease of social solidarity (Putnam, 2007). This means that every culture’s single set of beliefs, values and attitudes will be more obvious and stronger than that of the company’s environment. Further, in a multi-cultural, multi-lingual context, simple ideas are sometimes hard to communicate. On organizational level, what can help is a stronger organizational culture able to develop a general feeling of pride and belonging. 

The implementation of a rigorous organizational culture holds also the risk of standardizing certain values, beliefs and employees’ expected behaviors which, in time, can become stereotypes. This is not necessary a bad thing. Generally, our world is based on lots of typologies and continuous searches for standardization. We make sense of reality by categorizing it into theories, methods, feelings, values and skills that we can use in a way that tradition judges to be valid. The educational system itself, even if it is a positive thing, is the most powerful factor that leads to standardization and develops similarity, more than diversity. There is a general need for rules, because a rule represents the standard for correctness. In this way, rules are tied to the result of actions. But although they are helpful, rules are also limiting because they filter new knowledge. People do not forget easily. As a result, rules do not change easily, meaning that organizational cultures do not change easily, too (Gamble and Blackwell , 2001). As John Maynard Keynes once said: The greatest difficulty lies not in persuading people to accept new ideas, but in persuading them to abandon old ones. 

3. INFORMATION TECHNOLOGY AS A POSSIBLE COMPETITIVE ADVANTAGE

Another important change having relevant effects worldwide is definitely the development of information technology. As an obvious consequence of it, new ways of running business appeared (e-Business), new possible incomes, lower costs, faster communication etc. Accordingly, the whole business environment seems to accelerate the redesign of its processes in order to gain efficiency and efficacy within cyberspace. The final result has to be an extension of the human ability to compete within the global economy. Still, the ultimate goal of E-Business is not the improvement of the relationship with customer or the internal processes; it is the perfect integration between companies. It is believed that at the highest level of an e-Business’ development the internal processes of the company become automatic (less paper consumption, human aid or telephone use), almost everything being replaced by the intranet. The sustainers of this tendency are also trying to persuade about the improvement of the work and information’s flow (Ghinea, 2006). For instance, Hayes-Roth brings arguments in promoting the idea of the hyper-beings, which are distributed intelligent systems that attain dominance in their competitive arenas through information superiority (Bratianu, Jianu et al, 2007): Hyper-beings are (...) organizations of unprecedented scale, spanning nations and continents, coordinating, working around the clock, honing their ability to think efficiently and act precisely. These organizations collect information on a real-time basis, assess their plans and expectations and modify their models as required (Hayes-Roth, 2006, p.47). Obvious or not, this new technological way of running a business has already brought a lot of changes in the economy and life, in general.

In the old economy, people were able to have nice, discrete packages for what happened in their work, learning or social environment. People would tend to develop their career, much as the Japanese do even today, with one employer over their whole working life. Learning would take place in a classroom environment with a teacher who explained a topic he thought the employee should learn about. Social lives were mainly geographically bounded, as was consumption. People remained loyal to their local store and shopped for the brands that store offered. The new network economy blurs these edges. We all are now in a digital economy that moves fast. Knowledge is increasing at such a rate that no one can learn all there is to know about a particular area. People attune themselves to lifelong learning in an entrepreneurial sense, updating their skills continuously as and when they need to (Gamble and Blackwell, 2001). On the other hand, pushing the thought to the limit, the speed, access and globalization offered within this economy doesn’t give a special advantage to anyone – since everyone has access to it. The technology is just the tip of the iceberg and to some extent gives an illusion of progress that may not be real. After all, what is important about the technology is how it used, what it is used for, why is it used and by who is it used. Everything that remains as a possible competitive advantage is the human factor and its knowledge. One more time, it raises the need of an organizational culture able to manage all this diversity and also to create loyalty and develop careers even in a world of labeling everything (in order to find quickly and easier the way through the world), instead of asking questions, listening and creating new knowledge.

4. ORGANIZATIONAL CULTURE AND CREATIVE PEOPLE

As known, a company’s world consists of an established structure (that can be influenced by the information technology), the main categories of actors (professionals or experts, managers, support staff and leaders, which actually represent some typologies and can be affected by diversity), and the organizational culture that links it all together (it is like a thin and fragile balance between diversity and similarity). But although almost every company, small or big, seems to be aware of the changes brought by the globalization process (changes already emphasized), under the excuse of boosting loyalty and developing careers, it asks employees to offer long hours, assume responsibility, provide broader skills and tolerate change and ambiguity. In exchange the employees are offered high payment, reward for performance, lateral moves as a norm, and above all, the possibility of having a job at all. In order to deal with the differences between the variety of employees’ expectations and its own, some companies rely on the power of the organizational culture. A strong organizational culture is like a system of core values, traditions, symbols, rituals and informal rules that spells out how people are to behave most of the time. Some companies are marked by very strong cultures, so strong that you either buy into their norms or get out. There’s no halfway house for most people in such companies (Peters and Waterman, 1982, p.47).

In general, in order to avoid some loss of competence (when people leave and become competitors), a company will try to recruit and select from the very beginning its staff based not only on experience but also in accordance with the organizational culture. The complete integration of each employee within the company holds it together and gives it strength in relationship with the environment. This process of cultural integration assumes stereotypes too: standardized packages of information to collect, analyze and process, competence and behavioral requirements, knowledge level, etc). Further, the same thing that seems to keep the organization focused on the strategy can become a real danger for the creativity. It might be said that globalization emphasizes the diversity and diversity boosts the creativity but creativity also means a need for experts. These experts are not easygoing and uncontroversial types; they are strong personalities, characterized by independence of mind and artistic creativity. It is hardly their fault if they do not fit into organizational molds that were not made for them – perhaps the fault lies not in them but in the molds. In this case, it can be argued that it seems to be impossible to manage companies composed of insufferably egotistical, self-assured people who do not know the meaning of word "loyalty" (Sveiby, 1997).

5. CONCLUSIONS

Summing up, the world has to deal with great changes within the workforce demographics (due to some more or less obvious factors). It has also to assimilate the fast IT development. But, at the same time, it has to remember that everything on this world is the result of human creativity. The question raised here is that if it is so hard to fit a creative personality into an unavoidable and really necessary organizational culture, how can the balance between similarity and diversity be found? And how can one create unanimity and homogenous human capital from a diverse workforce? Which is the risk that can be faced when hiring a valuable employee but unfit to the organization’s culture? An answer could be the development of leadership skills of managers (people appointed by superiors to lead an organization toward a defined goal within a given frame of reference and specified resources. Their role is constrained within the parameters defined by a higher authority). In order to be able to run the organization in the most appropriate way, it is essential for managers to be leaders, and at the same time, or at least, to encourage the leadership development within the organization. Otherwise, the final result of bringing experts in the companies, or boosting diversity, will definitely be only some tensions between employees, high costs for keeping them within the organization and then high costs for losing employees. Good leaders recognize the importance of experts as a certain required doses of diversity and have the courage to invest in them. They provide experts with conditions in which they can be creative for the benefit of the entire company and yet do not let the organization become dependent on them. Good leaders look to the experts like being revenue creators: they focus more on the revenue that experts generate, not on the costs they cause. Not encouraging the leadership spirit can make the organization face the risk of losing highly competent employees and looking only for possible good employees able to satisfy the organization's requirements and necessities and, at the same time, able to fit within. (Gamble and Blackwell, 2001). Concluding, that means to recruit and train inexpert people to do their jobs better (in order to rely on a strategy focused on organizational culture) or even to try to compensate the loss of creativity by implementing IT software. Although it seems to be a good and simple solution available for each organization (using diversity in order to increase similarity), when it comes to customers it is hard to believe in their possible standardization. Following the stream emphasized before, it would be necessary for the organization to seek customers that their people can serve. On the other hand, having a flexible organization, willing to develop itself along with the development of each individual (boosting diversity even where there is only similarity), forces the managerial staff to view remuneration and careers paths developed like a way of accessing the employee’s time and potential. In this manner managers are able to enhance the company’s ability to increase the yield from all the knowledge employees possess. Thus, all that the company offers to its personnel becomes less important than the knowledge with which the employees contribute to its success, the revenues they generate and the customers they bring. Hence it makes sense to see an employee (an average one or, more important, an expert one), as a generator of revenue rather than as a cost. In this way, the organization looking for competitive advantage is using not only the power of the organizational culture or that of the information transfer, but also the power of a knowledge-focused strategy – designing and tailoring a fitted culture and recruiting qualified people who can serve customers.
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The Standardization of the Intern Audit
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Abstract: The internal audit developed in a company is a function and it works and it is based on professional standards accepted at international level. For this reason, internal auditors are complied to the same rules that they themselves impose and which have, though, a relative character, varying with the specific of the company and the national culture.

Key words: application standards or implementing standards, attribute standards and skill standards, deontological code of internal auditors, making standards or functional standards, subsidiary standards
1. THE COMPONENTS OF THE INTERN AUDIT
The intern audit works in different entities, meaning in cultural and juridical heterogeneous environments, having diverse measures, structures and objectives, as well as specialists which at their turn are formed in different schools, with different practices. All these particularities can influence, more or less, the intern audit practice in every environment. Taking into consideration these aspects, on an international plan there have appeared The professional standards of the intern audit practice which are recommended to the intern audits, indifferent of the environment where their activity is developed and on which base these must realize their own standards for applying the intern audit. The professional standards of the intern audits contain more components, connected logically in a totally unit, which guides their activities, recognized by the domain practices, and these are:
A  The deontological code of the intern audit;

B The attribute standards – 1000 series – named and The qualification standards.

C  Operational standards – 2000 series – named and The realization standards.
D Subsidiary standards, of practical application – AP 1000 series and AP 2000 Series – which are The implementation standards in the frame of the specific missions.

In practice, The international standards of the intern audit are permanently actualized for improving the domain practice and to minimize the possible conflicts of interests.

A. THE DEONTOLOGICAL CODE OF THE INTERN AUDIT

The deontological code represents a declaration over the values and principles which must guide the normal practice and activity of the intern audits. The deontological code is the only component in which there are enounced the principles and the application mode which the intern audit must respect, in order to not depart from the standard rules, in realizing the missions of the intern audit. The deontological code enounces four main principles, the following:
a)  integrity, constitutes the base of thrust accorded to the intern audits;

b)  objectivity, directly about independence;

c) confidentiality, absolute necessary but excepting the situations foreseen by the law;
d) competence, which implicates the permanent actualization of the theoretical and practical competency.

These rules of conduct wish to show the strict way of the professional way which must be followed by the intern audits. Of course, their application in practice is not easy, especially in the transaction period from one system to another, when the problems concerning morality suffer and there is priority for those concerning the constitution of the primary capital in an economy of competition market, where at the present Romania is also situated in. Still, the intern audits must not deviate from the four fundamental principles, in order to do not depart from the objective of the intern audit function seen in the standards.

a) Integrity – implicates validity in developing the intern audit mission, honesty in realizing the specific actions and sincerity in the dialogues haven by those audited. The relationships between colleagues and the extern relations must be based on the same values. In order to realize the intern audit activity, in consensus with the correctitude values, honesty and validity, there must be developed an environment to offer the base for the general thrust in all the activities developed by the intern audit team, which must execute them in a professional way. Integrity requires to not have double standards. In this sense, we must have in concern to “say what we do and do what we have said”, meaning to talk the same language, to send the same message.

Example 1: We audit a service of the entity and begin with nice things, explaining that we are there to help, to offer consultancy, when needed, but we have already accepted a series of exaggerated services from them. How do you think our intervention will be seen in these circumstances?

Example 2: We discuss in the frame of the audited service about the problem of reducing the costs and then we ask: do you have for us a car at disposal, a phone, a TV etc.? In these conditions, our purposes concerning reducing the costs can still have any impact?

Integrity in the practice approach requires us to trust people. They must feel that the intern audit treats all the problems in an equal way, for all the employees in the same way, and does not do exceptions form HIM or HER. In these conditions, the advices and the recommendations by the intern audits will be accepted, otherwise the people will say, sooner or later, „this is not what he said will do”, and so that they have double value standards. Of course it is not easy, but this practice is almost an obligation, which is available for all the citizens, but especially for the intern audits. Also, in our collective we must create an environment in which we can share these values. Integrity is a very complex principle, with many things behind his back. These things are available for the intern audits, but also for the audit structures they are part of. The intern audits must develop their activities in a professional way, with HIM as well as with HER.

Example 3: An audited colleague tells me that I verified HIM, but I didn’t verify HER. In this situation I must demonstrate that I didn’t do it because the risks in that zone were too small or not existent. It is not always simple, but I have to find a modality to do what must be done in a professional way.

All the intern audit team members must demonstrate integrity in every aspect of their work and this means to make a team. The relationships with the colleagues, as well as with friends, must be based on correctitude, honesty and sincerity. This means that the intern audits are able to apologize or admit that something had to be done in another way.

Example 4: The intern audit can protect the people by saying: “yes, I’ve made a mistake and will correct the situation, that is why I’m here.” I had a bad day and I admit, and the next day I can retake that thing for analysis.
In our activity, we must see the things we have to say and find the opportunist moment to say, respectively we cannot approach anytime all the things and in every moment. A team dialogue and discussion with the intern audit structure chief are needed.

b) Objectivity – it is a state of spirit, an attitude which will permit us to look at the information and examine them with impartiality, without being influent of the personal conceptions, personal interests or the appreciation of others. The intern audits must see the things as they are, indifferent of the correlate facts and to form their own point of view. The intern audit team members must show adequate professional objectivity, during the development of the mission, in order to be credible when they show their own discoveries, recommendations and conclusions. The intern audits have the obligation of not sustaining any activity of personal interest which may affect their objectivity. In practice, it is imposed for the intern audits to show proof of their objectivity and their impartiality in their hole activity and, in a special way, in the execution step of the reports, formulation with correctitude and honesty of discoveries and recommendations developed from evaluating their audited entity. Their objectivity must be based exclusively on proof of the audit obtained in conformity with the specific methodology.

Example 5: In the report execution phase, the auditors force the consultations and show the desired recommendations, but before are canceled in the conciliation phase. To who serves this kind of behavior? To no one, but the image of the intern audits remains still affected so that in the future they will be seen with circumspection.

c) Confidentiality – the intern audit team members must keep the information they receive in the frame of the developed activities. In practice, there must be no unauthorized flow of information, only if there is a professional or legal request about it. The intern audits are obligated to keep the information they obtain by the attributes they have. They have access to any information, even personal, in conformity to the procedures, but these information they receive by the way they will work, otherwise they will not receive it. We all do thing which we then regret. This information must not be shared or commented, but used, eventually, in team.

Example 6: The information received, especially the personal information must nod be said even if we find ourselves in an anniversary day. The people can see that we manipulate information. If we are not confidential in minor things, who will show us the major ones?

The confidential information obtained during the development of the intern audit missions is not used in a personal interest by obligation. Our practice must tell us when things have gone too far and correct ourselves, or some complex things should be discussed with the intern audit structure chief. This way, the intern audits must be capable of discussing with the people who have done wrong and have admitted their mistakes, normally, in the next day, as nothing had happened. Confidentiality also means the attention that the intern audit must have with the documents collected and especially with the documents containing negative facts. These must not be at anyone’s disposal anytime.

d) Competence – the intern audits must apply the standards, in their letter and sense, and act professionally during the missions. Also, the intern audit team members must apply the knowledge, experience and dexterity commonly gained, in order to be able to fulfill their duty. The intern audits must know the professional standards and laws and to not accept the missions for which they are not qualified for. In practice, the intern audits always confront with the audited who know more than they to, because first of all they do these things daily and maybe since long time ago. The intern audits must be experts in inter auditing, in risk evaluation, in control and management, but mostly in communication, and to explore, correctly and efficiently, the information they receive. The intern audits must necessarily have base knowledge about accounting and the information technology system (IT) and to be able to apply what they know. Knowledge means theory, but also practice.

Example 7: You can drive a car only after you have learnt the Ruttier code.

The knowledge, the abilities, experience and dexterity, all in one mean a place of professional competence. This is very complex so that is why the team, in ensemble, must gain the necessary knowledge and abilities and to complete each other in the activities of developing the intern audit missions. The intern audits don’t have and can’t have all the competences, that is why they must learn one from another, to work in team in order to be more “rich” with every mission fulfilled. In 2002, there has been elaborated The code concerning the ethic conduct of the intern audit, which has then been modified and completed in year 2004 (O.M.F.P. nr. 252 from the 3rd of February 2004 for approving The code concerning the ethic conduct of the intern audit, published in the Official Monitor nr. 128 from 12th of February 2004).
B. THE ATTRIBUTE STANDARDS (QUALIFICATION STANDARDS)

The attribute or qualification standards enounce the structures of the audit and individual persons implicated in accomplishing the intern audit activities and are composed of four main standards with many other subsidiary standards:

- The 1000 standard – The objective, authority and responsibility;

- The 1100 standard – Independence and objectivity;

- The 1200 standard – The attention accorded to the competence and the professional obligations;

- The 1300 standard – Program for assuring and improving quality;

C. OPERATIONAL STANDARDS (REALIZATION STANDARDS)

The standards of realization or functioning describe the intern audit activities and define the quality measurements for measuring them and are composed of 7 main standards (2000, 2100, 2200, 2300, 2400, 2500, 2600) and more subsidiary standards:
- The 2000 standard – Leading the intern audit;

- The 2100 standard – The nature of the activity;

- The 2200 standard – Planning the mission;

- The 2300 standard – Fulfilling the mission;

- The 2400 standard – Showing the results;

- The 2500 standard – Monitoring the progress;

- The 2600 standard – The risk acceptation by the management.

D. SUBSIDIARY STANDARDS (implementation standards of practical ways of application - MPA) 

The subsidiary standards, of practical application or The implementation standards represent the transposing in practice of The qualification standards and The realization standards for specific missions, like: realizing a regular audit, inspecting a fraud etc. The qualification standards and The realization standards, which are completed with The implementation standards, noted with letters A (Assurance) and C (Consultancy). I.F.A.C.I. from France has elaborated, in the year 1999, The professional norms of the intern audit (Normes pour la pratique professionnelle de l'audit intern - I.F.A.C.I., 1999, Paris) which contain Practical Ways of Application – M.P.A., optional for the practicing intern audits., but accepted as authority and represent “the good practice recognized in the domain”, published in Romania, in year 2004, by the Ministry Public Finances in the frame of a program financed by PHARE. The M.P.A. purposed by I.F.A.C.I. are not standards, but are constituted as practical advices for applying the standards. The authors have demonstrated that the ones in practice have confirmed that these represent the best answers to the questions that appear in the practical activity, but at the same time, they are conscious that their application in the cultures of different countries or organizations, may be able to promote original solutions, by respecting the present fundamental principles.

CONCLUSIONS

1) The professional norms elaborated by the I.F.A.C.I. are part of The Reference Frame of Professional Practices approved by the board of directors I.I.A., in June 1999, which contains:

- The last definition of the intern audit concept – presented also in Law nr. 672/2002 concerning the public intern audit;

- The deontological code, respectively The Code concerning the ethic conduit of the Romanian intern audit;

- The professional norms and other orientations, which are not obligatory;

- Glossary of terms used for special acceptances in the frame of the norms.

The public organizations/enterprises/entities on the basis of this Reference Frame of Professional Practices must realize their own normative frame composed of the deontological code, the specific professional standards, manuals, guides, etc. in order to be taken by the Intern audit carta of the organization.

2) The standards constitute The intern audit bible and must be implemented in practice and applied step by step, existing for:

- guiding the intern audit work;

- the contribution that must be bought continuously to the activity by the risk analysis and evaluation.

- orientating towards services with added value;

- evaluating the performance of the intern audit work.

The upper targets will be reached only if, in the concrete activity of the intern audit, we will apply the line of international standards and own standards, good practice recognized in the domain, we will have preoccupations for improving the ways of approaching the audit and we will be critiques with ourselves.
3) In Romania, on the basis of Law nr. 672/2002 concerning the public intern audit, there have been elaborated General norms concerning the application of the public intern audit, which represent The intern audit manual and, in their basis, the public entities have elaborated own specific norms of exercising the intern audit.
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SUPPLY CHAIN MANAGEMENT AND BUSINESS EXCELLENCE
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Abstract: Supply Chain Management is new voluntary and cooperative approach among buyer and supplier firms that has evolved as way to improve business excellence. SCM strives to improve the flow of materials, products and services to customers at low cost, with high quality, and improved time performance. SCM is a relatively new organizational approach to production. It builds on lean manufacturing and is a system based approach using new managerial and technology tools that break down the barriers to cooperation and communication among and within firms. In this paper the elements and benefits of SCM, as well as the constraints to its use are examined.

Keywords:  lean production, SCM, Supply chain management

1. INTRODUCTION 
Since the 1980s, leading firms in Japan, Western Europe and the United States have been trying out supply chain management (SCM) practices that allow firms to compete at advanced levels of business excellence (Nishiguchi, 1994; Womack, Jones, et al.,1990). From a macroeconomic view evidence suggests that SCM has helped reduce the ups and downs of economic volatility, reduced the duration of recessions, improved productivity measures, and contributed to higher worker earnings. In short, many of the macroeconomic benefits of the U.S. economy in recent years can be partially attributable to SCM (Basu and Siems, 2004). Romania, as a member state of the European Union, finds itself in a historic period as its businesses increasingly adopt models of excellence. A major portion of the transition will involve the reorientation of Romania’s supply structure to one of excellence. The Romanian supply chain is in transition from the state owned centrally planned structure existing from 1947 to 1989 to a market model. The market supply structure in its place, however, has its own problems leading to the inability of satisfying beyond quality and price requirements. Newer requirements involve time and flexibility of supply as a prerequisite to obtaining business. It is our hope to discuss the leap from the centrally planned system over the current market economy approach to a supply chain model of excellence. In this paper we will discuss the elements, benefits and challenges of supply chain management. 

2. Elements and Benefits of SCM

What is supply chain management (SCM)? This is an interesting question because the phenomenon is still evolving. Early discussions of SCM attempted to fit it into existing organizational functions such as purchasing, logistics, or operations management. These early frameworks limited the emerging domain. The SCM model spreads, as we have witnessed its evolution, over functional areas and among firms. According to Larson and Halldorsson (2002) the traditional perspectives on SCM limited its scope and a redefinition of the emerging field was needed. We will adopt the definition as currently proposed by the Institute for Supply Management (www.napm.org) for our discussion as: The design and management of seamless, value-added processes across organizational boundaries to meet the real needs of the end customer. The development and integration of people and technological resources are critical to successful supply chain integration. As mentioned above, SCM is no longer a limited domain or a narrow functional area. Supply Chain Management cuts across the functional areas of the organization. It includes purchasing activities, materials management, transportation, warehousing, operations management (production and services), information technology, customer service, and coordinates with finance, marketing, accounting, and human resource management. 

2.1. System elements of SCM

The SCM paradigm changes the way companies are organized to create more fluid-like flows of materials, people, information, finances, and other resources across functional areas beyond the domain of a single organization. SCM is easily explained according to its systems elements below and are listed here as resource management, transformation activities, output activities and supply chain integration. Resource management, particularly in the acquisition of materials, serves as the input activity at each organizational and sub-organizational link along the supply chain. The acquisition of resources takes into account cost, quality, timing and flexibility of supply. Resource management takes on a more strategic role. This interdisciplinary approach takes charge of demand forecasts, analysis, planning, and coordination of resource management activities with other functional areas along the supply chain. These methodologies allow firms to make decisions to reduce the bullwhip effect. The bullwhip effect describes the phenomenon of increased stores of safety stock throughout the supply chain. The increased stores of safety stock enlarge inventory costs and reduce supply chain responsiveness (Wisner, Leong, et al, 2005). In the adversarial market model, conversely, acquisitions were based largely on cost and quality and were assigned to buying departments with little consultation with other organizational functions or with other organizations along the supply chain. Expediting supply, inspection of 100 percent of incoming materials, slow payments to suppliers were also common practice.
The managerial culture and values in a SCM environment are also different than found under the adversarial supply structure. SCM practices are based on long term, voluntary, cooperative, and trust-based links. These practices generally consist of supplier development, early supplier involvement, supplier certification, and total cost management practices (Glaser-Segura, 1998). The transformation activities of SCM utilize many of the techniques associated originally with the Toyota Production System which are also commonly known as lean production.  Lean production serves to continuously improve product and service quality as well as reduce waste in the productive system. Combined, these achieve more efficient product and service flow rates. To improve quality, lean production focuses on end customer expectations of quality, improved production yield, quality design of products and services. To reduce waste in the production system, lean production uses conceptual tools such as kanban, lot size reduction, and decreased set up times. In addition, lean production relies on improved employee relations and workplace hygiene. These practices consist of work performance feedback, leadership commitment, a clean and orderly plant environment, and worker-friendly practices (Flynn et al., 1995). 

Supply chain management’s output activities involve proactive distribution of output products and services. Customers require goods delivered in timely fashion. In addition, customers may also require additional delivery conveniences including special warehousing and assembly. Close coordination of delivery is a requirement in a SCM environment. Supply chain integration ties the various activities within and among the supply chain organizations. In essence they begin to function as a supra system. Supply chain goals and the procedures that calm supply chain distress should be consistent to avoid opportunistic behaviors. Enterprise Resource Planning (ERP) functions as a high level information technology system to direct organizational functions, which includes accounting, HR, transformation and other activities, with complementary functions in other suppliers and customers (Chuang, & Shaw, 2005). ERP also measures and monitors performance data. Performance measurement systems, with increased computing power linked to other systems provide a more detailed view of performance (Chen, & Paulraj, 2004). SCM integration requires mutual voluntary cooperation (Wisner, Leong, et al., 2005). Under the adversarial approach, on the other hand, productivity, quality, accounting and financial measures were treated separately to determine if the organization was meeting its goals, independent of the economic and organizational impact on suppliers and customers. The independent measurements often led to sub optimal coordination of the organizations processes.

2.2.  System elements of SCM

The benefits accruing to organizational members along the supply chain are listed below. 

· Lower material costs. Cost savings from supplier development programs as well as from process improvement and cost reduction projects contribute to lower material costs from suppliers to buyers all along the supply chain and group members see the need for passing cost savings along.

· Higher incoming quality. Higher incoming quality materials and parts are transferred directly from the supplier directly into the buyer’s production. Higher incoming quality also results in a cost savings since firms have to invest in fewer quality inspectors to check for suspected quality problems from quality certified suppliers. 

· Reduced design time. Early supplier involvement, which gives suppliers a closer role in the design process, allows a firm to reduce design time. Buyers understand that they must change their approach from dictating exact design plans into providing general design parameters from which suppliers provide optimal and innovative solutions at a sooner point in the design process. In addition, the supplier can spot design mistakes that the buying company might not catch and thus reduce the redesign time.

· Faster delivery cycle times. Dedicated and specialized supply from a smaller supply base can provide faster delivery to buyers. As suppliers reduce set-up times and lot size requirements, they begin to provide smaller and more frequent deliveries which support just-in-time production schedules. Often, if the product and industry warrant such an arrangement, suppliers will locate their production close to the buyer, which further reduces delivery cycle time.

· Increased administrative efficiency. As delivery times, product quality and other benefits become more predictable and operations become better balanced, there is less need for managers to spend time putting out fires or unanticipated problems. The cycle of reactive management changes to a cycle of preventive and proactive management. Balanced organizations are much easier and cheaper to manage and create less tension for managers and workers, alike.

· Reduced inventory capital requirements. Problems in the productive plant, such as high absenteeism, bad quality, long set-up times, inexact deliveries and other problems, require high levels of safety stock inventory to avoid stock-outs. As managers and workers solve the internal plant problems using JIT and other process improvement practices, they are able to reduce large amounts of safety stock, which incur large opportunity costs. The capital invested in inventory could have been used in some other way to earn a higher rate of return. In fact, materials often lose money when they stay in the productive plant’s inventory. 

In the past, the benefits discussed above were often considered mutually exclusive. That is, if an organization attempted one benefit, such as low cost, it most likely could not also attempt to compete on high quality or faster delivery. Using SCM, competing benefits need not be considered mutually exclusive. 

3. Constraints of Implementing SCM

Supply Chain Management implementation is constrained by two major factors. These constraints involve 1) low levels of physical and human capital and 2) a limited view of interorganizational cooperation. The physical capital constraints consist of technologies that were not updated during the 1980s and the transition of the early 1990s. Some of the privatized firms, particularly those owned by Romanian managers and workers, were not able to acquire new technologies and were forced to cut back on research and development. The manager-worker owned privatized firms have not prospered to a great degree and some have gone bankrupt. Privatized firms with access to funds for capital improvements, usually from foreign sources of ownership, to the contrary, experienced growth (Valsan, 2001). The loss of bankrupt firms has deteriorated Romania’s ability to maintain certain national supply chains. In addition to physical capital investment, firms will need to improve their human capital. Human capital investment will need to involve both managers and workers. Managerial learning will involve new methods of acquiring knowledge, and assimilating new values and systems so that company leaders can develop new organizational processes appropriate to their new needs (Clark & Geppert, 2002). Managerial learning should involve practical solutions and avoid the older theoretical education approaches (Beward, Jankowicz, et al., 2003). In addition to managers, employees must also upgrade their attitudes and skills. The mentalities inherited from state organizations must give way to entrepreneurial and problem solving skills. The employees should see their fates tied to the performance of the firm and the supply chain. If the firm prospers, they prosper, too. The new skills must incorporate continuous improvement of processes and quality of products and services. The full benefits of SCM are not possible if employees are not allowed to solve problems and make decisions with a much larger degree of autonomy. Managers must get rid of the top-down mechanistic mentality that employees cannot be trusted to solve problems and make decisions on their own. Managers should empower employees to make decisions.

Supply Chain Management also requires new views of the organization and its external and internal stakeholders. From an external view, managers as well as employees should learn to embrace cooperation across organizational boundaries. It is not only managers, in the role of boundary spanners, who communicate with outsiders. The SCM approach will involve managers and workers from a variety of levels communicating with suppliers and customers at a variety of levels in their respective organizations. As organizations cooperate with other supply chain members they will find that they must develop greater levels of social capital or trust (Coleman, 1990). From within the organization, managers and employees must learn to break down internal boundaries. SCM spans across the functional areas of the organization and reaches out to other organizations. It includes purchasing activities, materials management, transportation, warehousing, operations management (production and services), information technology, customer service, and coordinates with finance, marketing, accounting, and human resource management. The SCM paradigm changes the way companies are organized for more fluid-like flows of materials, people, information, finances, and other resources across functional areas beyond the domain of a single organization (Wisner, Leong, et al., 2005). In some organizations, the reorientation requires structural change organizational culture changes to more cooperative and participative behaviors (Moss-Kanter, 1994). Finally, the coordination described up to this point depends to a large degree on trust among employees, managers, and organizations along the supply chain. In short, SCM provides a wide array of benefits but also requires revolutionary changes in the way organizations conduct their relationships. 
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MEASURING INTRA-SECTORIAL ROMANIAN SERVICES SPECIALIZATION

Corina GRIGOROVICI

Academy of Economic Studies, Bucharest, Romania
Abstract: This paper aims to contribute to a better understanding of trade specialization in Romania. In particular, the work examines the changes in trade patterns at intra-sectorial level using the Grubel-Lloyd index. Grubel-Lloyd parameter it’s a standard index for evaluating the weight of the intra-sectorial trade in the ensemble of the commercial exchanges of one country. The index evaluates the degree of specialization due to the differentiation of services with scale economies, which indicates the simultaneous existence of imports and exports with services belonging to the same sectors. Its null value indicates the absence of intra-sectorial trade, a unitary value showing the absence of inter-sectorial trade. The empirical results predict an increasing level of intra-sectorial trade with liberalization processes. The Grubel-Lloyd index for the relation Romania-EU-25 indicates the fact that the imports, in the case of the three categories of services observed, have been covered by the exports of the same categories, supported by the Grubel-Lloyd index’s values, which are very close to 1. On the relation Romania-World, the Grubel-Lloyd index shows an oscillatory evolution of the exports and of the imports of commercial services of our country, the exports surpassing the imports for the years 2002, 2003 and 2006, due to the transportation services characterized by an ascending trend in the period of time 2000-2004.
Key words: export performance,services, specialization

1. INTRODUCTION

In the specialized literature there are three main tendencies regarding the commercial specialization: the neoclassical theory of commerce, the new theory of international commerce and the new theory of economic geography. The neoclassical theory of commerce explains the regional specialization based on the comparative advantages generated by the productivity differences (Ricardo, 1817) or by the ones that characterize the factorial endowments (Heckscher, 1919; Ohlin, 1933) between countries and regions. The fundamental elements of this model are the perfect competition, the continuous orientation toward the scale economies and the goods’ homogeneity. The neoclassic theory considers that because the factors of production and consumers are regionally spread, the structure of industrial production will be geographically dispersed. Each region will specialize in the production of those goods and services where they have a competitive advantage, in this way stimulating the inter-sectorial specialization. The inter-sectorial commerce refers to simultaneous exchange of goods and services belonging to different sectors. In the ‘80’s, the new theory of the international commerce was developed in order to explain the high levels of intra-sectorial commerce and the big proportion of world wide  commercial exchanges between homologous countries (Amiti, 1998). The intra-sectorial commerce expresses simultaneous fluxes of exports and imports with products and services that belong to the same sector (Vollrath, 1991). It prevails in regions and sectors where the intensification of orientation toward the scale production, the monopolistic competition and the differentiation of products and services plays an important role, although the factorial endowments don’t differ meaningfully between them (Erkkilä, 1996).  The new trade models postulate that the amplification of the orientation toward scale production and commercial expenses will induce the localization of activities in regions with easy access to the market, which assumes the existence of some inter-sectorial specialization between the main regions. Moreover, the scale economies will favour the intra-sectorial commerce between companies, which will focus on the production of one single differentiated product/service. Although the new theory of the international trade takes into account the geographical advantage, it is considered to be an exogenous factor as it is determined by the physical characteristics rather then by the economical ones.

2. INTRA-SECTORIAL TRADE INDEX

The intra-sectorial commercial exchanges are quantified, traditionally, through the reference to the Grubel-Lloyd index (1975), defined as follows: 

GL = 1-
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where xij and mij indicates the exports and imports of services j of countries i. This index takes values between 0 and 1. The 0 value points out the ensemble of intra-sectorial commercial exchanges with service j of country I, the unitary value expressing the intra-sectorial commerce. Therefore, the closer the index’s value will be to 1, the bigger will the weigh of the intra-sectorial commerce in the ensemble of the commercial fluxes, for the concerned country. The low values of the Grubel-Lloyd index for one country/region point out a centripetal process of sectorial agglomerating and a high level of specialization, while the high values of this index express a centrifugal process of sectorial dispersion.

The index of intra-sectorial exchanges is based on the ground that predominance of intra-sectorial exchanges in the branch of an economic activity expresses the competitive capacity of that branch on the international market, while the preponderance of inter-sectorial exchanges shapes up the narrower specialization of the economy (imported services specific for one branch are paid with services that originate from another branch). The growth of the volume of the commerce can be the cause of the changes occurred in the models of the comparative advantage (inter-sectorial commerce) or of the growth of service’s differentiation accompanied by scale economies (intra-industry commerce). Under the circumstances of economic globalization, the specialization of the states for different kinds of services designed for exportation, it’s based on their comparative advantage. Even so, it is just as much possible that because of the foreseen “conflict” at their income level, trade models become complementary in the case of economies that compete on the market of similar exports. The commerce due to the differentiation of services accompanied by the growth of the scale profits plays an important role in explaining the commerce between states, especially when the differences that interfere in the factorial endowments are not appreciated. Therefore, any modality of quantifying the intra-sectorial commerce (or the inter-sectorial one) has to reflect, from a certain point of view, the way in which these two alternatives of commerce are combined in order to generate effective commercial exchanges. 

Grubel-Lloyd parameter it’s a standard index for evaluating the weigh of the intra-sectorial commerce in the ensemble of the commercial exchanges of one country. The index evaluates the degree of specialization due to the differentiation of services with scale economies, which indicates the simultaneous existence of imports and exports with services belonging to the same branches. Its null value indicates the absence of intra-sectorial commerce, an unitary value showing the absence of inter-sectorial commerce. Thus, if the bilateral GL index has a relatively big value, it can be concluded that a relatively large proportion of the bilateral commercial exchanges is associated with fluxes of bidirectional services.

	Grubel-Lloyd index in Romania-World relationship
	2000
	2001
	2002
	2003
	2004
	2005
	2006

	Commercial services
	0.9379
	0.9743
	0.9953
	0.9853
	0.9678
	0.9648
	0.9941

	Transport services
	0.9961
	0.9432
	0.9283
	0.9693
	0.9808
	0.8569
	0.8749

	Travels
	0.9159
	0.8928
	0.9166
	0.9677
	0.9649
	0.9357
	1.0000

	Other commercial services
	0.8973
	0.9381
	0.9781
	0.9830
	0.9211
	0.9993
	0.9096


Table no. 1. The Grubel-Lloyd index in the commercial relations with Romania and EU-25 on a global level, for the period 2000-2006

	Grubel-Lloyd index in UE25-World relationship
	2000
	2001
	2002
	2003
	2004
	2005
	2006

	Commercial services
	0.9855
	0.9825
	0.9753
	0.9729
	0.9587
	0.9563
	0.9508

	Transport services
	0.9997
	0.9851
	0.9895
	0.9924
	0.9721
	0.9607
	0.9739

	Travels
	0.9919
	0.9993
	0.9996
	0.9877
	0.9959
	0.9898
	0.9976

	Other commercial services
	0.9739
	0.9710
	0.9547
	0.9428
	0.9282
	0.9263
	0.9177


Source: own calculations, based on Trade Profiles 2007;

It can be seen that on the whole of the commercial services, the values go over 0,5 in the case of both entities analysed in their relation with the World, which means that what has been pursued was a covering of the imports of the sector with the exports of the same sector. On the relation Romania-World, the Grubel-Lloyd index shows an oscillatory evolution of the exports and of the imports of commercial services of our country, the exports surpassing the imports for the years 2002, 2003 and 2006, due to the transportation services characterized by an ascending trend in the period of time 2000-2004. Unfavourable evolutions can be observed in case of the travels, their imports prevailing on the exports for the period 2000-2004. For the year 2006, the Grubel-Lloyd index, calculated for travels, shows hat both export and import have registered ascending evolutions, their weigh on the whole being equal. Therefore, in the above mentioned year, the value of the index has been unitary, which means that our country has exported and imported travel services of the same value, in this case being able to talk only about the existence of intra-sectorial commerce. This comes to say that in the last year, Romania has had a high degree of specialization on the travels segment, although without overlooking the transportation services characterized by a considerable growth of the import-export fluxes. For the “other commercial services category” it can be seen, for the year 2006, a diminishing of the weigh of the intra-sectorial commerce in the ensemble of the commercial services exchanges, comparatively with the preceding year, when the Grubel-Lloyd index had the highest value for this group under analysis, as a consequence of the diminishment of their performances on the international market.

Chart no. 1. The evolution of the Grubel-Lloyd index for the relation

Romania-World, in the period 2000-2006, commercial services
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Source: own calculations, based on Trade Profiles 2007;

The Grubel-Lloyd index for the relation Romania-EU-25 indicates the fact that the imports, in the case of the three categories of services observed, have been covered by the exports of the same categories, supported by the Grubel-Lloyd index’s values, which are very close to 1.

Table no. 2. The Grubel-Lloyd index for the relation Romania-EU-25

	Grubel-Lloyd index
	Romania – UE-25

	
	Transport
	Travels
	Other commercial services

	2005
	0.9578
	0.994
	0.9372


Source: own calculations based on http://unstats.un.org/ unsd/servicetrade/ default.aspx;

In the case of transportation services, the Grubel-Lloyd index means that the imports have been covered by the exports, similarly in the case of “other commercial services” category as well, that, in the above mentioned year, has faced comparative disadvantages for the relation Romania-EU-25. In the year 2005, regarding the relation Romania-EU-25, travels have registered a superior value comparative intra-sectorial commercial index with the other two groups of services, being closely followed by the transportation services and the “other commercial services” group, which reflects the bigger weigh of the intra-sectorial commerce in the ensemble of the commercial services fluxes of our country in its relations with the EU-25.

3. CONCLUSION

The Grubel-Lloyd index for the relation Romania-EU-25 indicates the fact that the imports, in the case of the three categories of services observed, have been covered by the exports of the same categories, supported by the Grubel-Lloyd index’s values, which are very close to 1. On the relation Romania-World, the Grubel-Lloyd index shows an oscillatory evolution of the exports and of the imports of commercial services of our country, the exports surpassing the imports for the years 2002, 2003 and 2006, due to the transportation services characterized by an ascending trend in the period of time 2000-2004.
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ENVIRONMENTAL ACCOUNTING - A USEFUL TOOL FOR A SUSTAINABLE ECONOMY

Luminiţa HORHOTĂ

Romanian-American University Bucharest, Romania

Abstract. Environmental accounting (EA) refers to the incorporation of environmental cost and benefit information into a variety of accounting practices. This paper focuses on one particular practice – managerial accounting. Environmental cost are impacts, both monetary and non-monetary, incurred by a firm or organization resulting from activities affecting environmental quality. These costs include conventional costs such as buildings, equipment, materials, labour and utilities, potentially hidden (these costs are typically assigned to overhead accounts) and less tangible costs (costs that may be more difficult to measure because they are contingent, or are difficult to quantify). Life cycle of a product is the series of stages spanning the product’s life from acquisition, use, reuse and final disposition.

Key words: eco-profit, environmental accounting, environmental cost 
1. INTRODUCTION

EA has emerged as a useful approach for internal decision-making. Effective business management depends on an accurate understanding of an organization’s cost structure, not simply of its revenues. EA provides a better understanding of the true costs of many aspects of business operations. Sound business management undertakes to control and minimize costs where possible. Where “costs” include explicit environmental costs, cost reduction efforts will tend to reduce as well the environmental impacts represented by environmental costs. EA is thus an approach for environmental performance improvement in businesses and organizations. The utility of EA for business decision-making in manufacturing industrial sectors has been well-demonstrated. Identifying environmental costs assists decisions regarding product and process design, material use, capital investments, for example. In businesses under severe pressure to control costs, and often constrained as to their ability to raise revenues, environmental accounting would seem to have significant potential for identifying and controlling costs while simultaneously focusing decision-making on environmentally preferable outcomes. 

EA can support improved decision-making in firms in at least three types of applications: 
1. Capital budgeting. Capital budgeting is the process of analyzing alternative investments and deciding which investment(s) to pursue using standard financial benchmarks (such as return on investment, payback period, and internal rate of return) that consider the stream of revenues and costs generated over the life time of the investment. By including environmental costs in capital budgeting decisions, especially for environmental projects or projects with sizeable environmental implications.
2. Product selection. Firms make decisions about which products to procure based upon their cost. These costs include not only the initial acquisition fee, but also costs incurred for using and disposing of the product at the end of its useful life. Identifying environmental costs associated with the life cycle of a product – acquisition (e.g., disposal of bulk packaging) use/reuse (e.g., personal protective equipment) and disposal (e.g., incineration) – can assist materials managers in selecting products with the lowest life cycle costs (the costs accrued throughout the life cycle stages of a product).
3. Waste management. Different industries generate a large quantities of waste whose treatment and disposal options are dictated by the waste stream’s composition. Because disposal costs are environmental costs, attempts to minimize these costs can benefit from environmental accounting. Additionally, by allocating, or tracking waste management costs back to the products or activities generating waste, managers can make more informed decisions about the products they procure or the activities they undertake. 

2. METHODOLOGY 

EA can support decisions about which products to procure. Environmental costs in this context are the costs incurred by the firm which (1) derive directly from the storage, use and disposition of the product, and (2) are related to the product’s environmental impacts or attributes. Thus, environmental costs associated with purchasing decisions may include disposal costs, personal protective equipment or training costs necessitated by product toxicity, or labor for tracking use of  hazardous materials. They may also include any of a set of contingent costs. Environmental costs are in many cases driven by regulation — for example, disposal costs of a certain product, such as mercury, may be high because regulations specify that the product must be disposed of in a particular way. Where EA concepts are employed, it is usually on an ad hoc, rather than a systematic, basis to inform or justify specific product changes. Underlying this limited application of EA is an environmental or total cost awareness which seems much more widespread. This is the qualitative awareness that the environmental costs discussed above do exist, and potentially constitute a significant portion of total costs for a large number of products. Total cost awareness drives ad hoc efforts to quantify environmental costs in particular cases. 

Barriers 
EA experience in economic sectors indicates that EA can provide a framework for understanding the total, real costs an organization incurs by using a particular product, and that environmentally superior decisions often flow from decisions to minimize total — not just purchase — costs. Conceptually, EA is compatible with cost minimization based on sound knowledge of total costs. In the absence of easily available cost information, cost control pressures translate into a narrow focus on the unit price of product. Further, the belief often exists that the marginal cost of obtaining requisite data exceeds its marginal benefit. A vicious circle thus exists: EA framework is not applied because the data are not easily available, and the data are not acquired because the belief exists that the costs of doing so exceed the benefits. The data deficiencies lie both in cost accounting and in materials accounting — the characterization or material flows into and out of the facility. Materials accounting underlies sound cost accounting. We observe that while most facilities have quite detailed knowledge available regarding costs and quantities of products entering the facility, there is far less awareness of the contribution of each product to the materials streams leaving the facility. Efforts to gather data, where they are initiated, are made more difficult by firm accounting systems which make extracting and tracking costs back to products, for example, quite difficult. Disposal costs, for example, are typically aggregated, and rarely tracked back either to products or departments. Beyond data availability issues, the institutional or organizational character of firms can also impede decision-making based on an awareness of life cycle product costs. There is little formal linkage between purchasing and production departments, or between purchasing decisions and waste management decisions. Accounting systems tend to be structured so that neither downstream savings nor downstream costs accrue to those making the original purchase. 

Opportunities for advancing EA 

EA requires two enabling conditions: (1) availability of cost data, and (2) total cost awareness. We observe significant awareness of the total cost or life cycle cost concept. This awareness should be fostered, and channels provided so that total cost awareness can influence purchasing decisions. Inclusion of cross-functional staff (e.g. housekeeping, food services, accounting) in committees responsible for purchasing decisions is a widespread practice which can serve both these ends. Certain trends exist which are likely to give impetus to consideration of environmental costs. Costs of waste disposal are generally increasing, and incineration and waste disposal generally are contentious political issues. This tends to create a greater awareness of their potential impact on the bottom line. 

Advancing waste minimization through EA 

Typically, the housekeeping and environmental services departments are together responsible for waste collection, disposal, and any recycling effort, handling both solid and infectious wastes. Waste tracking — knowing how much waste is generated and where it is generated — is an important component of waste management and important for identifying waste minimization opportunities. Waste tracking can either be performed on a routine basis, or through occasional waste audits. The intensiveness of a waste audit may vary from a survey of the firm’s trash cans and dumpsters to a more elaborate procedure, possibly involving outside consultants, which attempts to develop a profile of waste generation by department and activity, and to assign waste disposal costs accordingly. Waste can be tracked by volume (number of disposal containers), or by weight (e.g., tons). In general, liquid waste is tracked by volume, while solid waste is tracked by weight. There are different ways to treat waste: 
· On-site Incineration. 

· Off-site waste disposal contract

· Autoclaving

· Microwaves

· Chemical treatment 

Waste minimization approaches 

Procurement. Procurement of products which produce less waste volume or reduced waste toxicity is an effective way to reduce waste generation. This may involve, for example, decisions regarding reusable versus disposable products, phase-out of mercury-containing products, identifying products which minimize packaging, or working with vendors to achieve take-back of delivery and shipping containers. Where substitution of products used in patient care are contemplated, efficacity of the substitute is of paramount concern. However, substitution of reusable food service items or linens for disposable products may be more straightforward. Some vendors, responding both to customer preferences and to reduce their cost of delivering product, have begun to market “reduced packaging” items. Inventory management. Inventory management practices attempt to minimize the stock of expendable products and supplies held by a firm, reduce losses from inventory, and reduce the incidence of product expiration and obsolescence. Inventory management, including just-in-time inventory systems or following first in/first out (FIFO) use of inventory, is pursued to control costs. However, to the extent that such systems reduce the incidence of expired or otherwise wasted inventory, they do act to minimize waste. 

Waste segregation. The ultimate goal of waste minimization is not only to minimize the volume of waste, but also the aggregate impact of waste. To this end, waste segregation helps to ensure that each waste stream is handled in the most appropriate manner. In some cases, improper segregation may in addition lead to environmental harm/public health. Effective recycling programs also depend on waste segregation. 

Recycling and reuse. The largest fraction of firm waste – paper, plastic and cardboard – lends itself in principle to recycling. Recycling rates vary significantly from firm to firm.  

Reprocessing. An increasingly popular cost control strategy, reprocessing is the practice of reprocessing. Reprocessing — a type of remanufacturing — does reduce the environmental impacts associated with the manufacture of new product, and removes certain types of disposable devices from the firm waste stream. However, the practice is controversial, with concerns centering around the safety of reprocessed devices. 

3. CONCLUSIONS AND RECOMMENDATIONS 

The purpose of this paper was to evaluate the applicability of EA for pursuing waste minimization and environmental supply chain management. In particular, is focused on EA for improving decision-making in firms in two applications: 

- Product selection. Firms routinely make decisions about which products to procure based upon their cost. Identifying environmental costs associated with the life cycle of a product can assist materials managers in selecting products with the lowest life cycle costs, i.e., the lowest costs accrued throughout the life cycle stages of a product. 

- Waste management. Many firms (production ones mostly) generate large quantities of waste whose treatment and disposal options are dictated by the waste stream’s composition. Because disposal costs are environmental costs, attempts to minimize these costs can benefit from environmental accounting. Additionally, by allocating, or tracking waste management costs back to the products or activities generating waste, managers can make more informed decisions about the products they procure or the activities they undertake. 

Opportunities do exist for increased use of environmental accounting information. Waste managers consistently noted that more accurate information on environmental costs and benefits would be useful for advocating waste minimization actions to management, and in identifying waste minimization opportunities. Some barriers are identical to those observed in a number of other industries: 
· Poor information/inadequate accounting systems. 

Information regarding environmental costs is poor. Accounting systems — ideally, the principal source of cost information —are generally inadequate to the demands of EA, which benefits from disaggregation of environmental costs from overhead accounts in order to track costs back to the products or activities generating the costs. 
· Procurement constraints.

Facilities in many other sectors are frequently subject to procurement constraints that tend to reduce the product alternatives from which they may effectively choose. Small size firms possess limited market power and are unlikely to be able to assert environmental preferences effectively to manufacturers or purchasing organizations. Although there may be numerous barriers for EA, several opportunities exist for applying EA concepts in firms: 
· Educating procurement and management staff 

One opportunity is educating purchasing and management (i.e., any staff responsible for procurement decisions) on the firms implications and costs resulting from their actions. 
· Incorporating environmental information in the value analysis process 

The use of cross-functional product procurement teams is one way of bridging the EA information gap that often exists in firms. Many firms use value analysis committees to collect information, including costs, when assessing alternative products. Developing a standardized template for collecting information on product alternatives can encourage the consideration of costs other than unit price and economical effectiveness (the costs most commonly considered in purchasing decisions). 
· Incorporating environmental information in procurement systems 

· Conducting periodic waste audits 

Waste audits (an application of materials accounting) identify the waste streams generated, their composition, and current waste management practices. Waste audits are an essential ingredient for identifying opportunities to minimize waste and for assessing the effectiveness of current waste minimization efforts. Waste audits also present an opportunity for informing environmentally preferable purchasing decisions. For example, waste audits can uncover products with excessive packaging that increase a firm’s waste generation, thereby increasing housekeeping labor costs and disposal costs. 
· Changing the incentive structure of contracted services 

One opportunity is incorporating the incentives through resource management (RM), an emerging contracting mechanism. RM contracts are structured to de-couple the quantity of waste disposed from the contractor’s profit, and provide financial incentives to waste disposal contractors for efficient material use and recovery. For example, RM contracts may cap disposal costs (based on current costs) and then include a cost sharing arrangement for successful waste minimization programs that are initiated by the contractor. When compensation is tied to the value of material related services (the focus being on prevention, reuse and recycling waste, with disposal as the last resort) rather than the quantities of waste disposed, contractors receive the right price signals and their incentives align with the customer’s. 
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INTERNET – THE IDEAL MARKETING MEDIUM OF THE FUTURE
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Abstract: The rapid growth and adoption of the Internet and the websites in particular has been a fundamental change in the nature of business, and also a revolution of the way in which firms communicate with their customers. This is why marketing on Internet is a very interesting topic. The Internet offers a great set of advantages as a marketing medium. One can most likely agree that it is an ideal marketing medium and an entrepreneur’s dream came true. 

What is the situation in Romania regarding the Internet users and Internet connections comparing to other European countries? Is Internet an important communication device, just like the mobile phone, the printing press, radio and television? Do international companies succeed on the Romanian market by doing business on the Internet? As we know, the number of connections to the Internet is growing and this number of users in Romania is expected to grow in size every year. Generally, most of Internet users in Romania have a positive attitude towards online business. A recent study showed that more and more Romanian Internet users are willing to purchase online and are open to online commercials. The results indicate the great influence of Internet as an excellent medium for branding, developing, improving new online services on Romanian online market. 
Key words: Internet users, marketing medium, online marketing

1. INTRODUCTION 
Media- from the press to the newest mass medium- the Internet, plays in the economy a big role, approaching consumers to the enterprise. Media are also vital for information sharing, but there are various ways to transport such information. Although mail, telephone and personal selling have been in existence for many years, the internet however offers high-speed information transmission and retrieval at a low cost. Michael E. Porter mentions in his article Strategy and the Internet, published in march 2001 in Harvard Business Review ”Many have argued that the Internet renders strategy obsolete. In reality, the opposite is true. Because the Internet tends to weaken industry profitability without providing proprietary operational advantages, it is more important than ever for companies to distinguish themselves through strategy. The winners will be those that view the Internet as a complement to, not a cannibal of, traditional ways of competing.” (Porter, 2001, p.63)
2. INTERNET AS MARKETING MEDIUM
Working in cooperation with Harris Interactive, a global leader in custom market research, Fleishman-Hillard Research interviewed nearly 5.000 Internet users in the United Kingdom, Germany, and France. The survey was designed to measure media consumption patterns, Internet behaviour and attitudes, and involvement with online social networking, as well as to assess the Internet’s influence on specific decisions — from purchasing to politics, healthcare to finance (New Research Shows the Impact of the Internet on Consumer Behaviour in Europe, http://releases.fleishmanhillard.com/). It was found out that the Internet is by far the most important medium in the lives of European consumers. In all three countries, the Internet was ranked as the most influential of all media, with index scores of 44% in the U.K., 45% in Germany, and 46% in France. These percentages show that the Internet has roughly double the influence of the second-strongest channel - television - in each country and roughly ten times the influence of newspapers.

In the Digital Influence Index’s methodology, media “influence” represents the amount of time consumers spent on a given medium combined with the relative importance they attach to that medium. So, although U.K. consumers spend slightly less time online than watching television (30% online compared with 38% for television), when the influence of each medium is taken into account (42% for the Web, 23% for television) the Internet is by far more influential. France and Germany showed similar results, although in both of those countries, consumers not only attach more importance to the Internet, they spend more time on it as well (Digital Influence Index Study, http://releases.fleishmanhillard.com/download/).

Table 1. Internet usage in the European Union
	World Region
	Population
( 2008 Est. )
	Internet Users
	Penetration
(% Pop.)

	European Union
	489.188.563
	293.070.327
	59.9%

	Rest of World
	6.186.931.725
	1,114.654.593
	18.0%

	TOTAL World
	6.676.120.288
	1.407.724.920
	21.1%


Source: Internet World Stats, http://www.internetworldstats.com/stats9.htm

As we can see from this table, 59,9% of the population of the European Union are Internet users. The table below presents the first ten countries of the European Union ranked by the percentage of population using Internet from the total of their population. Netherlands holds the first place, with 87,8% of the population being Internet users.

Table 2. Internet usage in the European Union (EU-27) by penetration (% of population)
	
	Country
	Population
( 2007 Est. )
	Internet Users
	Penetration
(% Pop.)

	1
	Netherlands
	16.570.613
	14.544.400
	87.8 %

	2
	Sweden
	9.031.088
	6.981.200
	77.3 %

	3
	Portugal
	10.642.836
	7.782.760
	73.1 %

	4
	Luxembourg
	480.222
	339.000
	70.6 %

	5
	Denmark
	5.468.120
	3.762.500
	68.8 %

	6
	United Kingdom
	60.776.238
	40.362.842
	66.4 %

	7
	Germany
	82.400.996
	53.240.115
	64.6 %

	8
	Finland
	5.238.460
	3.286.000
	62.7 %

	9
	Slovenia
	2.009.245
	1.250.000
	62.2 %

	10
	Estonia
	1.315.912
	760.000
	57.8 %

	...
	...
	...
	...
	...

	25
	Romania
	22.276.056
	7.000.000
	31.4 %


Source: adapted from Internet World Stats,

http://www.internetworldstats.com/stats9.htm

The penetration of the Internet in Romania has still a low level. A small number of people browsing the Internet meaning a diminished number of potential buyers. Reduced tariffs which most people may afford to pay for connecting to Internet drive to an increase of the number of Internet users and therefore the number of online consumers. Using the Internet by an increasing number of people is a prerequisite for the development of electronic commerce, but this is not enough when the Internet is used only or mostly for communicating by electronic mail and for information. Romania has reached a number of 7 million Internet users, representing only 31,4% of the population, but during 2000-2007, the number of internet users in Romania recorded a growth of 775.0%, the highest increase among all countries.
Table  3. Internet usage by the user growth (2000-2007)

	
	Country
	Population
( 2007Est. )
	Internet Users
	User Growth (2000-2007)

	1
	Romania
	22,276,056
	7,000,000
	775.0 %

	2
	Latvia
	2,259,810
	1,070,800
	613.9 %

	3
	Lithuania
	3,575,439
	1,221,700
	443.0 %

	4
	Bulgaria
	7,322,858
	2,200,000
	411.6 %

	5
	Czech Republic
	10,228,744
	5,100,000
	410.0 %

	6
	Hungary
	9,956,108
	3,500,000
	389.5 %

	7
	Spain
	40,448,191
	22,843,915
	324.0 %

	8
	Slovenia
	2,009,245
	1,250,000
	316.9 %

	9
	France
	63,718,187
	34,851,835
	310.0 %

	10
	Poland
	38,518,241
	11,400,000
	307.1 %


Source: adapted from Internet World Stats, http://www.internetworldstats.com/stats9.htm

The number of domains “.ro” increased in the last years in Romania. In the evolution of the number of this domains during 1993-2006, it was noticed a substantial growth in 2006 of about 55.000 domain names, representing about 30% of the total number of 176.623 domains.  This significant increase is due primarily to increased interest in business opportunities on the Internet from small or medium sized companies. They have chosen to create an own Internet page to be more easily found by customers or partners and bought the field corresponding to the name of the company. Although the number of domains has increased greatly in comparison with other countries, Romania is far behind in areas allocated to the Internet. For example, in Germany there are more than 12 million domains, while in Italy more than 1,5 million and in Netherlands about 3 million. In the table below are presented various European countries with their related total number of domains. 
Table 4. Number of domains by country
	Country
	Domain

name
	Total number of domains

	Austria
	.at
	767.775

	France
	.fr
	1.206.357

	Germany
	.de
	12.243.840

	Italy
	.it
	1.568.044

	Luxembourg
	.lu
	40.305

	Netherlands
	.nl
	3.027.731

	Spain
	.es
	970.580

	United Kingdom
	.uk
	7.069.820


Source:http://www.iana.org/domains/root/db/; related sites for each country 

(Dates for Austria, France, Italy reflect the situation from September 2008, while dates for Germany, UK from August, for Luxembourg, Netherlands from July, and for Spain from May 2008. This numbers will change permanently, due to the increasing number of domains registrations)
The way doing business has changed. Internet has already changed the perception of traditional way of doing business.It doesn’t matter if a company is selling its products or services online or not, but it surely matters the online presence. Today it is not enough for a company to have only a physical presence. A company without an online presence may be a company without future, because people simply don’t take those business seriously or don’t trust those companies without a fully functional website. The marketing benefits the Internet confers are advantageous both to the large corporation and to the small or medium-sized enterprise. These include a new medium for advertising and PR, a new channel for distributing products, opportunities for expansion into new markets, new ways of enhancing customer service, new ways of reducing costs by reducing the number of staff in order fulfilment. (Chaffey, Mayer, Ellis-Chadwick, Johnston, 2006, p.37) Silverstein B. mentions one important advantage of the Internet:”One of the very real differentiators of the Internet’s power is that it has a remarkable leveling effect on business. It can make a very small company look larger than it is. That means even a tiny company can compete, at least electronically, with organizations many times its size. That company can now extend its marketing efforts through the Internet to any part of the globe and take advantage of the same Internet channel used by industry giants.” (Silverstein, 2002, p. 15). The Internet allows anyone to do business from any part of the world. Internet has made possible changes in the business today, changes that are no longer limited between the borders of a country and this allows business expansion worldwide. Internet created new ways of communication and collaboration between business partners and consumers.
Online shopping in Romania is still in evolving phase, but Romanians have in general a positive attitude towards shopping over the Internet. The Romanian online market will increase in the next years because online shopping in Romania begun attracting attention and it is increasingly perceived as a real alternative to traditional shopping. Thinking at the past three or four years, the online market practically did not exist. Generally, most of Internet users in Romania have a positive attitude towards online business. A recent study showed that more and more Romanian Internet users are willing to purchase online and are open to online commercials. The results indicate the great influence of Internet as an excellent medium for branding, developing, improving new online services on Romanian online market. Already two years ago, Gemius SA, an international research agency specialized in online studies, has found out that nearly 83% of the surveyed persons declared that they click on Internet advertisements and additionally 87% of the respondents search for more information about the advertised product on the Internet, what confirms the importance of product websites and e-commerce services.(Online advertisement accessed by 83% of Romanian Internet users,http://www.gemius.com/pl/archives/2006-12-06/01). Silverstein B. mentions: “The Internet will continue to be an accepted place, potentially the preferred place, for business to do business and for marketers to reach business people.” (Silverstein, 2002, p. 15). The  Internet is an extremely important new technology, and it is no surprise that it has received so much attention from entrepreneurs, executives, investors, and business observers. (Porter M.E., Strategy and the Internet, Harvard Business Review, March 2001, p.63). The Web is a much more flexible marketing medium than the traditional mass media. We should believe that Internet is likely to be the marketing future, and not only an adjunct to traditional marketing methods. Companies facing with the issue if to market over internet or not should be behind.
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CONTROL IN ACCOUNTANCY WITH THE BALANCE OF ACCOUNTS
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Abstract: Considering the fact that every economic or financial operation is recorded simultaneously and with the same amount in the debt of an account and in the credit of another, which results in a permanent equality between the total of debts and the total of credits, the table stating this equality, this stable equilibrium, was given the name “balance”. The incorrect record of economic or financial operations as a result of disregarding double recording, erroneous recording amounts from the ledger into the grand book and from here in the balance, wrong calculus in complex accountancy formulae, the wrong deduction of circulation or balance due, all these lead to inequalities between the totals of the balance, which are identified with its help, a fact that gives it the character of a checking, control tool. So, through this table we can determine and check the exactness of records in current accountancy, through the existence of permanent equalities between its totals, which justifies its name.

Key words: analyzing, account, balance of accounts, checking, current credit and debt, final credit or debt, initial balance
1. THE CONCEPT AND IMPORTANCE OF THE BALANCE OF ACCOUNTS

In the category of methods specific to accountancy there is also included the balance of accounts. The balance of accounts ensures the permanent equilibrium in accountancy, imposed by the double recording of asset elements, on the occasion of recording operations with the respective elements in chronological and systematic order, as well as on the occasion of arithmetic calculus in complex accountancy formulae or in accounts for the establishment of money circulation, total amounts and balance due, thus offering the guarantee of exactness in the recording of current accountancy activity and of devising real and complete accountancy balances. The balance of accounts is devised in one copy, at least annually at the closing of the financial activity or on terms for periodical financial reports, on other terms according to valid legislation and any time this is necessary. The balance of accounts includes, for all the unit’s accounts, the following elements:
· symbols and names of accounts, in the same order as that in the valid plan of accounts;

· initial balance due or the total of credits and debts for the previous month, as the case is;

· current credit and debt circulation;

· total credit and debt amounts;

· final credit or debt balance due.

The balance of accounts on January 1st,for the “Previous total amount”, is completed with the final credit and debt totals for December. For the registration formula “grand master-chess”, when, for synthetic evidence, we use only the Grand book (chess) in which only periodical totals are used, we must use the balance form with four equalities, code 14-6-30.

NOTE:

▼For analytical accounts we can devise only the situation of balance due.

The compulsory minimum contents of information for balances of accounts in synthetic accounts include as follows:

· name of the unit;

· name of the form; date of devising;

· symbol and name of accounts, initial credit and debt balance due or previous credit/ debt total; credit/ debt totals; final credit/ debt balance due;

· signatures: head of the financial-accountancy department, the person devising the balance, as is the case.

· The compulsory minimum contents of information for the analytical balance of supplies include the following:

· name of the unit;

· name of the form; date of devising;

· code 14-6-30/c;

· initial supply; input/output supply; final supply;

· unit price; initial balance due; value: debt/credit; final balance due;

· signatures: head of the financial- accountancy department, the person devising the balance.

In conclusion, the practical usefulness of balances of accounts results from the following:

· it checks exactness of all operations recorded in synthetic accountancy, as well as analytical accounts, identifying any error that might appear in processing the accountancy information;

· it creates the mutual links necessary between synthetic accounts and the balance, in the sense that the balance prepares the data in final form ( the balance due of accounts at the end of the period) for the balance at the end of the respective period;

· in its original form, especially through the size of circulation and the evolution of balance due of accounts, balances provide plenty of information necessary for the economic and financial analysis and for the current management of units.

2. THE FUNCTIONS OF THE BALANCE OF ACCOUNTS

The balance of accounts has several functions, of which the most important, from which it takes its name, is that of checking the exactness of the records in accounts.

NOTE:

▼Although the use of computers increases the accuracy of calculus, the function of checking of the balance of accounts is maintained, and the correlations it is based on provide supplementary control in computer programmes.

Another function of the balance of accounts is that of creating concord between analytical and synthetic accounts. The accomplishment of this function is possible because for each synthetic account based on analytical accounts there is devised  a balance of accounts for the analytical ones, which controls the exactness of records in synthetic accounts through the concord that must exist between the analytical and the synthetic account it refers to, regarding the initial balance due, circulation and final balance due.

NOTE:

▼Analytical balances of account make the connection between analytical and synthetic accounts.

At the same time, as it is at the basis of book-keeping balance, the balance of accounts makes the connection between the account, which provides detailed information on every asset element in the credit and debt, and the balance, which provides general information on the overall activity of the asset unit. This connection consists in the fact that the data in the balance represent the final balance due of the accounts in credit and debt taken from the balance of accounts and then processed and classified according to the needs in devising the balance.

NOTE:

▼We may say that the balance of accounts represents the bridge between the analytical and the synthetic accounts, and between these and the balance; so, it makes the connection between the basic methods of accountancy.

The balance of accounts also has the function of classifying and centralizing data in accounts. The comparison and centralization of accountancy data with the help of the balance of accounts provides the management department of the unit with the possibility of finding out the extent and nature of modifications that appear in the structure of the unit’s elements, both in the current period and in the previous ones, the situation of debtors and creditors, of expenses and of the financial outcome of the unit at a certain moment and in process, etc. to help anticipate decision-making for the forthcoming periods.
NOTE: 

▼With the help of the balance of accounts we centralize the entire economic and financial activity of asset units, which was reflected in distinct accounts, thus providing overall information on all the economic assets they possess and administrate and on the activity over a specific period.
The balance of accounts has yet another function, that of a tool for analysis of the economic activity. This function is accomplished through the comparison on each separate account, in groups of accounts and overall, of the data at the beginning of a period with the data at the end of the period.
Thus, we can identify the modifications produced by the amount and structure of the unit’s elements, the accuracy of placement for these elements according to their nature and purpose, we can monitor the movement of all the unit’s elements, as well as the achievement of settled indicators through the comparison between real data and pre-established data. It can be stated that the balance of accounts plays a very important part in the analysis of the economic and financial situation over short periods of time and between two balances. From those presented above, we conclude that the balance of accounts plays not only a function of checking, but also those of classifying and centralizing the data recorded in accounts and of analyzing the economic activity, making the connection between analytical and synthetic accounts, as well as the connection between the account and the balance.
3. DEVISING THE BALANCE OF ACCOUNTS

Devising the balance of accounts represents a periodic activity, taking place monthly and any other time it is necessary, as follows:

· the operations are transferred from ledgers into the grand book by the date when the balance of accounts is to be devised;

· the amounts in the debt and credit of each account are summed up in the grand book and their balance due is calculated;

· the data from the accounts in the grand book (initial balance due, circulation, totals, final balance due) are transferred into the form for the balance of accounts;

· the columns of the balance of accounts are added up, and the established totals for each pair of columns (debt-credit) must equal each other. Also, the total of balance due established in the balance of accounts must equal the total of balance due in the ledger.

To illustrate the way of devising a balance of accounts, we start from an initial balance and from some economic operations which took place during that period of time.

CREDIT                         INITIAL BALANCE                      DEBT

	- Grounds   

- Raw materials

- Finite products  

- Customers

- Bank accounts (RON) 

- Cash (RON)
	18.000

12.500

5.000

2.200

11.500

1.500
	-  Suppliers

-  Short-term bank credits

- Registered capital


	3.700

7.500

39.500



	TOTAL CREDIT
	50.700
	TOTAL DEBT
	50.700


Over the current month (January) there took place the following economic operations:

1. Raw materials worth 2,500 RON are offered for consumption, according to the receipt;

2. A supplier is paid 1,500 RON from a short-term bank credit;

3. Raw materials worth 4,000 RON are purchased from suppliers (for illustration we do not use accounts regarding VAT);

4. From the bank account a due short-term credit is paid (3,000 RON) and a supplier is paid 1,800 RON;

5. 500 RON is taken from the bank for cash payments;

6. Vasilescu I. is given a prepay of 400 RON in cash;

7. 1,200 RON is paid through the bank by customers;

8. 2,500 RON is taken from the bank for the cashier’s desk;

9. Materials of the type of items in the inventory, worth 3,000 RON, are purchased from suppliers;

10. The expense account is closed.
The systematic record implies first of all the transfer of the initial balance due from the balance to each account, then of each economic operation from the ledger, establishing the final balance due in the end.

The record of economic operations in the LEDGER

(in chronological order)

	Crt. nr.
	Explanation
	Account symbol 
	Amounts

	
	
	D
	C
	D
	C

	0
	1
	2
	3
	4
	5

	1
	Offering raw materials for consumption
	601
	301
	2.500
	2.500

	2
	Suppliers’ payment from short-term credit
	401
	5191
	1.500
	1.500

	3
	Acquisition of raw materials
	301
	401
	4.000
	4.000

	4
	Reimbursement of a short-term credit and payment to a supplier from available funds
	%

5191 401
	5121
	
	4.800

3.000

1.800

	5
	Money taken from the bank account
	581          5311
	5121         581
	500                 500
	500               500

	6
	Prepayment for discount
	542
	5311
	400
	400

	7
	Money received from customers
	5121
	411
	1.200
	1.200

	8
	Money taken from the bank account
	581          5311
	5121         581
	2500                2 500
	2500                 2500

	9
	Acquisition of materials of the type of ítems in the inventory
	303
	401
	3.000
	3.000

	10
	Closing the expense account
	121
	601
	2.500
	2.500

	TOTAL
	 
	25.900
	25.900


The final balance due is obtained through the following correlations:

1. Sfd = Sid + Rd – Rc

2. Sfc = Sic + Rc – Rd

In the balance with four series of equalities, the final balance due can also be determined through the difference between the total of debt amounts and the total of credit amounts. After devising the balance of accounts, the work for a new balance consists only in transferring the final balance due of the accounts from the balance of accounts into the balance.

4. IDENTIFYING ERRORS OF RECORDING WITH THE BALANCE OF ACCOUNTS

The balance of accounts has the function of checking and identifying errors of recording through the equalities that must exist between the totals of different columns, as well as through the correlations that are established with them. The lack of equality or correlation may occur due to some error. With the help of the balance of accounts we can identify different errors, namely:

· errors of devising the balance of accounts;

· errors of closing the accounts for the final balance due;

· errors of recording in the grand book;

· errors of calculating amounts from complex accountancy formulae.

The errors of devising the balance of accounts appear on adding up the columns or when transferring the amounts from the grand book to the balance form ( as a result of reversing figures, omitting some figures which are part of that amount or adding some figures to that amount, misplacing an amount on a line or a column nearby etc.). The identification of the errors of calculus can be made through a second calculus, and that of the errors of transferring data can be made through a comparison between all the amounts transferred from the grand book to the form for the balance of accounts.

The errors of closing the accounts before the final balance due appear due to wrong calculus on adding up debt or credit amounts in accounts, or on calculating their balance due. The identification can be made through another calculus in every separate account.

The errors of recording in the grand book are due to wrong reporting of the amounts from the ledger into the grand book or from a page to the next of the grand book, for example: omitting to report in the grand book the amount of an account from the accountancy reports in the ledger, double reporting of the same amount from the ledger either because of reversing figures or because of omitting some figures that are part of that amount, or because of reporting a different amount etc., reporting an amount that must be transferred in the debt of an account from the grand book, for credit and the other way round, wrong reporting of the total from a page in the grand book on another page etc. The identification of these errors can be made through the comparison between the amounts transferred from the ledger to the grand book or between the reporting from a page to another in the grand book.

The errors of calculating amounts from complex accountancy formulae are due to the wrong addition of the amounts in these accountancy formulae. The identification of such errors is ensured by a second calculus with complex accountancy formulae and by comparing such recording with the initial documents.

NOTE: 

▼With the help of the balance of accounts we can identify only errors based on inequalities, not those which modify the type of accountancy recording itself.
Among the errors that can not be identified with the help of a balance of accounts there are the following:

Omissions of recording, which consist of the fact that the economic operation was not recorded at all, either in the debt account or in the credit account. The identification of such errors is possible as a result of checking the papers by comparison to see if they were recorded entirely, or as a result of finding papers without a mention of recording, or as a result of complaints from correspondents related to the respective operations.

Errors of compensation may appear due to wrong reporting amounts from papers in the ledger or the grand book, in the sense that an amount was unnecessarily transferred on one side of an account or several accounts, so that as a whole the two categories of errors compensate for each other. The identification of such errors is possible due to the appearance of weird final balance due for some accounts, with the help of analytical balances of accounts or as a result of complaints from third parties.

Errors of charge appear due to reporting an accurate amount from the ledger into the grand book both for debt and for credit, but not in the correct accounts, instead in other accounts which do not suit the economic contents of the respective operation. The identification of these errors is made like for the previous type.

Errors of recording in the ledger may appear as a result of wrong correspondence between accounts, double recording of an operation, both for debt and for credit, reversing the accountancy formula or devising an accurate accountancy formula but with another amount, bigger or smaller, both for debt and for credit. The identification of these errors is also made like that for errors of compensation.
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CONSIDERATIONS REGARDING THE ROLE OF THE FISCAL AUDIT PREVENTING AND FIGHTING TAX EVASION
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Abstract: The fiscal audit appeared as a necessity because in the democratic countries the fiscal system was based on self-taxation. It is known that not all the taxpayers declare their tax liabilities owed to the state budget wathsoever the size of these taxes is. The main purpose of the fiscal audit consist in preventing and fighting tax evasion, having effects on the way in which the taypayers will pay the tax liabilities. This phenomenon (tax evasion) has a negative influence on collecting budgetary incomes and also on business community. As a result of the diversification of E.U.’s fiscal schemes regarding the prejudice to the national budget, there is a joint programme for fighting tax evasion.

The fiscal audit has to take in consideration both, the principle of efficiency and the principle regarding the uniformity of assessment.The observance of the these principles, means the observance of another principle namely the equality in the eyes of the fiscal laws. Obeying the fiscal laws has to be a duty of both the taxpayers and the fiscal inspectors.

Key words: bogus company,  fiscal audit, fiscal scheme, prejudice, tax evasion 

1. THE NECESSITY AND LEGITIMACY OF FISCAL AUDIT

Democratic societies are characterized by the observance of the citizens’ rights and liberties and by the consolidation of its members’ relations based on trust. In the fiscal matter, these principles mean that the fiscal law gives to taxpayers the right to draw up their own income tax declarations, that have to be submitted within the legal term to the Fiscal Administration. The democratic state has to rely on the fiscal responsibility of taxpayers. They have to be aware of the fact that public institutions can’t operate properly unless everyone accomplish their public obligations, the payment of taxes being the most important. Voluntary conformation is the most efficient and valuable method of collecting the fiscal incomes. In order that taxpayers may exercise the right to draw up their own income tax declarations, the Fiscal Administration has to provide them fiscal services. The high quality services of the Fiscal Administration can diminish the number of errors which may appear when taxpayers draw up their income tax declarations. However, the state has to reserve the right through Fiscal Administration to check the income tax declarations in order to penalize those taxpayers who don’t conform voluntarily.

The process of checking income tax declarations must base on the risk prevention of fiscal fraud and on the maximization of fiscal incomes.The Fiscal Administration’s role of controlling must have as the main purpose the evaluation of validity of information provided by taxpayers. The control has to point out the real fiscal statement of taxpayers. The Fiscal Administration has to be legitimate in order to get information about taxable incomes from third parties. The taxpayers has to be aware of the legal right of the Fiscal Administration to get information regarding their fiscal statement. These information will be used to point out the real fiscal statement of taxpayers and for no other purposes. At the same time, the third parties has to know that they are obligated by the law to provide all the information requested by Fiscal Administration.
2. THE PRINCIPLES OF FISCAL AUDIT

The principles that has to be pursued when selecting taxpayers in order to carry out the fiscal audit are: the efficiency of this activity and the correct and unitary application of the fiscal laws. These principles are as follows:

· The principle of selection (Government Ordinance No. 92/2003 on the Fiscal Procedure Code, Official Gazette of Romania No. 941/2003) regarding the efficiency of fiscal audit – that refers to including in the plan of control those taxpayers who don’t conform voluntarily to fiscal obligations imposed by fiscal laws.

Fiscal Administration doesn’t have enough personnel to perform fiscal audit to all the taxpayers for the entire period of taxation. That is why the efficiency of fiscal audit depends in a great measure on the adequate selection of cases. This means that, as possible, the taxpayers who require fiscal audit, must be controlled in the prescription term. On the other hand, the taxpayers who don’t have tax rectifications to make don’t have to be included with priority in the plan of fiscal audit, this fact being based on the files or the fiscal administrations’ experience. Controlling these taxpayers would mean using human resources who could make other fiscal audits, that are really needed. The selection of the taxpayers, according to the above policy, leads to a control of necessity.

· The principle of selection regarding the uniformity of taxation – of fiscal control (the random selection).

This principle has a great importance because it derives from the equality principle of all citizens in the eyes of law and administration. Observing this principle means that the frequency of fiscal audits that are made at taxpayers (companies) who present similar fiscal risks (for example, depending on the domain of activity, size etc.) must be the same in the whole country.
3. MODALITIES OF FRAUD OF THE STATE BUDGET

The efficiency of fiscal audit is assured when this activity is very well prepared. First of all, the inspectors who make fiscal audits have to be well trained. It is very important to anticipate the way in which the taxpayers will react to their tax obligations. It is known that no one pays his taxes with great pleasure. Accordingly to their reaction there are the following categories of taxpayers:

· those who pay their tax liabilities in order to have a good image in the community;

· those who pay their tax liabilities because they are afraid of being penalized;

· those who want to break the fiscal laws whatsoever the size of the taxes is.

The Fiscal Administration is better to anticipate the taxpayers’ modalities of frauding the state budget. The anticipation of taxpayers’ behaviour is based on the previous audits made by the Fiscal Administration. Many fiscal schemes used to prejudice the state budget are drawn up by different experts who offer them to those taxpayers who don’t want to conform voluntarily. Some of these schemes pointed out by the previous fiscal audits are presented as it follows:
· the use of fictive documents in order to deduct the expenses which lead to the diminution of the tax base;

· having no records for the incomes achieved through encashments;

· making an invoice of fictive services;

· settling up the personal expenses from the taxable incomes;

· using the goods in personal purpose.

The fiscal scheme that provides great profits through the prejudice to the state budget it is represented by the well-known carousel method, used by the bogus companies in E.U. This method consist in using a bogus company, which appears in the economic circuit of goods. From the fiscal point of view, a bogus company is that one that doesn’t conform to fiscal obligations imposed by fiscal laws. For example, the A company has to make a delivery of goods to the B company. This commercial relation is presented as it follows.

In order to obtain the maximum effect of the carousel method, the prices are determined in such a way as the C company cashes 80 – 90% of the profit. It happens very often that the C company has its headquarter in other towns or even in other countries. Pointing out these facts of evasion represents a permanent concern of E.U., because they can produce very big prejudices 
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The carousel method suppose the presence of a bogus company. This method is presented as it follows: 



                      the movement of goods





At the level of Braşov District, the evolution of the prejudices to the state budget produced through the carousel method, in comparison with other methods, can be presented in the following chart:


Starting with 2005, the prejudice to the state budget produced through the carousel method has a significant weight in the entire prejudice pointed out by the fiscal authorities. Starting with 2008, the weight of the prejudice to the state budget in the entire prejudice pointed out by the fiscal authorities has been diminished but in a slow rate. To diminish the effects of the phenomenon of tax evasion produced through the carousel method, it is necessary:

· to intensify the exchange of fiscal information between E.U. countries;

· to make simultaneous fiscal audits between E.U. countries;

· that fiscal authorities use the method of the monetary circuit;

· to use the indirect method regarding the evaluation of income tax declarations.

4. CONCLUSIONS

The fiscal audit has to be a barrier in the way of taxpayers' attempts to not conform voluntarily. The audit efficiency also has to be evaluated from the moment when it points out the fiscal schemes. The sooner it points out the fiscal schemes the better for the state budget, the prejudice being diminished.
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INTEGRATED MANAGEMENT ASSESSMENT TOOLS
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Abstract: Given the fact that there is a global need for a more responsible management for each activity of the firm, the main instrument which is absent at international level is an integrated methodology – for performing and assessing management activities. For assessing and performing accounting activities there were built standards, but for management activities the standards are not explicit. The main goal of this article is to bring into view the problems regarding management assessment methodologies – the need for such methodologies, their appearance at practical level as best practices. These best practices can be considered integrated assessment tools for every management field. A best practice becomes instantly a standard for evaluating how a manager realizes his job.

Different authors, different opinions, several contradictions. We shall review the opinions of different authors regarding management best practices. Then we shall underline which the main problems are regarding the introduction of such best practices in Romanian firms – as a direct conclusion from participating to a national research program for developing an informational tool for gathering best practices.
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1. INTRODUCTION 
It is very difficult for the owners of a company to evaluate the level of management which is run inside their company. Except some fields like project management (where the Americans have established best practices like PMBOK – Project Management Body of Knowledge), the other fields of management are still very diversified regarding how management should be run. Some companies are very pleased with their external audit programs – which often tend to measure short-run results. The main problem is the fact that even managers are not able to understand which their level is, being ready to use the techniques they have learned in schools for thirty years as good tools. The cause is that there are no credible sources to guarantee the management level. How could we know if what we do – the way how we perform these activities, is adequate for the problems we solve? Is it sufficient to take into account the opinions which we find in books? Or articles? Is the newly used software in companies enough for saying that we perform a good management? 

There are two problems for which you should find answers in this article: are the standards necessary for management? Assuming their necessity, how and where could we find these standards? For answering these two questions we shall perform the next steps:

· We shall identify the need for methodologies – standards for performing and assessing management activities – insisting on good practices and benchmarking;

· We shall present ways for building such standards – insisting on the concept community of practice and explaining it according to Wenger’s doughnut model for knowledge management;

· We shall present a Romanian tentative for finding management standards – developed during a scientific project – the instrument is called INOVEX, it has been developed during the CEEX project „Creşterea Performanţelor de Calitate în Cadrul Proceselor Cooperative din IMM-uri prin Sisteme Expert în Ingineria şi Managementul Inovaţiei”, acronim INOVEX, cod CEEX 628/INFOSOC.
2. THE NEED FOR INTEGRATED MANAGEMENT ASSESSMENT TOOLS 

The need for integrated management assessment tools is not presented very often in scientific research. For assessing management usually the most of the assessment are realized (by consultants, different stakeholders) considering firm’s performance. Considering the audit types realized in United States – for finding the causes of the Enron disaster - Lindstrii and Korpi-Nilsson (Lindstrii and Korpi-Nilsson 2003, p. 17-22) suggest that the lack of the compulsory management audit (they call it operational) could be one of the causes. They say that such an audit shall evaluate the efficiency, the effectiveness, but also the performance of the company. This kind of audit was not realized in United States due the fact that managers suggest that they cannot realize their job if somebody checks the way they perform their job daily. Well, when we speak about a management audit (even it operational), we must speak also about a standard for performing the management activity. At international level there is an increase interest for studying the field of management audit, maybe as an effect of the recent problems of the existing performance measurement systems – firm oriented. Financial results, or organizational results (for example Balanced Scorecard performance measurement system) oriented methodologies are considered improper due the fact that they confound the causes of the performance with performance (Carton and Hofer 2006), p.xxi). The management audit is still an incomplete view of the work which managers perform. We believe that the concept does not reflect reality. If you want to control somebody, you should also establish a standard. We propose in this direction the term: integrated management assessment tool. It is an integrated methodology – which contains details regarding how each management activity should be performed: planning, organizing, leading, coordinating, controlling for every management level, for specific industries.    
3. A POSSIBLE INTEGRATED MANAGEMENT ASSESSMENT TOOL – BEST PRACTICES

Farrell (Farrel and Associates 2002), p.2) defines best practices considering the companies which define these practices:

· The software companies say that best practices are the tools which they offer for use;

· The management consultants will say that a best practice is what you don’t apply in this moment, but they can help you to implement this best practice into your business;

· The organizational management scientists will say that good practice – best practice are the methods which are used by the firm for avoiding failure in the future;

We consider that best practices for a management field are a set of useful solutions for the managers at every level (strategic, tactical, and operational) for performing their job (planning, organizing, leading, controlling). The set of best practices are what we said is necessary for performing and assessing a management process. If the accounting national systems have built standards, the management science cannot have standards – it has to be opened to improvements – so it could have best practices.

Benchmarks or best practices?

It is obvious the fact that if these best practices are used as a norm for performing management, then these good practices become instruments for management benchmarking. Or, in other words, these norms can be used for internal or external audit. The improvement of internal performance using self-assessing, comparing the way how a company performs and best practices can be called benchmarking (Bogan and English 1996), p.395). There are few differences between benchmarking and an integrated management assessment tool (build up using best practices). There are differences in our opinion between best practices and benchmarks:

· Best practices are the practices in the field, builded up by practice people, scientific researchers – they could represent a general bechmark, not only a company’s solution for solving problems; 

· Best practices are build by scientists, researchers, practice people – usefull for self-assesing or external audit, while bechmarks have to be found by managers from their environment – competitors, partners;

· Best practices are more general – they offer the so-called generic solutions, while benchmarks are offered by firm’s environment;

Juran says that the first step in benchmarking is to compare your system with the system of the industry (Juran and Godfrey 1999), p.12.3). This is with no doubt an advice for big companies, which afford to find out these practices. What happens with small and medium enterprises? We believe that best practices systems for management are neccessary. Would it be great to open a transportation management book where to find out very easy which are the transportation management problems a manager has to solve, how important are these problems? It would be great for sure to help the managers who don’t have a relevant managerial background, which are in the position to run such a department, without knowing specific methods usable only for transportation management. It would be benefic to build up a model which will take into account the problems of a manager (planning, organizing, leading, coordinating, controlling).
Implementing best practices and their disadvantages

Best practices are implemented at international level using different software. In logistics for example we use software as ERP (Enterprise Resource Planning), WMS (Warehouse Management System), and transportation software. Best practices can be found at international level at any level in organization, in many fields. Regarding these best practices and software, Davenport suggests that this software impose for companies even a new culture. The fact that these software bring for the company not only gaining a competitive advantage, but also introducing generic industry processes (Seppänen and Suomala 2001), p.449-450) can be considered a danger for any company. These processes are the practice even for other companies, the result at the industry level being the competitive convergence, defined by Porter as a moment where „companies perform the same processes in the same way”. We believe that the implemented software, if these are not customized for each company could conduct to competitive convergence. Regarding best practices and the methodology for performing and assessing management activities at firm’s level - we believe that competitive convergence can be avoided if these methodologies present several models, several solutions to a problem. Anyway, the impact for the organization cannot be compared between implementing modular software and taking into account the practices from the field.

4. COMMUNITIES OF PRACTICE

Best practices exist as long there are persons interested about these issue. In knowledge management theory, after describing what types of knowledge must be captured by organizational systems, the authors come and speak about knowledge management theories suggesting the fact that this activity shall not exist inside an organization unlike people understand it, accept it, believe it and work for it. There are several ways of gathering and sharing best practices. For presenting new methodologies, new models, new practices for different domains, articles, books are published. We shall further speak about a specific method for sharing and gathering best practices: the community of practice. This is the model we thought we could implement at national level when we have built up Inovex. Communities of practice are groups of people who share a passion for something that they know how to do, and who interact regularly in order to learn how to do it better (Wenger 2004), p.2). Communities of practice are everywhere. We all belong to a number of them—at work, at school, at home, in our hobbies. Some have a name, some don’t. Some we recognize, some remain largely invisible. Whatever form our participation takes, most of us are familiar with the experience of belonging to a community of practice (Wenger, McDermott et al. 2002), p.5). Wenger describes several aspects regarding how these communities work – he creates a model called „The dougnut model of knowledge management”:
Fig.1 The doughnut model of knowledge management (Wenger 2004), p. 2)
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To understand how communities of practice represent the foundation of a knowledge strategy, it is necessary to keep in mind the three fundamental characteristics of communities:

Domain: the area of knowledge that brings the community together, gives it its identity, and defines the key issues that members need to address. A community of practice is not just a personal network: it is about something. Its identity is defined not just by a task, as it would be for a team, but by an "area" of knowledge that needs to be explored and developed.

Community: the group of people for whom the domain is relevant, the quality of the relationships among members, and the definition of the boundary between the inside and the outside. A community of practice is not just a Web site or a library; it involves people who interact and who develop relationships that enable them to address problems and share knowledge.

Practice: the body of knowledge, methods, tools, stories, cases, documents, which members share and develop together. A community of practice is not merely a community of interest. It brings together practitioners who are involved in doing something. Over time, they accumulate practical knowledge in their domain, which makes a difference to their ability to act individually and collectively. They learn the practice, then they share it further, becoming a practice for a new community.
4. OUR EXPERIENCE AND CONCLUSIONS

The reality is we were not able to identify a well-developed community of practice in Romania. Inside INOVEX we have tried to build up a community of practice using a software. Managerial problems were detailed by major management processes and we have gathered the opinions of different managers from different industries. Then we have shared their opinions in a software. The truth is that we did not find to many good answers, and the cause could be named „interest”. We believe that people don’t „understand it”, then they are not capable to accept it, believe it and work for it. The necessity for best practices is obvious at international level. In the context of knowledge management and in the context of the new competition – based on human resources development – the communities of practice shall appear even in Romania in order to improve the level of knowledge.
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Abstract: The paper aims to reveal the state of environmental reporting in Romania. Since most Romanian studies that refer to corporate social responsibility represent this as a desirable trend for business planning it is conclusive at this point to have a general image of where we are. Environmental disclosures of companies are researched using content analysis. The results provide evidence that support the legitimacy theory. 

Key words: competitiveness, content analysis, environmental disclosure, Romania 

1. INTRODUCTION 

One of the important requests of environmental compliance is transparency. Thus companies find themselves competing in how well and comprehensively disclose the steps made toward environmental protection. Our paper aims to explore at what extent companies activating in Romania participate in this new type of competition. Since most Romanian studies that refer to corporate social responsibility represent this as a desirable trend for business planning it is conclusive at this point to have a general image of where we are. Environmental disclosures of companies are researched  using content analysis. The subject of analysis consists from the two largest companies that deploy activities in Romania.
2. BACKGROUND

Environmental concerns have gone beyond nongovernmental organizations exclusive interest and reached the most important actors - enterprises. This request came as a real challenge since it hit businesses in two sensitive points – expenses and competitiveness. Respecting environment contributes to larger expenses for a company because it generates new activities or gets the existing one more complicated, and requires investments. Browsing environmental legislation, setting up management systems, waste sorting, selection of suppliers and even customers are examples of activities brought by the need to be environmentally performing. On the other hand investment is needed for new production technologies and for new devices of waste and sewage processing. Nevertheless all these expenses are recompensed by significant reduction of consumption for utilities, lower crediting costs, and customers willing to purchase more expensive products or services. Competitiveness is the overarching goal of any company and in the framework of globalization it has became more and more important. Competitiveness is conditioned by numerous factors. Production costs, quality of products, company's image and other non-tangible assets are only some of them, and they are also interdependent. 

Environmental performance could make the difference for companies in their hunt for customers and markets. This means that more and more companies choose their suppliers taking in account the qualities related to environmental impact. In addition, a wide range of financial bodies included ecological criteria for credits and investments and this in turn influences the access and the cost of capital for enterprises. Given the complex nature of production processes judging ecological quality needs expert opinion and quite often is an expensive action. Therefore a complicated system of standardization and certification has emerged creating a common environmental language for business partners. This system also comprises the responsibility for being as transparent as possible, companies being advised to disclose their environmental information to the large public.

Environmental disclosures, also know as environmental reporting, are done within the framework of environmental management systems or corporate social responsibility commitments. The environmental disclosure consists from a message, more or less elaborated, about company's actions or position against environment. Its advanced forms are also standardized and evaluated using specific criteria. An important actor in this field is the Global Reporting Initiative that has set up both the content of environmental reporting and criteria for their evaluation. Meanwhile, environmental reports are evaluated using the tools of communication sciences. Among these, content analysis and discourse analysis are the most common one. Environmental disclosure has become a common practice in developed countries and especially for large multinationals that have significant environmental impact, such as oil companies. For example, Shell and British Petroleum, two of the largest private oil companies, have started to publish environmental reports in 1998. In Romania, the commitment for the European process created important obligations in the field of environmental protection. Therefore, in a relatively short period, a complex legal and institutional framework emerged and pushed private enterprises toward environmental concerns. In addition branches of private multinationals entered the national market bringing with them the environment friendly culture.

3. METHODOLOGY

Content analysis is a standard methodology for studying communication. It is defined as a way of codifying text and content of written narratives into groups or categories based on selected criteria, with the end goal of transforming the material into quantitative scales that permit further analysis (Weber, 1988). In order to reveal and analyze some patterns of environmental disclosure in Romania we selected the two largest companies – Petrom and Mittal Steel. These companies made up annual reports or other forms of texts through which they communicate to the large public their position and action toward environmental protection. The text processed was collected from the latest issues of the companies on their web sites. The content was captured in documents that allowed us to preserve the initial data for revisiting and verification. The analyzed text came from different types of issues – reports, information, press releases etc. The texts were analyzed considering certain variables developed based on the major categories suggested by GRI, such as: resources, environment, community, social issues, and projections. In order to have a milestone for comparing these categories we also considered the category named “company” on the base that as a publicly available document it will be used for promoting the name of the company and that any favorable action or intention will be attributed to the company. Codes used for identifying these categories there selected after a separate approach of each author and are listed in table 1 along with their description.

Table 1 Categories used in content analysis

	Disclosure category
	Codes
	Definition

	Resources
	RESURS
	How the company use or intends to use resources, including energy, water, raw materials

	
	ENERG
	

	
	EFIC
	

	Environment
	MEDIU
	Activities and projects that envisage environmental concerns, compliance, quality, impact assessment

	
	PROTEC
	

	Community
	COMUNIT
	Representation of community provided benefits and how the community could benefit through development. The ling between community and company is represented by the emphasize of communication

	
	COMUNIC
	

	
	RESPECT
	

	
	DEZVOLT
	

	Social issues
	ANGAJA(ti)
	Care of company regarding social issues of employees. Contribution of company toward educational programs and its position within the framework of corporate social responsibility

	
	EDUCA
	

	
	SOCI
	

	
	CSR
	

	Projects
	PRO
	Commitment of company for long-term projects and programs. Company’s vision toward sustainability, next generation and future

	
	VIITO
	

	
	VIZIUNE
	

	
	ANGAJAMENT
	

	Company
	PETROM/MITTAL
	Companies presence in document through its name and attribution of values, actions and intensions

	
	OUR
	

	
	VALORI
	


The occurrence of codes was unified by calculating their frequency in the overall text and interpreted considering the legitimacy theory.

3. ANALYSES AND DISCUSSION

Petrom and Arcelor Mittal Steel are the largest companies that operate in Romania, according to the data provided by the Ministry of Finance in 2007. Their total annual profit is more than 600 million euro, and more than forty thousand people is employed in various plants al over Romania. Both companies are based at some extent on foreign capital being the result of joint ventures and privatization. Petrom is a company that acts in oil industry. It has oil drilling sites, both inland and offshore, oil refineries in several locations and manage a widespread fuel distribution system. Arcelor Mittal Steel is a company that produces steel products of all kind (flat and long products, tubes and stainless steel) having its plants in Romania in the former SIDEX platform form Galati. This plant was one of the environmental hotspots in early 1990', some improvment of its environmental impact being recorded until recently only because some sections were closed. The  text  on which the content analysis was performed has over 2 000 words (2 033 for Petrom, and 2 704 for Mittal Steel). The analysis resulted in some remarks based on the histograms from figure 1 and 2.


Fig.1, Frequency distribution of sustainability categories in Petrom's environmental disclosure


Fig.2, Frequency distribution of sustainability categories in Mittal Steel's environmental disclosure

The first thing to note is that the reports that suppose to present what the company is undertaking and how well it performs allow a surprisingly large space and content for detailining their intensions shaped in realistic plans, strategies, and programs.  Thus, the category of “projects” has the highest score (3.3%) for both companies, but in case of Mittal Steel it outruns even the company's name. The second observation is that the hierarchy of the other considered categories is almost similar – resources/environment, community, social issues, projects/company. The category of “social issues” even has the same score – 1.7%. This hierarchy supports the legitimacy theory, because the companies struggle to reveal their direct contribution to the well being of people, focusing less on environment and resources, which even if they are common goods are not always perceived as such. The total occurrence of the categories is slightly different, being higher for Petrom (12.3% against 10.4%). 

4. CONCLUSIONS

Environmental disclosure has become in last years a more and more widespread practice in business. Its patterns and motivation were explored in several studies and research and resulted in the legitimacy theory and the stakeholder theory (resource and market based). One of the possibilities to explore the patterns of environmental disclosure is content analysis. This technique was applied for the text of social reporting disclosed by the two largest companies in Romania: Petrom and Mittal Steel. Considering the occurrence of five CSR categories – environment, resources, community, social issues, and projects – and the company's name as reference, we have found evidence that support the legitimacy theory. We have also remarked that the companies focus more on intensions than on actions and that they have very similar environmental disclosure patterns. One of the catogories – community –  even recorded the same score for both. 
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INVESTORS BEHAVIOR, POSSIBLE LINK FOR THE FEEDING OF FINANCIAL CRISIS
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Abstract: Taking into consideration the impact of the American mortgage market crisis on most of the financial markets, the subject regarding propagation mechanisms of the financial socks is of present interest.Empirical studies proved not to be enough to analyze the classical propagation links and so for a complete understanding of the propagation manner of the crisis we must study the investors behavior on financial markets; the investors behavior, sometimes during crisis, seems to be unforeseeable and so we need a way to measure it. The problem is whether or not the investor’s behavior is rational or irrational and in fact what does rational means.   

In this article we will analyze how the investors behavior influence in the past the power of the financial crisis propagation.Measuring the importance of the “investors’ behavior” factor we can limit the future propagation of financial socks.

Key words: financial crisis, investors’ behavior, propagation mechanism

1. INTRODUCTION
Through the last decades there were several contagion episodes on the financial market. These events together with the harshness that some countries were affected lead to a growing interest to this subject, the causes of the market contagion. The specialty literature identified some causes and across-borders transmission channels or correlation of the financial markets shocks. Some researchers described,  „the spillovers” to be the cause by the changing preferences of the investors. These changes come up because investors adopt the herd behavior in case some turbulences or some financial information appear. Some other researchers suggest that transactions are the links, with the help of investors reorient their funds to other markets for covering their losses induce by another market. They also analyzed interest rate shocks that affect simultaneously more then one market, and political links between countries (these less insisted on). Eventually, risk learning process and revaluation, means of getting to known the power of new fundamentals (inaccurate measured) may be another cause of turbulences transmission. The problem comes out when we are trying to predict the way future crises will be propagated from one region to another. In this case it’s not enough knowing the classical propagation channels of the financial turbulences (fundamentals between countries), it’s necessary to know investors behavior. Why? Because they seldom don’t make a rationally decision.

2. STUDY

Investors’ behavior is characterized by over-exiting an exaggerated reaction both on rising and falling markets. Most of the investors tend to buy or to expend their investments in short-term evolving assets. Simultaneously these investors tend to sell or to diminish their investments in short-term assets with a low performance. As a result, before the apparition of some turbulence, most of the investors will be holding assets from the category of those who had the best performances on short-term. Because of the over solicitation of these assets, their price will be over evaluated, and when corrections will take place on the market (for reaching the fair value) investors will suffer important loss. During a market correction, investors tend to panic because they believe to loose most part of the invested money, and then the most normal reaction is of selling everything for diminishing their losses. This will make the market drop even more. To make things more complicated, the market doesn’t react or it doesn’t react in a predictable manner on short-term. And then, if the investors react this way when small corrections are made on the market can we say that in the cases of some important financial crises their reaction doesn’t matter? It is know the fact that the big financial crises where also amplified by the massive sell of assets, induced by the investors’ panic. It is true that the turbulences appeared because of some system dysfunctions, but also investors’ reactions made the turbulences propagate to the other countries with the same characteristics as the one already in it. The most important thing investors should know is that short-term bias (trends) has nothing to do with the investment climate. And so, we could state that the market short-term prediction is the same thing with investors’ behavior prediction, a thing very hard to accomplish. Investors adjust their assets portfolios only when they are in a favorable position. The best period for these portfolio changes is in the ascending period of the market.  It isn’t possible to predict the best changing period, but the changes will take place as long as the investors are situated in a favorable position. 

A favorable asset transaction doesn’t mean selling assets with faint evolution and buying assets with a high profitableness, but it means selling profitable assets for gaining profit. For making these decisions it is necessary for the investors to be conscious about risk tolerance before making an investment. Knowing about risk tolerance is one of the most important things we should know before starting to invest on long-term. Investing in portfolios that don’t characterize owner’s intolerance to risk leads the investors, during market correction, to important changes, and so losses rise. It seams like it’s in the human nature to make these corrections during the market decline. To prevent these kinds of manifestations, investors should try to develop investment strategies by taking into consideration besides financial goals and aims,  risk tolerance. As a conclusion, emotions shouldn’t have anything to do with investment on financial market when the aim is getting a profit. As long as these will be part of the investment strategies, it will be hard to predict the market’s react as a whole during crises periods.

2.1. The way emotions can influence decisions

2.1.1 Ambiguity adverse

Choices are influenced more by risk structure then by the total gain probability brought by these risks. Ellsberg paradoxes (Ellsberg 1961) suggested that people are ambiguity adverse, and so they determine the apparition of irrational choices. As Camerer (1995) suggested ambiguity adverse could lead to the growth of the demanded risk premium, especially when investors are being presented new financial markets, because of the uncertainty of the economic environment and of the resulted incomes. In the case of the financial crises, ambiguity adverse is exercised by the fast transactions, on the tumbling market, made by those who want to sell the stocks with massive losses, without waiting for the situation to clarify.  

2.1.2. Mood, feelings and decisions

Risk adverse, suffering adverse and losses adverse can reflect a calculated avoidance of the future unpleasant feelings. Still, the moods and the emotions felt today by people affect their perception regarding risk choices. Generally good-tempered people are much more optimistic about their choices and their judges of minds than bad-tempered people. Sensorial senses and cognitive experience also can affect the decisional process. Affective moods contain information that can be used for drawing conclusion about the surroundings. So, there is the possibility that a person in a better mood to have the patience to make better decisions when the market is dropping, knowing the fact that the change of a portfolio content must be made when the market is expanding.

2.1.3. Self control

Postponed consumption (assets investment for future gains) implies self-control and so is related to moods and feelings. It has to be recalled that experimental studies suggest that people are inconsequence in time. This causes changes of choices even when there isn’t new information.

2.1.4 Herding

Still the most important influences have the borrowed information by an investor from the others, making him adopt the same decision. Herding, on financial markets means a situation when an investor or a group of investors assume others investors trading strategy. The reason for an individual to fallow this road is the fact that he believes that the others investors are getting information that he doesn’t, information that will help them to make better decisions. In the same category it is included the believe that others investor have better knowledge in this field. In the case of a stable market this behavior can influenced market’s short term evolution, but not in a substantially manner, in the case of a financial crisis the herding can cause the collapse of some sectors or firms too week for handling this swings, making the crises bigger. Prechter (2001) brings a new meaning on this behavior from the biological point of view. He makes the connection between the herding behaviors in financial with an innate humane characteristic - surviving. He explains that when individuals are faced with a high emotional situation, impulses creates an unmeasured desire to seek signals from the others, regarding knowledge and behavior, and to line up their believes and convictions to the ones owned by the group. When a sufficient number of investors act in the same way, they will create a state of consensus.  This will bring a sentiment of security among the outsiders creating a feeling large enough for collapsing a market. From behavioral finance point of view, herding is the product of two opposite emotions: fear and greed. Herding is a human disposition, which acknowledges the intrinsic power of fear over greed. But we all know that the big financial winnings are made from a unique idea, not from following the crowd.

3. CONCLUSION

The modern capital markets have grown in complexity. One only has to pick up a paper or magazine and you are bombarded with the latest “must have” investments. In reality, the complexity and choice simply adds to investor confusion and offers more opportunities for investors to make poor investment decisions and for crisis to increase their power. Investors would be wise to remember the words of one of the greatest investors, Warren Buffet: “To invest successfully over a lifetime does not require a stratospheric IQ, unusual business insights, or inside information. What’s needed is a sound intellectual framework for making decisions and the ability to keep emotions from corroding that framework”. If all investors will follow this advice and wall decision making will be financial rational, then the financial market’s trend will be easiest to predict, and the financial crisis will not propagate or accentuate in an unusual way.
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THE EMPLOYER BRANDING, A COMPETITIVE TOOL FOR SUSTAINABLE ECONOMIC DEVELOPMENT
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Abstract: The migration of the workforce, the fluctuation of personnel, and the low rate in the employee retention are some of the major issues that have brought on new pressure and exigencies on the strategies and practices of human resource management. One of the insufficiently used tools for solving these problems is the employer branding. Nowadays, the employer branding concept is intensely debated in the international HR environment. Still, its value is being insufficiently used, as far as competitiveness, development of companies, decrease of workforce migration and fluctuation of personnel are concerned.

In this context, this study evaluates the degree in which the companies on the Romanian market are aware of employer branding benefits (on dimensions like internal and external reputation, corporate social responsibility, leadership, effective HR strategies and policies, Employer of Choice culture etc.) from the perspective of competitiveness and sustainable development, decrease of workforce migration and fluctuation of personnel. As a methodology, the research is built on the analysis of the message frequency resulting from the monitoring of all messages on employer branding, development and competitiveness in the most representative Romanian economic publications, between September 1 - December 15, 2007, monitoring made on a set of dimensions and key terms.
Key words: employer branding, international HR environment, marketing and communication, sustainable economic development

1. INTRODUCTION

In some places of the field literature and practice, the employer branding rather has the looks of a new subtle instrument for hidden advertising or that of the involvement of some corporations with altruistic spirit in a project focusing on the care for the employees and common welfare (Ionescu and Stanciu 2008). The employer branding is also perceived as a strategy to recruit the best and hold them within the organization or, simply to re-educate them in the spirit of the company (Ruch, 2002). But the employer branding means much more than this. Built on the verge between marketing (to help recruitment in companies), public relations and communication (to be promoted with the goal of creating the image of a employer of choice), the employer branding is a concept which correctly states the complex approaches of contemporary companies (Barrow and Mosley, 2005). It refers to capturing the essence of a company so that the present and future employees may enjoy and benefit of being part of it (Ionescu and Stanciu 2008). The employer branding has not been built ex nihilo. The ideas which lead to this concept, already proved in the economic competition, are being applied to another reality, that of the employer-organization (Ionescu, 2008b). A market means competition, winning over new customers and keeping the ones already present in the portfolio: this competition is also valid for attracting new candidates and keeping good present employees (Kapferer, 2004). Taking in consideration the potential of the employer branding from the point of view of the competitiveness and long term development of the companies, we have proceeded to a research focused on the identification of the degree of awareness of this concept in the Romanian field press. Our goal was to get information about the concept’s reputation within the Romanian companies, to see in what extent do they have a employer branding strategy and if they are corroborating the employer branding with development and competitiveness.

2. INFORMATION

The research has as a main theme the survey of all the messages which have the employer branding as a main topic within the most representative field publications. The survey interval was between 1st of September and 15th of December 2007. The focus fell on identifying relevant articles based on a grid of key dimensions and topics. The articles were summarized according to the given key dimensions and topics. The construction of the survey grid we have relied on the field literature and in the field research made at national and international level (very few). We have thus established three fundamental dimensions: benefits pursued by potential and present employees from an employer, the degree of awareness of the employer branding by companies and messages and actions which aim to create/improve the employer branding image. Each of the three dimensions has been split into key themes. For the dimensions of benefits pursued by potential and present employees from an employer we have established 18 key themes: the prosperity of the company; social involvement: powerful organizational culture; positive feed-backs about the company from the employees; attractive wages; fast promotions; favourable environment; company’s support for the families of the employees; good reputation; very good social and personal status due to association with the company brand; unique and successful company history; social responsibility; security and safety of the working place; investment in the development of the employee; policy of evaluation; fair rewarding; company leadership. For the dimension the degree of awareness of the employer branding by companies, we have established 12 key themes: good reputation as an employer strengthens the company’s business strategy; creating and developing a good reputation as an employer is the task of the employees in the human resource department; creating and developing a good reputation as an employer is the task of the employees; creating and developing a good reputation as an employer is the task of the human resource, marketing and communication department; awareness of the benefits triggered by a good employer reputation; usage of the term Employer of Choice (EOC) of employer of choice (Gill, 2007); usage of the term of brand engagement; definitions of the employer branding; definitions of the reputation of good employer; definitions of the EOC. For the dimension messages and actions which aim to create/improve the employer branding image, we have established 11 key themes: the logo of the company is present in the messages, visual supports, etc; the presence of the visual materials which communicate the employer brand; the image of a good employer conveyed by the employees; the image of a good employer conveyed by potential candidates; companies are involved in community programmes; companies initiate and get involved in corporative social responsibility programmes; employees transmit the company’s mission, values, goals positively; companies consider that the welfare of their employees and a highly motivated and productive labour force brings them success; companies consider that the success of the business depends on the welfare of the employees, on the concern for their career and personal development; companies communicate externally through a series of presentations in university campuses, nationally by being present at the job fairs, social campaigns, conferences, seminars, career  portals, study and career programmes; companies communicate internally by initiating programmes with the goal of making the organizational culture popular.

The analysis grid had as main goal to obtain information on the number of appearances for each dimension and key-term, which allowed us to make a profile of the employer branding in the field press. We surveyed the issues of eight publications with field profile. The next step was to put together all the articles which had the themes within the theme grid. In making the grid we intended to obtain information about the number of issues for each key theme, the attitude of the author (negative, neutral, positive), the highligthed key themes, the degree of notoriety of the employer branding, the point of view on the autonomy of the field, the corectness in understanding the employer branding. The grid has also enabled us to obtain secndary data which were important for the quality analysis. The surveyed field publications in the perioad 1st of Septembrer-15th of December 2007 were: Banii noştri, Business Magazin, Bucharest Business Week, Capital, Efinance, Business Week, Cariere şi Săptămâna Financiară. All articles including the key dimensions and themes were surveyed  in all these publications and considered as being relevant from the point of view of the employer branding.

The major dimension in the field press was that of the benefits pursued by potential and present employees from an employer . This dimension was associated with 1242 acrticles, the highest rate was marked by Săptămâna Financiară with 846 issues, followed by Banii Noştri with only 144 issues. Business Week associated 108 articles with this dimension. The other publications had under 30 dedicated materials, except for Capital, with a number of 72 articles. The dimension the degree of awareness of the employer branding by companies, follows the dominant dimension mentioned above at agreat distance; there was a number of 151 articles focusing on this issue. Săptămâna Financiară published a number of 129 articles. The topics in the articles were related to the interest of the companies in a good reputation as an employer. But except for Banii noştri, with 11 articles, the  rest of the publications score maximum 5 articles dedicated to this issue. Business Magazin has no article related to the topic. The dimension on the third place is messages and actions which aim to create/improve the employer branding image. This dimensions rated a score of 104 articles. Săptămâna Financiară ranks first again with 48 articles, followed shortly by Banii Noştri with 40 articles and Capital with 16 articles. These data suggest the idea that the employer branding is not a very well-known topic or at least not a very present one in the Romanian field publications, the second and third dimensions being barely mentioned. It is true that the first dimension (which we are going to discuss further on) has an impressive number of articles covering it, but, from the point of view of the content, the majority of the articles focus mainly on key themes associated with the present or possible employer expectations. They are relevant form the point of view of the quality of employer of choice of a company or from the point of view of what an employee ex[ects from an employer, but they do not mention anything about employer branding, they only cover those aspects of their reputation or external brand (formal vision) of a company which matter to the public. These considerations stated on these results are only strenghtened by the key themes approached by the field publications. The mentioned interval, we have overviewed no less than 450 articles which dealt with key themes from the analysis grid and they all converge towards the formal vision ft he external brand. Good reputation, high level products and services or visibility in the top management in the public space are the topics approached by the articles. Săptămâna Financiară  has about 380 articles on these topics, Business Week over 30.  Whereas key themes like favourable environment, investment in the development of the employee or support coming from the company for the employee’s family are being mentioned in less than 10 articles. Interesting is the fact that from this whole, the theme related to the support coming from the company for the employee’s family has no record, while the key theme investment in the development of the employee has only 4 records. The minimum presence of the first dimension of the key themes directly connected to the employer branding is a symptom not only of the press ignoring the topic of employer branding, but also a signal showing the fact that many of the companies on the Romanian market do not make themselves visible through elements relevant to the present and potential employees. Otherwise said, they are not strongly connected to their profile of expectations, as it emerges from recent research. On the other hand, the field press has a general tendency of reflecting in an uncritical way the paradigm of the companies, being financially sustained by the advertisement space the companies buy in the pages of the publications. This is why, the main opinions in the articles are, most of the time, within the formal brand vision of the companies they are talking about. The dimension the degree of awareness of the employer branding by companies  split into 12 key themes was present in a low number of articles in comparison to the first dimension. The fact that there are less articles to relate to key themes of the employer branding is symptomatic for the degree of notoriousness of the concept. For instance, there are over 113 articles associated with the key theme good reputation of the employer strengthens the company’s business strategy, which is also a theme for the external branding. The key themes specific to the employer branding are associated with 6 articles. There are two references about (a), three about (b), zero about (c), (d) and (e), one about (f) and zero about (g). Just the theme definitions about the reputation of a good employer rates four references, one in Capital, Cariere , Efinance and Business Week. The majority of these articles focus on generic issues. 
Last but not least, the articles approach the topics about companies in a stereotypical way.  An important part of the articles have a slight look of advertising. So, from the point of view of the second dimension, the concept of employer brand enjoys a weak representation. Also, the analysis of the data and contents of the articles lead towards the idea that the impact of the employer branding is registered rather in connection to the quality of employer of choice , which only represents a small part of the concept. Furthermore, there is no article making reference to building an EOC position through the joined effort of the communication, marketing and human resources departments. It is not clear, from the surveyed articles, who is involved in the efforts of the companies to become employers of choice. Most of the times, the topic focuses on the whole company, in a vague and general way. If the analysis of the first two dimensions has indicated a weak presence of the employer branding in the Romanian field publications, the third dimension, focused on actions and messages which highlight the presence of a employer brand strategy is reflected in the same way. 
It was also noticed that most of the references on key themes which are directly linked to  the employer branding and with processes which are connected to the human resources field are associated with Capital, Săptămâna Financiară and Banii Noştri. The other publications reflect stereotype themes focusing on the employer brand in general, accompanied by information, actions, etc which refer to the reputation of the company. There are extremely few articles associated with major key themes of employer branding, and their contents do not state almost anything about the existence, creation or improvement of any strategy of this kind. There is no direct reference to this concept. Furthermore, the only references are linked to subjects related to the status of employer of choice, which is not associated with employer brand. As I was pointing out the status of employer of choice represents a part or an effect of the existence of the employer branding strategy in a company, and not the heart of the field. Many of the references have a prescriptive tone, they seem to be general branding or performance management recipes for companies and people, without showing a coherent strategy or an act of awareness.  We could state though that Capital has articles with more refined ideas, but only from the perspective of the employer of choice status.  This can be explained by the fact that the magazine publishes annually tops of the most wanted companies and is somehow involved in actions regarding branding.
3. CONCLUSIONS

We can this conclude that, by surveying one of the most visible publications in the area on the Romanian market and when analysing the content of the surveyed articles the concept of employer branding has a low degree of notoriety, at least at the end of 2007. Anyway, things have not changed in a relevant way so far, the majority of the publications and companies are interested only in the general brand. Most interesting are still the tops of the most wanted companies. Maybe this is a sign that organizations want an employer brand, but they are not yet aware if its benefits, or it’s meaning is not clear to them or they do not know where to take it from. Finally, some pertinent ideas about the limitations of this research. First, a significant limitation is that it is a qualitative research, although the methodology is a mixture of qualitative and quantitative methods. Second, the research is based on an inductive type of analysis. Another limitation is that we cannot extend the conclusions to the entire Romanian field press, but we can make conjectures, as we have quoted in this paper, long before presenting the research, other autochthonous information which validate them. Another limitation is due to the fact that our survey does not have statistic steps. Anyway, beyond the above mentioned limitations and others which certainly eluded us, it would be useful that publications should make the subject more popular, even at a theoretical level, through examples of good practice taken from the national and international area (even though they are few).
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Abstract: This paper is presenting in detail an example of a quality guide developed by a company for its clients to serve as a marketing instrument for building customer loyalty in a business to business relationship. The guide, having the objective to serve the customer in its development as small company, contained guidelines referring to product range, distribution, marketing activities, pricing, human resources, organizing of internal and external services, communication and profitability. By applying the specifications of the guide multiple positive results for the customer as well as for the company could be reached. The dissemination, implementation and measurement of quality criteria have been done by means of an attractive quality contest among the customers, where business excellence and growth was praised. 
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1. INTRODUCTION

The satisfaction of business partners is one stable factor in today's competitive market, and so it also may serve as the foundation for building a firm's strategy. Building the satisfaction of business partners and controlling factors which influence this satisfaction should be the basis for creating product and service strategies and consequently the strategy for the whole firm. One of the main aims of companies is keeping that customer satisfaction and increasing market share by offering added value compared to competition. But how can such objectives be fulfilled? This article presents an instrument designed for simultaneously reaching those objectives in a B2B relationship.

2. THE MARKET, THE COMPANY, THE CUSTOMERS

The tool was designed by a company selling a premium brand and acting in the highly competitive market of automotive spare parts. In this industry we deal with an extremely wide product range, up to 40,000 product numbers, requiring from the selling companies intense attention for detail and market knowledge. On this market, products were sold to wholesalers who consequently distributed them to workshops, retailers and the end consumer. Distributors, thus the company’s customers, were in competition among themselves and with distributors of other competing brands. The profile of the distributor was a small to medium firm, with reduced marketing and strategic resources, as well as limited product management, but acting in a fierce market. Lacking of other strategic instruments, on this market the competition was mainly carried out through price competition, thus lowering margins and the capacity of the distributors for developing strategic resources. Also this increasing price war brought for the company the threat of losing customers, because they were at one point tempted to switch to lower quality, but cheaper brands. Thus the objective of the company was to develop an instrument for keeping those customers, for increasing the quality of their performance and thus differentiating them from the competition and allowing them to retract from the price war and implicit increase their margins.

3. THE KEY IDEA

The key idea behind the instrument was to design the quality profile of the ‘ideal’ distributor and implementing this profile on the market. This was done by creating a guide to share management and marketing knowledge and know how with the customer and offering tools, other than price, to compete on the market. Mainly by offering quality services and a premium brand in the market, the end consumer could be attracted and retained. This is why a win - win situation could be reached. The distributor could enhance the quality of his services, gain margins, increase turnover and perform properly against the competition, while the company was building customer satisfaction, customer loyalty and gaining market shares.

4. THE SOLUTION

The guide contained several chapters covering all business and marketing aspects that should be in focus while performing at high standards. The chapters were: product, pricing, distribution, personnel, promotion, internal and external services, after sales services and economic efficiency. All chapters included criteria of assessment and permitted the customer to evaluate and adjust his own performance. In this section all criteria of the quality guide will be presented:

4.1. PRODUCT
The sold product range had to be assessed. The customer had to be able to deliver to the market horizontal and vertical depth of the product program. In other words to be able to cover market demand for spare parts for the most important automobile brands (that is for example to have spark plugs for Dacia, Renault, Opel, etc) and simultaneously to have all product range for one specific automobile brand (that is to have for example for Dacia spark plus, batteries, brakes, wiper blades etc). Also in this chapter the offered product mix was analyzed and a tool of inventory management was presented. All those criteria, being assessed and controlled, permitted the customer to have an optimal product palette being prepared for the high variations of market demand and simultaneously investing careful in inventory.  

4.2. PRICING
As told before, price was a very important issue of the guide. Customers had to be trained to maintain a discipline in pricing, to have official price lists available for the end consumer on internet, keeping strict payment regulations and payment conditions. Also the use of the company’s recommended prices for resale was praised. Customers were also explained how to build clear regulations for according discounts and presenting them to the market. Also the use of contracts with second trade level customers was highly recommended.
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Figure 1. The Business Quality Guide

DISTRIBUTION
In this section the relation towards the second trade level was analyzed. Second trade level customers should have been mainly among automotive workshops. Another category of clients could be retailers, but this kind of customer is preferring low priced commodities, while workshops opted for high value complex systems, and quality services which could build the customers margins. All clients should be proper served with on time deliveries. This could be done by having the proper car park and local warehouses. Also elements of logistics, fleet management and fast deliveries were recommended.

PERSONNEL
In this chapter the customer was advised how to perform human resources management in order to have the needed know how in his company for performing at high level on the market but also how to motivate and retain his employees. A personnel structure was recommended, containing sales manager, sales staff, office sales staff and marketing. Also motivating training programs and fringe benefits for the employees were recommended. The personnel could however only perform on clear defined objectives and having a precise job description. Also those elements were assessed in the personnel chapter.

PROMOTION
The customer was recommended to have a marketing plan part of his market strategy. Also he was encouraged to implement promotional activities whether developed by the supplier or own promotions. Loyalty programs for the end consumer were presented and recommended. Layouts for brochures, flyers and other presenting materials were assessed. The presence of the customer in media was monitored, product presentations to the second trade level were recommended and internet presence was evaluated.

INTERNAL AND EXTERNAL SERVICES
In this chapter internal processes were assessed such as internal communication and order processing. Also the way the company’s objectives were communicated to the employees was assessed. In terms of external services, the information system towards the clients (whether printed, mail or internet), e-commerce and the program with the customers were evaluated.

AFTER SALES SERVICES
At this point customer are advised how to provide customer support, provide guarantee processing and how to deal with complains. This section was introduced to communicate that the service delivered to a customer is not ending with the product delivery, but is continuing by keeping a close relationship to the end consumer. In this way loyalty can be build and market share gained.

ECONOMIC EFFICIENCY
Last but not least, customers are encouraged to continuously look at their financial figures. This section was again introduced to prevent price wars, to ensure that the client will sell its product keeping a comfortable margin, by delivering to the market top quality product and services. 

5. THE IMPLEMENTATION

One challenge was to implement such a complex quality profile in the market. Even though it brought important support to the customer, it required a certain effort from his side in implementing and correcting all the assessed aspects. This is why, for the motivation of the customer, there has been developed a ‘quality contest’ with attractive prices for those customers who reach top positions in their quality assessment, as well as for those who register the highest growth. The company’s sales force acted like a customer support in assisting the clients in implementing the quality requirements, but also monitored and validated the score of the customers. In this way a number of 26 wholesalers participated during one year at the quality contest and thus implemented procedures meant to increase their quality and to fit better to the provided profile.

6. RESULTS

In figures, a average percentage of 72,7% in quality was reached, compared to the initial 55,4% (where 100% is the perfect fit to the provided quality profile). In terms of turnover, a 67% increase was attained, compared to a 36% increase of turnover predicted by the company based only on market development. In other word the supplementary increase provided the company and its client’s market share increase. But the most important result of the quality guide was the building of customer loyalty. This was possible because the client was able to understand and to analyze in a professional way his business, his needs and his growth potential. Simultaneously he could obtain, by implementing the guidelines, an increase in his business performance. Another result was that the company which developed the instrument was able to better understand the needs and trends in the activity of its customers and accordingly to adjust its profile and product offer for them and finally a strong and stable partnership was build between the company and its clients.
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TYPOLOGIES OF STRATEGIES WHICH CAN BE ADOPTED IN TOURISM COMPANIES
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Abstract: For a company, strategy should represents its long term direction and goal to achieve advantages by configuring resources in a changing environment, to meet the market needs and shareholder’s expectations. The strategy can be approached in three different manners: the approach from the portfolio management point of view, the marketing approach and the approach related to the distinctive competencies (specialization).Depending on the selected targets, the company may opt for one of the three categories of strategies: non – differentiated, differentiated and concentrated strategy.

The main types of strategies used in the tourism industry are those related to tourist product or service launching and development, growth strategies, and the conflictual and relational ones. Growing strategies can be divided into: market penetration strategies, offer extension ones or chain strategies.

The practice of relational strategies tends to replace competitive conflict strategies. There are also various alliance and externalization strategies.
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1. COMPANY STRATEGIES AND STRATEGIC OPTIONS

For an economic organization, strategy represents its long term direction and purpose, in order to gain advantages, by configuring resources in a changing environment so as to answer the market’s needs and shareholders’ expectations (Johnson and Scholes, 2001). The strategy of a company can be approached in three different manners: the approach from the portfolio management point of view, the marketing approach and the approach related to the distinctive competencies (specialization) (Aubert, 1993). Starting from Michael Porter’s (Porter, 1986) theory, the five elements underlying any economic confrontation on the market are: the competition between current market offerers; the entrance of new offerers on the market; the technical and technological progress, which leads to a new offer or a major modification of the current offer; the clients negotiation power. Given the specificity of the tourist activities, two more additional elements can be added (Lozato-Giotart and Balfet,  2004):

· the international dimension of tourist activity;

· the level of tourist involvement: emotional, cultural, affective and, sometimes, technical aspects involve the customer in choosing a tourist product.

Starting from the elements considered above, we notice a discrepancy in assessing the importance of environmental characteristics and gaining a competitive advantage in the tourist sector. The four major elements of the tourist product requires, thus, very different levels of involvement, therefore stressing the large variety of approaches related to the strategic choices of these different elements of the tourist offer. To elaborate a marketing strategy of a company type organization, it is very important that the company chooses the selected targets. Depending on the selected targets, the company may choose one of the three larger categories of strategies (Lozato-Giotart and Balfet, 2004): non – differentiated, differentiated and concentrated strategy.

(1) Non – differentiated strategy. The strategy addresses, without making any distinction, the totality of potential consumers of a product. Therefore, the same product is offered to all potential consumers, using the same arguments regarding sale, and the marketing mix plan is defined globally, for all the targets. The non - differentiated strategy must be placed within a “global” marketing framework. Actually, along with the increasing internationalization and the relative homogeneousness of tastes and consumption modalities, many companies  define their strategies identically. Thus, they achieve economies of scale, paying off the costs related to research and development by distributing them to a larger number of sold products. Most multinational companies apply this type of strategy. In practice, applying a plain non - differentiated strategy is no longer possible. Mc Donald’s for example, although globally spreading the concept of fast- food, it adapts, however, locally, to consumer tastes. In each country where these restaurant chains are present there is a specific product variety, so as not to offend local eating habits. 

(2) Differentiated strategy. It resides in adapting strategy to different market segments, suggesting a product  or a variety of different products for each segment, while having a specific marketing mix plan. It all comes down to a methodological costly and expensive segmentation strategy. For instance, the ACCOR group developed by adopting this strategic option, opening various hotel chains on the market, each of them addressing a different consumer segment: Formula 1, Etap Hotel, Ibis, Novotel, Sofitel, Mercure, Suitehotel.

(3) Concentrated strategy. It addresses a single population segment. Thus, the company concentrates its efforts on a precisely defined target, and therefore it can better control costs.
2. TYPOLOGY OF  STRATEGIES USED BY TOURIST COMPANIES

The main types of strategies used by tourism industry are those related to launching and developing a tourist product or a tourist offer, the growing, conflictual and relational strategies (Lozato – Giotart and Balfet, 2004). On the other hand, from the marketing mix point of view, company strategies can differ according to company’s market position, its competitive position, according to the different strategic options, specific for each element of the marketing mix.  

2.1 Strategies Concerning The Launching And Development Of Tourist Product Or Services 

One of the first classifications of strategy types was made by M.Porter (Porter, 1982), who stressed in 1980, in his study entitled Competitive Strategy , what we currently call the “basic development strategies”. According to Porter’s view, the competitive advantage for sustaining company development  falls within the duality between the company’s capacity to control costs and the market’s capacity to absorb the offer (regarding quantity and price). Starting from this premises, three types of strategies can be considered: those based on maintaining low costs, differentiation strategies and strategies focusing on the offer (Juganaru, 2007): 
a) Strategies based on maintaining low costs - This type of strategies is based on cost reduction, so that costs are lower than those of the competition, thus for identical product offers, the cost is lower. These strategies are also called “cost prevalence strategies”. They often appear within the context of a volume based market and require a proper control of the production process, as well as the possibility to exert a strong pressure on the suppliers, so that the company can evolve on a market where clients are not capable to determine a significant decrease in the selling price of the respective company.
b) Differentiation strategy - This strategy refers to altering the characteristics of a good or service that will be sold on the market, compared to other similar products, offered by the competition. This differentiation may result from the label, brand, from product or service innovation, from the sold product or the modality of selling on the market.
c) Offer focused (specialization) strategies - These strategies require concentrating all company efforts on a precisely identified segment, and on certain market niches, which have in common a certain type of consume. This is an attempt to answer a well targeted demand. The resulting competitive advantage may be differentiation, by an additional service or by a cost related advantage, respectively the price.   
2.2. Growth Strategies 

Even if the growth means an increased influence over the target-market or a better positioning on the current market, these strategies are related to the company’s growth objective. This also means a better control of supply, production and selling costs. A better influence on the market can be achieved by two types of different strategies: 

a) Market penetration strategies 

The main characteristic of these strategies is the increase in the number of products sold on a market insufficiently or not at all explored by the company. There are various means to achieve this purpose: the purchase of brands, of production technologies, taking over other companies or increase efforts in the field of production, entering the market and image.  

b) Offer extension strategies

By using such strategies, based on the alteration of the offer technique, the company aims to develop its market, approaching new segments, new modalities of distribution or new geographic areas.  An important example is the merger between Air France and KLM, two large European airline companies, having at stake the logistics of Air France and the Asian destinations of KLM. 

c) Chain strategy

This strategy derives from the other two mentioned above. A better control  over the chain enables growth by cost reduction, thus resulting in a superior profitability of the company. Chain strategies, also known as integrative strategies, are related to this particular aspect, aiming either upstream (the supplier cost control), or downstream (retail cost control).

2.3. Conflictual (Competitive) Strategies 

Also called competitive strategies, conflictual strategies are confrontation objectives and aim at providing the company with the best tools necessary for the survival in a competitor conflict environment. Among these, three categories of strategies have been identified as being the most frequent.

a) Offensive strategies 

These are generally adopted by structures occupying a dominant market position, who aim at consolidating their strategic advantage. Offensive strategies can also be adopted by smaller structures, having radically different offers and enjoying a determinant competitive advantage at a certain time. These are the so –called “bébé – rechin” strategies, developed several decades ago by small structures, confronted with large distribution.

b) Defensive strategies

These are applied by both small and large organizations. A small organization strives to oppose a large one, that just entered the market. For this purpose it will try to differentiate itself and sometimes will associate with other small organizations to fight against the large one. The confrontation between integrated hotel chains and independent hotels is well known. Certain independent hotel owners differentiate themselves by the familiar way in which they welcome their guests, while others associate, creating volunteer chains, in an attempt to face the competition of integrated hotel chains. 

c) Follow-up strategies

Similar to conflictual strategies, the latter are characterized by a certain distance between the leader and the next competitor, distance translated as a form of alignment, of imitation performed by the follower, as a desire to be different expressed mostly by communication rather than by the product itself. 

2.4. Relational Or Assignment Strategies

These strategies (Balfet,1997) have known a major development in the tourist field. After intense competition between competitors – providers of tourist services, it seems the practice of relational strategies tends to replace conflict competitive strategies. Such strategies, formed on contractual bases, know several types of manifestations, and depending on their object, the most familiar are the alliance strategies and the externalization strategies. 

Alliance strategies

Such strategies are built around  certain networks that can be called “volunteer”. Depending on the way they function, these networks allow joining companies to achieve certain performances which  otherwise couldn’t be achieved. Depending on the selected target and the competition, four strategic options which can be used by the company can be highlighted: the competitor, the intensive, the extensive and the loyalty strategy. 

2.5. Strategic Options Used By A Company, Based On A Certain Competitive Position

When various competitive companies carry out their activity on the same market, they tend to define themselves one against the other. From this perspective, there are (Van der Yeught, 2005) three categories of positions which can be occupied by a company on a given market: the leader position; the challenger position (candidate to the leader title); the follower position.
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Abstract: This paper wants to present the interaction between climate changes and economical and social aspects. It’s known for sure that the atmosphere is warming up but it depends of people’s activities if this global warming process will be a quick or a slow one. The climate changes rate will affect economical and social development of human kind.That’s why it is intended to reach an international agreement regarding climate changes which will complete and continue with better results the stipulations from Kyoto Protocol, because only a multilateral approach to climate changes will be the best international instrument to guide humain activity. 
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Climate changes represent the biggest danger that the world is facing within the last few decades, with effects not only on natural environment but on worldwide economics also. That for, at international level, managing the climate changes is a priority for Governments. Climate changes have a negative impact to humanity and the evaluations of Intergovernmental Panel on Climate Change (IPCC) show that is necessary to find methods which will allow people and communities to adapt to the new realities imposed by climate changes. The process of earth’s global warming is  “unique    and continuous developing”. (www.unfccc.int/files/essential_background/background_publications_htmlpdf/application/ txt/pub_07_impacts.pdf) The effects of climate changes are already felt all over the world and the most affected are poor countries and developing economies which are threatened by:

· Lack of food products because of agricultural systems collapse due to drought but also due to flooding

· Lack of water as result of glaciers retreat and modification raining paths.

· The migration of inhabitants from the affected areas

These effects are already among the main causes of poverty and inequality around the world, but their increase due to global warming will lead to the rise of threats over living human security. As a main player for the world market, EU approaches climate changing problem at international level and also at local level, because climate changes have consequences over economics and the majority of society. Their approach represents a social and economical necessity, with the intention to avoid significant destruction at economical and social level. The increase of global temperature cannot be stopped but to reduce the increase of climate changes measures can be taken which have two main directions:

· Investments in order to diminish the climate changes;

· Ways for adaptation to the new realities imposed by the climate changes.

Although is not one of the most exposed regions to climate changes, EU is concerned by the consequences that may appear in the areas around its borders, like North Africa and Middle East. Increasing temperature and drought together with lack of water will lead to decrease of agricultural productivity and loss of vast agricultural areas. This will have as immediate effect, the reducing of food product stocks, which lead to unsteady food product stocks within the developing countries and increase of prices. The population affected by unemployment, the most vulnerable to the effects of climate changes, will increase the migration caused by weather changes, and will generate conflicts between the transit and the destination areas. The increase of extreme weather events caused by global warming, have as immediate effect, major changes in Earth configuration. On the one hand, we speak about the loss of Earth surfaces as a result of seacoast retreat, and, on the other hand, because of global warming, the Polar Regions will become available for exploitation. Because of this, a bitter competition will start for the access to power resources or their control.

The challenges of climate changes will start a frustration feeling between north and south, because the developed countries will be able to ensure protection against climate changes while poor countries from the south, which are less responsible for global warming, will suffer more. This resentfully feelings will threaten international security. Our current society has a very rapid growth and the energy supplied for all her activities mainly comes from oil and methane gas. Because these resources are limited and will finish in the future, and because the expectations are higher, the solution comes from substitution resources, but these are not available in enough quantities and have raised costs which the countries with developing economies cannot sustain. The effects of climate changes can be substantially reduced if measures will be taken to reduce the level of greenhouse gases from the atmosphere. The pollution can be reduced by switching from power produced using natural gases and coal to more clean technologies of transportation and production of power and heat like solar energy, wind power and hydra-electric power. But the problem of implementing such technologies is represented by the very high costs required by the implementation at a big scale. Because of this, only developed countries will be able to sustain such expenses, for the rest of the world this means an economical crisis. Although in 1997 almost all the countries around the world, decided as a rule at Kyoto, that the pollution level with carbon dioxide and other gases which has a great effect on global warming should be decreased, for EU and the rest of the countries were noticed that the emissions of carbon dioxide are higher. In Europe, these emissions are up by 1.1% in 2007. For EU, an emission transactions scheme is implemented for reaching the targets which were decided according to Kyoto protocol which stated that each country has to keep the hot gasses below the level measured in 1990.

This scheme was agreed in 2005 in order to enforce the decisions from Kyoto protocol which stated that hot gasses emission level should drop by 8% until 2012. Because the gas emissions increased and developing countries like Brazil, China and India are excepted from Kyoto Protocol, in December 2007 was settled a calendar to prepare a new treaty which will complete and replace Kyoto Protocol. There were discussed the measures that need to be taken for fighting against global warming, not only to use clean technologies but also:

· For developed countries to reduce gas emissions and also to include developing countries in the plan of pollution decrees;

· Forests protection and the decrease of land clearing are an important part from the efforts to fight against global warming and they are considered as part of commitments taken to reduce gas emissions with greenhouse effect.

· Financial assistance granted to developing countries to implement measures in order to reduce their vulnerability regarding climate changes.

· Carbon market. European system although disputed, seems to be a solution for reducing the gases with greenhouse effect. The trade with emissions reached 30 billion dollars in 2006 and a similar system applied to an international scale might reach a annual value of 100 billion dollars.

In order to help poor countries, 3 funds were created:

· The special fund for climate changings used for financing projects regarding accommodation, technology transfer, economical diversification and institutional capacity;

· The fund for less developed countries, which will be used by the assistance programs of these countries;

· The accommodation fund for financing projects in developing countries and for upholding the increase of institutional capacity in these states.

Using the regenerated sources of energy not only reduce gas emissions with greenhouse effect but creates also new jobs. EU estimated that the usage of regenerated energy sources will lead to a million of new jobs until 2020. At this moment EU uses 8.5% regenerated energy out of all produced energy, with extreme examples like Malta that produces 0% regenerated energy and Sweden that produces 39% regenerated energy. EU policy regarding the trade of emission certificates does not cover all economical sectors such constructions, transportations, agricultural, services and wastage. The emissions decreasing process in these sectors will be made using a solidarity principle between member states according to Gross National Product and the member states will need to reduce emissions or they will be allowed to have more emissions comparing to year 2005. Within EU, many of the member states, as Romania, think that the program for reducing the hot gas emissions between 2008 and 2012, is reducing their capabilities of economical development and also the competitiveness on the global market if they don’t receive a greater protection against the competition that comes from the countries with a much more permissive environment legislation. This states (Bulgaria, Estonia, Leetonia, Lithuania, Romania, Slovakia and Hungary) clamed as misleading the reference to year 2005 because this reference will favor developed states and more then this is not reflecting the emission decrease witch ex-communist states have made after 1990 once with the reorganization of their industry fields. That’s why they propose as alternative the emission decrease by 18% evenly comparing with year 1990. Although there are opinions against this proposal because this approach will increase the emission of gases with greenhouse effects, it needs to be found a way which will not disadvantage the developing countries economics within EU.
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Abstract: The specialists in human resources management are more and more concerned with the concept “work/life balance” and developed a large number of studies in Europe that reveal that, at the European Union level, one in nine of full-time employees work more than 60 hours every week.  The conflicts between the professional career and the personal life affect their daily activities at work and also their mental and physical well-being. The negative consequences are translated in inefficiency at work and poor relationships with their families. 

Formal or informal, the work flexibility allows the employees to choose when and where the work is carried out, without reducing the number of working hours. We debate in this paper whether the flexible working influences in a positive direction the work/life balance and leads to increased job satisfaction. Are the Romanian organisations capable to create strategies to increase work flexibility?

Key words: flexible working, human resources, strategies for a flexible working, work/life balance

1. INTRODUCTION

The concept of work/life balance or the reconciliation between the professional and the personal life is not in fact a new issue for the specialists in human resource management, but a very important issue at the present time in Romania. Nowadays we are definitely dealing with this problem as the Romanian employees, in order to earn money, choose to put on the second place their family and personal life. When the amount of work doesn’t allow the employee to play an active role outside the organisation and outside his workplace, it is very important to identify the work/life conflict and its generating causes and especially the main methods to eliminate this conflict. The imbalances come as a consequence of over working and in particular because of the work related stress. The working conditions, the problems related to labour health and security, the uncertainty of the workplace, the tight deadlines and so on, all of these are stress related factors, with multiple repercussions over the personal life. The conflicts between the professional and the personal life are severely affecting the physical and the emotional balance of the employees and have multiple consequences over their health, the quality of their relations outside their working hours, the way they communicate with their families, friends and in general with the rest of the society. The latest year’s studies attest the fact that the work/life balance type of conflict only increases the human resources costs of an organisation because of the higher absenteeism, the workforce fluctuations, the lack of commitment and work satisfaction. 

2. THE WORK/LIFE BALANCE IN EU AND THE MAIN METHODS USED FOR A FLEXIBLE WORKING 

The negative consequences of the work/life imbalance have an impact over organizations and their human resources. Worldwide, three types of initiatives were distinguished in the last few years: 

· There are countries where work/life balance is a very important objective and is supported by national programs directed towards a flexible working; here the organizations are aware of the importance of work/life balance and are voluntarily adopting such practices;

· Other countries tried to change the legislation in order to avoid the work/life conflicts, without promoting in a certain way the concept;

· The third category of countries only takes legislative measures for some of the negative aspects of work/life imbalance. 

In United Kingdom, New Zeeland and Australia the reconciliation between the professional career and the personal life developed and became a real national strategy. These countries launched promotion campaigns for flexible working where the supplest organizations are rewarded for their best practices. In United Kingdom the legislation allows the employees with children to choose flexible working programs. A variety of resources also encourage the organizations to evaluate their own work/life balance practices: the way these practices integrate with the global strategy of the organization and its results, the costs of absenteeism when the organization doesn’t allow flexible working practices, consultancy to develop a work system based on flexible workplaces. Despite the variety of measures, even United Kingdom still deals work/life balance problems emphasized in a study published in march 2008 conducted by the Work Life Ballace Centre, Coventry University and University of Wolverhampton Business School. 51.7% of the sample of employees were contracted or expected to work between 36 and 38 hours a week. While only 7.2% of people were contracted to work 40 hours a week 17.6% actually did so. Some 15.6% of respondents reported working more than 48 hours a week, while less than 1% were contracted to do so. Respondents were also asked to indicate 3 main reasons they worked above their contracted hours. The sheer volume of work was chosen in the top 3 reasons by 72.6% of the sample. Overworking to meet deadlines was chosen by 56.5% of the respondents while more than 4 in 10 (43.5%) indicated that they actually chose to work additional hours.  

In countries well known for their sustained social policies like Sweden or Denmark, the reward systems of new parents encourage their active implication in raising the children, without abandoning the working place. The labor legislation entails organizations to offer the employees who are young parents part – time jobs and even an extended lying in (postnatal holiday) in case of necessity. In Sweden there is also an awareness campaign to promote the importance of fathers’ involvement in raising children. Other countries like Holland, Belgium or France only develop their legislation in order to maintain the balance between the job and the unrewarded responsibilities (family, personal life). These countries don’t have supported campaigns to promote work/life balance like the northern countries. In France the legislation decreased the working hours, Ireland has a national day: Work/life Balance Day and United States of America a whole month dedicated to work/life balance (National Work and Family Month). All the studies conducted in European Union reached the conclusion that in Europe are still problems with overworking and the neglecting of personal life and family. A survey conducted by the European Foundation for the Improvement of Living and Working Conditions found that women would prefer to work fewer hours than men, on average, because women are devoting more time to childcare and unpaid domestic work. 16% of women are involved in caring for elderly or disabled relatives at least once or twice a week, compared with 8% of men, 41% of women are involved in caring and educating children for one hour or more every day, compared with 24% of men, 63% of women are involved in housework for one hour or more every day, compared with 12% of men. The conclusion is that women prefer a shorter work week and desire to balance work with other life demands. According to a survey conducted in European Union by CIPD in 2005 the main practices towards a flexible working are:

	
	Formal policy (%)
	Informal arrangements (%)

	Part-time working
	41
	24

	 Term-time working
	18
	22

	Job-share
	32
	23

	Flexitime
	32
	19

	Compressed hours (eg 4-day week)
	17
	23

	Annual hours
	14
	15

	Working from home on a regular basis
	19
	30

	Mobile working
	9
	16

	Career breaks/sabbaticals
	26
	16

	Secondment to another organisation
	18
	18

	Time off for work in the community
	12
	17


The main motivation for making use of flexible working practices is to improve retention. One in three participants in this survey (27%) perceived flexible working as having a major positive effect on retention and 47% said it had a real positive effect. 70% agreed that the employee motivation increased after implementing flexible working practice and that it was a higher sense of satisfaction and commitment in the organization. In Romania, the survey AMIGO 2005 reveals that women worked an average of 40 hours a week, which was 1.5 hours less than the average weekly working time of men (41.5 hours). The overworking in Romania highly affects the personal life of employees and the relations with their families. The average number of daily and weekly working hours is influences by the proportion of full-time and part-time workers. 86% of the total working population in Romania work full-time compared with the EU25 average of 83%. Despite this percent, over 40% of Romanian respondents who worked part-time expressed their willingness to work on a full-time contract, compared with only 22% of the other citizens of European Union (EU25). Results of the European Working Conditions Survey 2005 reveal that 51% of the respondents worked, on average, over 40 hours a week in their main paid job. Almost 30% of Romanians would prefer fewer working hours, in comparison with just 6% of workers, the average in the European Union countries. At the same time, some 47% of Romanians respondents worked between 10 and 39 hours a week compared with 73% of those in the EU25. More data about the average working hours in Romania and EU25 are presented in the next table:

	No.of hours
	Romania (%)
	EU25(%)
	EU15(%)
	NMS(%)

	<10
	2
	2
	2
	2

	10 – 39
	47
	73
	75
	59

	40 – 44
	4
	8
	8
	10

	>45
	47
	17
	15
	29


When questioning “You work more than your regular schedule, i.e. more than 10 hours a day, more than 5 times a month?”, 36.3% of Romanians respondents said “yes”, compared with only 15.9 percent in EU25. Even though, Romanian workers seem to have more flexible working time arrangements, since only 45.8% declared they have a fixed arrival and departure time, compared with 61.2% of those in the EU25. When speaking about work/life balance and flexible working, Romanians think about money and the fact that free time means less money. The majority of Romania’s population doesn’t have the necessary income to use their spare time for purposes other than preparing food, household cleaning and weekend holidays. Though, things improved in the last few years. Based on levels of education, flexible working hours are only possible for 62% of those with a lower education, 40.7% of workers with a medium level of education and 35.4% of people with a higher education. The most popular practices of flexible working are part-time working, flexitime and sometimes mobile working. The decreasing birth rate also indicates the fact that young parents are not encouraged to have children in Romania. The law established a fixed wage for the parental leave, unrelated with the initial income. Despite the fact that Romania’s legal framework in terms of employment, working conditions, flexibility and even work/life balance is harmonized with the European Union legislation, numerous inconsistencies still exist in terms of applying these regulations and offer to employees a flexible working environment. 
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MOVING LIMITED DISTANCE FROM ADAPTATION TOWARD A STANDARDIZATION OF ASSORTMENT IN RETAILER STORES: 

COMPARISON BETWEEN FRANCE AND ROMANIA
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Abstract: French retailers have found opportunities in Romania, which meant creating formats quite different from those in France or, in the case of a diversified firm, exploiting just one format from its range. However, this strategy seems to be a short time one given that, in order to be successful in the long term, retailers need to anticipate and plan for the changing environment, with its attendant opportunities and risks. Even though similarities between the host country, Romania, and the home country, France, allowed a degree of similar development, changes have occurred mostly in the areas of assortment and price. Romanian consumers’ behaviour over department stores, clothing and supermarket operation is, actually, moving limited distances in both physical and cultural terms. 
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1. Introduction

In the globalization era, company internationalization in the retail industry becomes an every day reality. The European Union, an example or regionalization, now includes 27 countries, while at the international level we become more globalized. The aim of this paper is, first, to characterize the assortment store via comparison between stores in Romania and stores in France and, secondly, to understand the way in which the consumer (in Romania) evolves towards a much more standardized consumption, as well as the strategy of retailers for setting up store assortment. A thorough decision must be taken, as adaptation may damage the brand. Iasi and Grenoble have been chosen due to the fact that there a high degree of resemblance between the two. They are both mostly academic cities, with a stable population (around 350,000 inhabitants for Iasi and also for Grenoble area), as well as a large number of students (70,000 in Iasi, 150,000 in Grenoble). Also, both cities benefit from a various offer in terms of supermarkets, hypermarkets and discount stores. Most differences reside in income level, as well as in customer behaviour.

2. Foreign market entry strategy based mostly on adaptation versus standardization  

A recurrent theme in global marketing is whether companies should aim for a standardized or country-tailored product strategy. At the very first beginning of entry in Romania, the principles of standardization ennounced by Buzzell (1968) were not relevant. Buzzell (1968) stated the advantages of standardization, while barriers are represented only by external variables (market characteristics, competition, product life cycle phase, marketing institutions, regulations).  Levitt (1983a) defended standardization. For Levitt (1983b), technology favors certain market homogeneity. He identifies two types of organizations: the multinational organization (old-fashioned, which adjusts to national realities) and the world organization (which takes globalization into account). As Levitt’s theoretical frame did not explicitly include the competitive dimension of globalization, Porter (1986a) improved it by taking into account global competition in a strategic view, discussing about a single whole and not about a sum of independent functions. 

2.1. Entry strategy of international retailers in Romania

Cross-border leverages differentiate the firm’s target customers in terms of needs and expectations. Adaptation is inspired by a market-driven mindset, increasing customer satisfaction by adapting global products to local needs. Certain authors have reanalyzed the foundations of standardization and suggested adaptation. Wind and Douglas (1986), as well as Wills, Samli and Jacobs (1991) suggested the principle “think global, act local”. This implies having a global perspective in order to approach globalization, as well as taking into account market specificity and cultural differences when elaborating marketing strategies. According to Wind and Douglas (1986), consumer behavior can be more diverse within the same country than in different countries, which implies segmentation. Wind and Douglas suggest a free choice between global and non-global in what the mix variables are concerned. The development of a presence on the Romanian market is based on two types of considerations (Rochette, 2006): a price consideration – benefit from advantageous costs, in particular from low costs for work force with a good qualification level; a market consideration – conquer the internal market and take part in its dynamic development. International retailers, Carrefour in particular, use this type of consideration in Romania, also taking into account customer behavior and cultural differences.
2.2. Realities of commerce in Romania

According to a study performed by GfK, the Romanian commercial market is currently dominated by multinational companies. Romania is, among South-Eastern European countries, the one that has attracted the biggest number of international retail chains (10 - Metro, Carrrefour, Rewe, Schwarz Group, Tengelmann, Auchan, Delhaize Group, Louis Delhaize, ITM Entreprises – Interex, Spar). Carrefour estimates that, in the next few years, the Romanian retail market will have a spectacular evolution, growing from 40 billion euros in 2007 up to 100 billion euros in 2010 (Popa, 2007). Romania’s accession into the EU in 2007, along with solid GDP growth (9.3% in the 1st semester 2008 compared to the similar period of 2007), sparked retailers’ renewed investment interest. The country’s hypermarket sector is predicted to boom. However, because many of the global retailers already have a stronghold in this market, the window of opportunity will close quickly. Carrefour, Kaufland, Louis Delhaize and Metro have all begun to expand into Romania while Auchan opened its first stores in 2006. (Kearney, 2007, p. 16) For example, Carrefour is expanding its hypermarket network in Romania by 7 stores a year and expects to reach around 40 stores by 2012, according to a report released by Hyparlo, a division of the French group. Investments in expansion are estimated at 450 million euros for the 2009-2012 period. (Popescu, 2008) The coordinator of the Stability Pact (January 2002 – June 2008), Erhard Busek, considers that, in the daily menu of Austrian investors, Hungary is ‘the soup’, Romania is ‘the main course’ and Czech Republic is ‘desert’. (http://www.asistentasociala.ro/news.php?page=24)

2.3. Assortment comparison between France and Romania

As Iasi and Grenoble have two Carrefour hypermarkets each, we decided to focus our research on Carrefour and question two customer categories: 1. Romanian citizens who lived in France for a while; 2. French residents of Romanian origin. Their answers are summarized in Table 1. Based on their answers, we can assume that Romanian customers expect a more standardized and less adapted format from Carrefour. For example, they would be interested in purchasing traditional French products and they expect Carrefour to allow them to do that.

Table 1 – Differences and similarities at Carrefour Romania and France

	
	Carrefour Romania
	Carrefour France

	Similarities
	Service quality, marketing mix

	Differences
	Stores in cities

Longer time of waiting at the cashier’s

Local products

Low quality bread

Generally, more expensive
	Stores at cross-roads

Larger spaces in store

Carrefour gas stations More various products

Better quality

Various BIO products

High quality cosmetics

	Characteristics / products found in France that should be present in Romania
	Traditional French products should be more present (cheese, wine, cosmetics, delicacies)

Better quality and more variety in clothes and shoes

	Suggestions for the top management of Romania
	Better selection of personnel; Larger presence in city life; Weekly price reductions; Better quality for fruits and vegetables


2.4. One major issue: price

One key aspect that affects Romanian customers is price, which is considered many times higher in Romanian supermarkets / hypermarkets than in Western European ones. A parallel study performed in Romania and France in terms of price revealed that this is partially true (see Table 2).
Table 2 – Price for basic food products in Romania and France

	Annual income per capita (EUR) / PRODUCT
	Romania (10,500)
	France (26,500)

	Sunflower oil (litre)
	2.30
	2.00

	Milk (litre)
	1.10
	0.90

	Wine (0.75 litre)
	1.70
	1.30

	Yoghourt (500 ml)
	1.30
	1.35

	Apples (kg)
	1.20
	1.80

	Tomatoes (kg)
	1.30
	2.00

	Potatoes (kg)
	0.90
	0.96

	Sliced bread
	0.60
	1.00

	Still water (4 bottles)
	1.90
	2.00


Source: Carrefour, Kaufland, Billa (http://ignatetienne.blogspot.com/2008/06/de-ce-este-romnia-o-ar-scump.html)

Reasons for high price levels are considered the underperforming agricultural farms, the old transport infrastructure, the highest VAT rate for food in the EU (19%), slow development of modern commerce in the 1990s, high taxes required by supermarkets (40% compared to 20% for the rest of the EU), massive imports (negative commercial balance), fragmented points of sale (over 70,000 for food at national level), greedy manufacturers and importers.

3. Different retailer strategies despite trend of standardisation 

Unlike Buzzell (1968), Wind & Douglas choose an approach that allows choice between global and non-global regarding mix variables. They establish a decision tree in which standardization represents only one of the many possible combinations of global marketing strategy. At the level of the year 2008, we discovered an evolution of assortment at Carrefour in France, but not necessarily in Romania (see Tables 3 and 4).

Table 3 - Comparison of mix evolution in Carrefour France and Carrefour Romania

	Mix variables
	Carrefour France
	Carrefour Romania

	Product, mostly assortment
	Towards more MDD increasingly

By reducing MNN; Customer loyalty; New concept
	No evolution occurred

	Price
	Evolution
	No evolution occurred

	Place
	No evolution occurred
	No evolution occurred

	Promotion
	No evolution occurred
	No evolution occurred

	People
	No evolution occurred
	No evolution occurred


Table 4 - Comparison of assortment and price in Carrefour France and Carrefour Romania (2008 versus 2001)

	Adaptation/standardisation of assortment and price
	National brands
	Retailer owned brands
	Assortment length
	Assortment width
	Price

	Year 2001 (market accession)
	Different
	Similar
	Less Different
	Different
	Different

	Year 2008 (now)
	Different
	Similar
	Different
	Different
	Different


4. Evolution of Carrefour France strategy
Carrefour France undergoes several changes as part of its strategy (see Table 5), changes which Romania may encounter on the medium term.

Table 5 - Evolution of Carrefour strategy in France

	Retailer strategy over assortment
	Strengths
	Weaknesses

	Evolution primarily touches the non-food assortment
	Successful integration of the non-food; credibility improvement for the interior decorator
	Important investments engaged, profitability targets

	Displaying new concepts
	Retailers investing in making bigger stores, so they can increase both assortment length and width.
	

	Reducing national brands proportion inside assortment by increasing retailer brands
	Development of retailer brands

Image credibility (quality, possibility to increase profitability)
	Linear allocation for retailer and manufacturer brands can damage relationship with suppliers

	Customer less faithful to store
	Fidelity card

Offer evolution based on customer preferences
	Implementation costs


Conclusion

Despite same trend and same evolution of consumers, international retailers seem to still be reluctant to a high standardization level. Also, despite complementary hypotheses to Buzzell’s standardization philosophy (which states homogeneity of worldwide needs), distributors do not automatically choose to use economies of scale. This supports the Wind and Douglas’ opinion, who foresee progressive steps that include a complex mixture of standard and adjusted variables. This is also the case of discrepancies between consumer expectations and strategy reviews of French distributors in Romania. Cultural, economic and regional elements must be taken into account. Being a Latin country, similarities with Italy, Spain or France can be exploited, while GDP growth and EU accession lead to changes in consumer behaviour.
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ON A DECISION MODEL WITH ASYMMETRIC INFORMATION
Dorin LIXĂNDROIU

 Transilvania University of Braşov, Romania

Abstract: In the economic world, information has become a strategic weapon. Information is a source of asymmetry since it is not necessarily known by everybody (imperfect or incomplete information). The present paper focuses on a decision model as regards information asymmetry when there is a problem caused by an ex post action observability (moral hazard). After the general presentation of the model, a particular discreet case is analyzed.

Key words: decisional model, asymmetric information, moral hazard.
1. INTRODUCTION
Nowadays, the economics of information has become an important research field, in which one can encounter the names of great economists (K.Arrow [1996], A.Mayere [1990]). 

 The development of this field has been correlated with the advent of new information and communication technologies in the economics field and the rejection of the theoretical hypothesis of pure and perfect information (Fl.Ghe.Filip [2002]). 

In reality, not only is information imperfect, but it is also asymmetrically distributed among economic agents. Two categories can be distinguished: public information owned by all the agents and private information, characteristic to each individual agent.

Agents own more or less complete information a priori on the state of nature. This information is in a continuous dynamics, triggered by the complex evolution of economic factors. The existence of imperfect information has been admitted and analyzed, but the asymmetric character of information has been less evoked and emphasized. The consequences of information asymmetry are paramount when considering individual decision-making (F.Carluer, A. Richard [2002]).   

The consideration of asymmetric information is highly significant especially when analyzing contractual relations between agents. Numerous models have focused on two agents who own unequal information; for instance, one might own private information, whereas the other owns public information only.

According to the kind of relationship existing between agents and the private information they own, a typology can be set for these models, based on the hypothesis of rational behavior. The agent makes the decision that allows him to maximize his utility function, taking into account the other agent’s rationality in the bilateral relationship established.
2. CLASSIFICATION OF DECISION MODELS WITH ASYMMETRIC INFORMATION


Decision models with asymmetric information can be divided into three great categories according to the private information the agents own and the type of the existing relationship (F.Carluer, A. Richard [2002]): 

· Signaling models characterized by:

the type of relationship– the absence of the contract

private information– on the type of agent
“Signaling” is an action performed by the agent, who wants to show his intentions, abilities or any other characteristics of his own when he is the only one to own private information about these elements, which cannot be checked. In these models, the agent sends a signal out of a multitude of possible signals, directed towards another agent (receiver), who tries to interpret it with a view to defining the nature of this agent.

· Anti-selection or adverse selection models characterized by:

the type of relationship – contractual

private information – on the type of agent
The principal-agent (P) proposes a more or less advantageous portfolio of contracts to the agent (A), according to A’s characteristics. The contracts need to be sufficiently different in order for the choice made to allow P to obtain private information on A’s nature and to avoid any form of pre-contractual opportunism from A. 

· moral hazard models, characterized by:

the type of relationship – contractual

private information – the result of the agent’s action
The principal-agent (P) knows the nature of agent (A), but ignores the action that he chooses in a particular situation. P notices the result correlated with this action, in the context of the external factors intervening in the result.   

3. A MORAL HAZARD MODEL
Hypotheses of the model:

The two agents: the principal-agent (P) and the agent (A) have a contract-based relationship (c), whose actions cannot be either controlled or imposed perfectly to each other. A’s effort (whose observation is difficult and costly) in the action (a) leads to a result (R), which depends on:

· the agent’s involvement (unobservable by P)

· a random factor (ε), more or less favorable, generated by nature (N)
Consequently, we have:
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The moral hazard is that A may not be paid by P according to his real contribution, but to a supposition regarding his involvement in the action (positive correlation). The objective functions of P and A depend on the result obtained, and therefore on the clauses negotiated in the contract.

We consider:

· the result obtained by P is defined by the probability density f(y,a), where a is the effort level;

· the contract specifies a distribution of results between P and A: y-t(y) for P and t(y) for A;

· the objective functions are:

1. U(y-t(y) for P with U’>0 and U’’≤0

2. V(t(y),a) = v(t(y)) – w(a) cu v’>0, v’’<0 and w’>0, w’’>0, where w(a) represents the minimum pay level accepted by A for the effort level a. 

The agent A accepts to conclude an agreement with P only if, on the average, he obtains a utility level which is at least equivalent to the one that could be obtained with a different partner. This corresponds to the axiom of individual rationality. The objective function of the model consists in maximizing P’s utility, considering that A is rational.  

4. DISCREET CASE
We assume the discreet model in which the agent A can choose out of I actions, (effort levels in accomplishing a task). After the choice was made and nature intervened, we finally obtain J results:
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The conditioned probabilities for choosing the action ai are defined by:
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We assume that the objective functions (utilities) of P and A are:
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P proposes a wage wj to A, linked to the result of the activity yj . The agent A will choose the level of rational effort that corresponds to the maximization of his utility. This one returns to the following optimization problem for agent A:
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submitted to (I-1) restrictions of the form:
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and an individual rationality restriction:
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where U* is the best minimum utility level (opportunity cost).

Remark. The relation (5) shows that the choice of ai needs to be better than any other choice ak.

The optimization problem for agent P will be:
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with A’s rationality restrictions, which lead to the Lagrangian:
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 Deriving in relation to wj (first-order conditions), we obtain the following:
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A STUDY ON ENHANCING WEBSITE RELIABILITY  

Radu Lixăndroiu

Transilvania University of Braşov

Abstract: Using an analysis of website reliability, a webmaster can obtain information such as: the plan for the effort required to achieve a desired/required reliability objective, the prediction software defects, software failure rate, software MTTF, software availability, and software reliability with very few data as early as the concept phase, the software defect density prediction, all allowing for tradeoffs and improvements based on return on investment. 

Keywords: reliability, website, portal, software availability

The process of designing for reliability involves looking at the application's expected usage pattern, specifying the required reliability profile, and engineering the software architecture with the intention of meeting the profile. Reliability engineering requires in-depth consideration of an application's interactions with other system processes.

As a design concept, reliability is about an application's ability to operate failure free. This includes ensuring accurate data input and data transformations, error-free state management, and non-corrupting recovery from detected failure conditions. Creating a high-reliability application depends on the entire software development lifecycle from early design specification, through building and testing, to deployment and ongoing operational maintenance. 

This article presents a model of calculating reliability for a website portal. This website portal is a portal based on ASP.net technologies created for an educational organization.

The portal has the followings modules: Announcements, Blog, Chat, Contacts, Documents, Events, FAQ, Feedback, Forum, Gallery, Help, IFrame, Links, Map, Media, News, Reports, Repository, Store, Survey, User Defined Table, Users Online, Wiki, XML.

For the calculation of the reliability, I used the software Frestimate, created by SoftRel, LLC.
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Figure 1 - Data flow diagram for a Frestimate prediction

Estimation models are models that project the future based on what has happened in the immediate past - on this project.  Estimators do not use trained data like predictors, they use data collecting only from the project in which the analysts are interested in measuring.  

Estimators have a variety of purposes including:

· Projecting how many more hours of testing are needed to reach some reliability objective

· Projecting how many more defects must be detected and then fixed to reach some reliability objective.

· Validating a reliability prediction

The general inputs are:

· Number of month in growth period: 6

Number of months in growth period is used in the operational MTTF and failure rate calculations.  If this is set to zero then the operational metrics will be the same as the end of test metrics.  This is the number of months after delivery in which the programmer expect the failure rate to go down or the MTTF to go up.  If this is set to zero, the operational failure rate will equal the end of test failure rate and the operational MTTF will equal the end of test MTTF.

· Number of hours operating per month: 240

Number of hours operating per month is a duty cycle.  The default value is 730.  The duty cycle is used in computing the operational MTTF and failure rate calculations.  If the analyst set this to zero, then the operational metrics will be undefined.  If the default value is used then 100% duty cycle is assumed in operational usage. It is the duty cycle and is used to normalize the testing time observed to the operational time that will be observed by the end users.  If the software will operate continuously by the end user then the default is 730.  

· Mission time (in hours) over which reliability will be measured: 2400

Mission time period (in hours) over which reliability will be measured determines the "time" in the reliability calculations.  If here is the value 0  then reliability is not defined.  The bigger this number is, generally, the bigger reliability will be as reliability = exp(-failure rate * time) where failure rate is either the current failure rate, end of test failure rate or operational failure rate and time is what is input into this field. 

· Desired Mean Time To Failure (MTTF) after growth period: 100

Desired MTTF - This input is used to calculate the Test hours needed to reach objective and the defects discovered to meet objectives.

	Date


	Testing hours
	Catastrophic defects
	Serious defects
	Moderate defects
	Negligible defects

	month 1
	248
	7
	10
	24
	55

	month 2
	240
	6
	7
	20
	46

	month 3
	248
	2
	5
	14
	40

	month 4
	248
	1
	2
	10
	37

	month 5
	240
	2
	1
	5
	35

	month 6
	248
	1
	0
	3
	33

	month 7
	240
	0
	0
	2
	31

	month 8
	248
	0
	0
	1
	29

	month 9
	248
	0
	0
	0
	28

	month 10
	240
	0
	0
	0
	24

	Total
	2448
	19
	25
	79
	358

	Total defects
	481
	
	
	
	


The logarithmic model assumes that some faults are likely to be detected before others.  This model is typically used earlier in test/usage than other models.  It assumes that inherent defects is infinite and therefore does not model this parameter.  Instead it models the initial failure rate and the change in that failure rate (theta).  This model differs from the time based logarithmic model only to the extent that failure rate is estimated as a function of defects as opposed to a function of time.
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Figure 2 - The evolution of defects

Results for Logarithmic model, curve fitting method - least squares estimation

· estimated inherent defects:




55.0357
· defects found so far in testing:



44
· estimated current failure rate :



1.414743e-2
· Estimated current MTTF: 




70.6842
· End of test failure rate: 




1.414743e-2
· End of test MTTF:

 



70.6842

· Operational failure rate: 




1.59204e-4
· Operational MTTF:
 




628.125e1
· Estimated reliability for mission time specified and current failure rate : 









1.794892e-15
· Estimated availability for end of the test MTTF:

0.921006
Estimated availability for operational MTTF :


0.9990358
· Objective delivered MTTF:




100
Test hours needed to reach objective:


 68.14
Defect to discover to meet objective:



 6.998
Conclusion:

Using Frestimate software for calculating reliability we can obtain the application's ability to operate failure free. This includes ensuring accurate data input and data transformations, error-free state management, and non-corrupting recovery from detected failure conditions. Creating a high-reliability application depends on the entire software development lifecycle from early design specification, through building and testing, to deployment and ongoing operational maintenance. 
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Abstract: In the context of changes produced by Romanian public administration reform process, it was observed the necessity of improvement of management in local public administration, by separating the political from executive side and through implication of high qualified specialists.The initiative of setting up the position of Public administrator started from the necessity of insuring and applying the principles of economic management, through projection, execution and efficient control of local public services, which regards the increase of professionalism degree in functioning of public administration, at county level, city and communal level.

In Romania, as we mentioned, it was created the legal frame for introducing this new positions in public administration, through the Law 286/2006 (modifying and completing the law of local public administration). This legal frame is giving the orientation, permitting the local public authorities to set up the position, letting them at the same time to establish the tasks and responsibilities of the respective position.Until the establishment of all the conditions for introducing the new position of Public administrator at the level of basic administrative - territorial units, a study should be realized regarding the actual dimension of personal from local public administration, which can remove the abuses made in the last period, by creating a parallel personal of local council with the mayor personal, mayor cabinet and local officials, through which there were not resolved the stringent problems of local public administration but the obligations of the respective public officials, like the stickers of posters from election campaign, paid by public funds, for the realization of political tasks of the mayor.

Key words: local public administration law, public administration, public manager, reform process, Romanian public administration

INTRODUCTION

In the context of changes produced by Romanian public administration reform process, it was observed the necessity of improvement of management in local public administration, by separating the political from executive side and through implication of high qualified specialists. Starting with this observation, these modifications of Local public administration Law no. 215/2001, made through Law no. 286/2006, are introducing a new chapter – Chapter VIII – Public Administrator, which on art. 112 alin. 1, stipulates that: “at the level of communes and cities, the mayor can propose to local council the setting up (….)”.  
INFORMATION

Taking into consideration that this position is new at the level of administrative – territorial unit, and given the implication over the local public administration activity, I considered necessary to realize a study based on this new public position – Public Administrator – and its relations with the mayor. For a coherent onset, I intended to approach the following issue: 
1. problem analysis

2. aim and objectives of the project of introducing the Public administrator 

1.  Problem analysis

The initiative of setting up the position of Public administrator started from the necessity of insuring and applying the principles of economic management, through projection, execution and efficient control of local public services, which regards the increase of professionalism degree in functioning of public administration, at county level, city and communal level. A mention must be made that the model for applying the economic management in public administration is originally from United States of America and the West European countries (especially Anglo-Saxon countries) where the community services are organized based on the principles from private sector, under the coordination of a city manager (executive director). Between the European countries that apply this model of coordination for the local public services, through another person than the mayor, are: Belgium, Denmark, Germany, Latvia, Holland, Sweden, and Great Britain.   
In Romania, as we mentioned, it was created the legal frame for introducing this new positions in public administration, through the Law 286/2006 (modifying and completing the law of local public administration). This legal frame is giving the orientation, permitting the local public authorities to set up the position, letting them at the same time to establish the tasks and responsibilities of the respective position. As it is mentioned in art 112 alin. 1. through Law no. 215/2001 republished, “the mayor can propose to local council the setting up of the position of Public administrator, limited by the maximum number of approved positions”. Also, art 113 alin 1 from the same Law mentions that “On the county level, the president of the county council can propose to the county council the setting up of Public administrator position, limited by the maximum number of approved positions”. So, the introduction of the position of Public administrator (manager) in the local and county public administration is facultative, based on the requests of the mayors or presidents of county councils and with the approval of the respective executive authorities.  
The problem being regarded as novelty, the Ministry of Interior and Administrative Reform got involved through the Central Unit for Public Administration Reform, which develops a pilot project for employing the public managers at the level of interested administrative – territorial units, for ulterior dissemination of the results at the national level. Attempts to introduce a Public manager in the local public administration have been made before the law to be modified and completed. In this way, in some large cities, there were set up since the year 2000, positions of general manager in city halls, although this position wasn’t mentioned in legal norms regarding the structure of the speciality personal of the local councils, which attracted intimations to Court of Accounts, which ascertained the payment of salary for a position without legal support. From the documentation realized in order to elaborate this study, I found out that at the moment, the Central Unit for Public Administration Reform, in collaboration with „Babeş-Bolyai” University from Cluj-Napoca, it is developing an administrative research for evaluating the necessities and availabilities of introducing the public manager positions at the county levels in Romania.(Santai,2005). This program is following, among others aims:

· Elaboration and dissemination of a Public manager guide (based on the results of the research, on the international experience and consultations with potential beneficiaries).

· Increase of the awareness degree at the level of local public administration, regarding the necessity and utility of introducing the public manager position. 

· The support of the authorities interested in implementing the position of public manager. 

· Delineation of an institutional and professional framework and completion of the present legal frame, for the position of public manager.

After this brief introduction, we can express our belief that the problem that is under discussion should have been resolved a long time ago, which determines that this project to be treated with promptness, ideas for which we submit the following arguments: 

· The situation more than inadequate of the local public administration at the level of administrative – territorial units is a consequence also of the present system of designation of the authorities which are summoned to manage the local collective businesses;

· Many of the people that succeeded to ascend to mayor position or local councillor made it through other means that competences, honesty and morality;

· Considering that the law didn’t established any conditions of studies or professional training of the candidates to mayor position, it made possible to ascend to this position people which had many relatives in the local community or they bought the position through different illegal ways, so it was possible that the mayor of a city to be even an illiterate, which had to fulfil also the tasks for main credit executives.

Similar arguments can be brought, as the mass media is filled with articles regarding the existent conditions in the local administration. All this determines me to sustain that the problem of the Public manager came too late and that is why it should not exist any delay in its implementation, having also the legal base and the research results in the pilot centres. 

2. Aim and objectives of the project for introducing the Public manager 

The initiators of this proposal for introducing a new position in the local public administration are abiding on the necessity for increasing the professionalism degree and operability in resolving the complex problems of the local public administration, which in fact are composing the objectives of the project, objectives that can not be made without high specialised personal. A similar specialist should be the Public manager. Unfortunately, the Law no. 286/2006 that introduce the position of public manager is not defining it, although is a new notion, that would require clear definition. In our conception, the Public manager is a person with high specialisation training and with an according competence, which based on a management contract with the mayor or the president of the county council, can fulfil tasks of coordination of the personal and public services of local interest, as well as other tasks delegated by the mayor or the president of the county council for which is receiving an appropriate salary. In the above definition, we considered the dispositions of the art 112 alin. 3 and 4 from the local public administration Law. So, the public manager is a person hired based on a management contract, to coordinate the local public services and to realize the efficiency criteria regarding the public administration at the level of local community. In this way, the aim, which is at the same time the main objective of introducing the position of public manager, is the improvement of the local public services activities, through their coordination made by a competent specialist. Also, through the delegation towards the local manager of some tasks of the mayor (as political unit), it is made a separation of politics from the purely administrative problems which have to be solved with competence and professionalism, regardless of the political colour of the mayor. A question that we need to ask ourselves is regarding the juridical Status of the Public manager, from the perspective of the following aspects:

- has the public manager the quality of public civil servant, with all the rights and obligations stated by the law? 

- What is the duration of the contract for the public manager, or if he has continuity? 

- Which is the position of the public manager in report to public civil servants and contractual personal of the authority in which it operates? 

There can be formulated also other questions, but for now we limit ourselves to trying to answer the above questions. In which regards the quality of the public manager, our opinion is that this can not have the quality of a civil servant, because between him and the mayor doesn’t exists a job report but only contractual reports. As the art. 112 alin. 2 from the local public administration Law stipulates: „assignment to and release from the position of public manager is made by the mayor, based on criteria, procedures and specific tasks, approved by the local council. Assignment on the position is made by tryout”; This modality of selection of the public manager is in contradiction with the following article: (3) „the public manager can fulfil, based on a management contract, closed on this purpose, with the mayor, tasks of coordination of speciality personal or public services of local interest”. So, the relation between public manager and mayor is a contractual one, because the management contract is under the common law norms and not the laws of Labour Code. The legal dispositions mentioned above, as the ones from alin 4 from art 112 which states the possibility that the mayor can delegate some of his tasks, including the one of main credit executive towards the public manager, is revealing the insufficient documentation of the authors of proposals for modifying the Law no. 215/2001, which reveal also the lack of clarity and confusions that can be generated by the formulation of the respective dispositions.

CONCLUSIONS

The management contract, being a contract of civil law, it represents the will of both parties, which establish a series of performance objectives, that the public administration is pursuing and not at all tasks of coordination the personal of the mayor, activity which is most suitable to fulfil the secretary of the administrative – territorial unit, civil servant from management apparatus with high training, and until the modification of the local public administration Law, had this task of coordinating the speciality personal. In what regards the duration of the work contract (management) of the public manager, we consider that it can not be greater that the duration of the mayor’s mandate, which whom he signed the contract, because is expected that the new mayor will wish to hire his own public manager. Also from this point of view the solution chosen by the legislator is unfortunate, because it followed a delimitation between political leadership and administrative management at the local level, and then the public manager should be a very good specialist, non political and which can benefit of continuity in work. In what regards the position of the public manager, in report to civil servants and contractual personal from the speciality apparatus of executive authority, we must observe that is not part of this apparatus, having a special status, of local manager, which can undertake only tasks related to the organizing, operating and management of the local public services, of identification and capitalizing the local natural and financial resources. Considering the above opinions, we consider that the position of public manager is very necessary at the level of administrative – territorial units, but its juridical status and its tasks should by settled through a special law or even through the local public administration law. 
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Abstract: The phenomenon of counterfeiting products (services) is outspreaded in Romania, because false, counterfeit and piracy are facts tight correlated with contraband, fraud and illegal commerce. Commerce of cheap and counterfeit products is influenced by a series of factors, of which the most important are: the low purchasing power of some classes of consumers, the desire to purchase brand products at low prices, the low level of information in connection with the way of appreciating the quality of the products.To identify the way in which the population of Brasov is aware of counterfeit, a study was made amongst them. Firstly, the importance of this study consists in observing the level of information and conviction of Brasov’s consumers not to purchase cheap and counterfeit products, because these products are not only poor qualitative, but can present risks in using and can seriously affect consumer’s health and safety.The research made among the population of Brasov, concerning the opinions, attitudes and behaviours of the consumer about cheap and counterfeit products disclosed the fact that 59% of the questioned buy cheap products, and 17% buy counterfeit products. 
Keywords: counterfeit products, illegal commerce, low purchasing power, products quality

1. INTRODUCTION

At one time with the aperture of Romanian borders in 1990 and the entering of products and services made abroad, it was allowed for the Romanian consumer to be respected his fundamental right: “the right to have from where to choose”. In consequence of the elaboration of the legal an institutional frame that allows the respecting of all international consumer’s rights (and especially the right to be informed before the buying decision), the Romanian consumer started to orient towards high quality products, products with the best quality/price rapport, whatever their origin was. So the mechanism through which in the market economy the consumers orient and determine the production of goods and the carrying out of services  started to work in Romania to, but with a lot of difficulties because of the level of education, instruction and information. Because of this for many consumers prices are all that counts. These were the main consumers of low quality products, counterfeit products and cheap import products.

2. COUNTERFEIT IN ROMANIA 

The phenomenon of counterfeiting products (services) is outspreaded in Romania to, because false, counterfeit and piracy are facts tight correlated with contraband, fraud and illegal commerce. Commerce of cheap and counterfeit products is influenced by a series of factors, of which the most important are: the low purchasing power of some classes of consumers, the desire to purchase brand products at low prices, the low level of information in connection with the way of appreciating the quality of the products. In Romania most of counterfeit cases registered in the amount of counterfeit products are in clothing and footwear. On the second spot are drugs, alcoholic drinks, cosmetics (perfumes) followed by cell phones, home appliances, toys. Amongst all consequences of the propagation of cheap and counterfeit products commerce, the most important are:

● the risks that these products  represent for consumer’s health and safety;

● it determines the development of disloyal competition, discouraging inventiveness and stopping the development of new products;

● consumers who were cheated, thinking they bought the original product, reclaim the producer of the original products, creating so a loss of trust in the image of the product or brand;

●  notoriety producers have to spend large sums of money for protecting their products, being the holder of the intellectual rights;

●  workers in plants that produce imitations, are frequently harnessed, work in inappropriate conditions and they are exposed to risks for their health and safety;

●  cheating consumers with lower quality of products and their low value;

●  direct losses of the government by nut collecting taxes, dues;

●  in some countries, the producer of the original products is obligated to prove that a fake product, that caused damages, was not made in his firm and that he took the necessary measures to protect his product against counterfeit.

To identify the way in which the population of Brasov is aware of counterfeit, a study was made amongst them. Firstly, the importance of this study consists in observing the level of information and conviction of Brasov’s consumers not to purchase cheap and counterfeit products, because these products are not only poor qualitative, but can present risks in using and can seriously affect consumer’s health and safety. Very important is also the measure in which Brasov’s consumers are aware of the existence of these products, if they have the habit to buy and use them, what is their perception about the price and quality of these products. Just like in the case of brand products, where the main criterion represented quality and price, in the case of cheap and counterfeit products, quality but mostly the price, have an important role in the buying decision. In this study, it starts off from the hypothesis that, generally, everybody uses products, clothing and footgear items, home appliances, ménage items etc. Also, being a large sales market, it can presume that:

· every Brasov’s consumer knows what a cheap or counterfeit product is;

· every Brasov’s consumer is aware of the existence  of these products on the market;

· every Brasov’s consumer  had, at least once, the opportunity to try, voluntary or involuntary, at least one of these products;

· most of Brasov’s people consider that the counterfeit issue is very important within the society.

3. RESEARCHED POPULATION

Considering the fact that the subject of the research refers to the attitudes, opinions and behaviors of consumers about cheap and counterfeit products and considering that we can’t categorize them as being men or women, or being only young persons, we considered for the  research the population of Brasov over 18 years old. The size of this population is 279,728 persons. This is the population of Brasov town on first January 2008.

4. ESTABLISHING THE SIZE OF THE SAMPLE

It was used an aleatory sampling in steps, considering a error level of + 3%, for a trust level of 95%. The size of the sample was 70 persons.

5. EDITING THE QUESTIONNAIRE

To realize the research the technique of interview using a questionnaire was used. A questionnaire was elaborated, containing 24 questions, amongst 4 of identification (open, closed, filter, of opinion, of characterizations of the subjects etc.)

6. THE CONCLUSIONS OF THE RESEARCH
After processing the information obtained using the questionnaire, the following conclusions resulted:

a)  While buyers with large incomes preferred or choose for a certain brand for which the price/quality rapport is very important, buyers with medium and small incomes choose for cheap products, even counterfeit, in this decision an important role has the low price of these products.  

b)  In the case of cheap and counterfeit products, the aware of needs was evolutionary. The change of consumers’ opinions and tastes was made in time. So, the consciousness of the need of the interviewed was triggered either by the dissatisfaction toward the existence of a large volume of interchangeably products, either by the selling of the same products in different sales places, at very different prices.

c)  Once aware the need of consumption, the consumer starts searching information about the manner he could satisfy this need. The search can be internal (it checks up the previous knowledge about the need) or external (friends, family, acquaintances etc.) 

The proportions of searching activities in the case of cheap and counterfeit products depended on the low living started, the persons features (experience, motivation), on the market features etc.

d)  From all product range available, most of the interviewed are aware of the existence of just some of the risks that these products present, and because of this reason they consider them acceptable. There were, also evaluation criterions according to which respondents that bought counterfeit products knowingly, bought different variants of these. According to the answers, the criterions that stood at the base of purchasing these products where, in the order of there importance price the notoriety of the brand and the constant presence on the market, quality.

e)  Arrived at the stage of purchasing, the consumer can choose either first for the brand, either the cheap and counterfeit product, then the place of purchasing, either he chooses first the place and then the brand or product or he can choose both once.

Choosing the purchasing place of the cheap and counterfeit products depended mostly on the level of prices, the position in space of the selling point and the assortment offered.

7. TESTING THE STATISTICS HYPOTHESIS OF THE RESEARCH

* The percentage of the ones who buy cheap products is 59%; 

* The percentage of the ones who buy counterfeit products is 17%;

* The connection that exists between the education level of the population and processing counterfeit products is of high intensity,

* The connection between population’s incomes and processing counterfeit products is high.

8. CONCLUSIONS 

In Romania every economic agent – producer, importer or distributor – wants to sell as many products as he can and earn, in this way, as much as he can. In this way and because of the existing economic situation, in Romania, gained weight the commerce of cheep and counterfeit products. The issue is not that every large city has modalities of selling (stores, stands, vendors) and areas where cheap and counterfeit products are sold. More concerning is the fact that people are aware of this and wants to be cheated because it became a trend to buy imitations, especially clothing, but also of the fact that a lot of persons can’t afford to buy brand products of high quality, because of the low living standards.

9. SUGGESTIONS

Towards ameliorating this situation, it is very important at first, to change the attitude of consumers regarding the purchase of this kind of products. Also, the state should take measures against this fact and encourage national competitively. Therein interferes also the education of consumers that must be educated and conscious to make the difference between an original product and an imitation of this. If they don’t take more drastic and efficient measures to diminish the fact of counterfeit, Romania, as a new member of EU will have to pay from the budget the damages claimed by the occidental companies damaged by counterfeit and this because Romania has a reputation of transit country for these products an there way to accident.
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Abstract: In the context of business internationalization, more and more emphasis has been put over the last years on teaching English to economics undergraduate students. The present paper aims at giving an overview of the particular features of Business English, with reference to learning objectives, learners’ needs, as well as to teaching materials that should enhance the students’ range of grammar and vocabulary structures, and their language skills. 
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1.  INTRODUCTION
Over the past decades, reference has been made more and more often to linguistic globalization, and hence, to English as the unifying language of the world, recent statistics showing that non-native English-speakers worldwide outnumber native ones three to one (Hobson, N.). Among the underlying factors, specialists pointed to the advent of new technologies, the development of the Internet, the place of the U.S. culture, the financial realities of globalization, the desire to succeed in the business field (Brooke, J.). In Europe, the demand for English has grown at an exponential rate especially due to the expansion of the European Union. Thus, one of the present paramount objectives of the EU (since the 90’s) has been linked to its citizens’ proficiency in three European languages, which would improve the people’s career prospects: “Proficiency in several Community languages has become a precondition if citizens of the European Union are to benefit from the occupational and personal opportunities open to them in the border-free Single Market. [...]It is no longer possible to reserve proficiency in foreign languages for an elite or for those who acquire it on account of their geographical mobility. In line with the resolution of the Council of Education Ministers of 31 March 1995, it is becoming necessary for everyone, irrespective of training and education routes chosen, to be able to acquire and keep up their ability to communicate in at least two Community languages.” (The White Paper on Education and Training - Teaching and Learning: towards the learning society, p. 47)
The expansion of English is probably best visible in the business field, where it is obvious that good command of English carries a premium in the international Economic activity. These realities were also considered in a conference on linguistic skills and competitiveness which took place in Brussels on 21 September 2007 and which brought together over 250 representatives of small and large enterprises, trade organizations, chambers of commerce, policy makers and language professionals, with a view to exploring the benefits that language abilities and intercultural skills bring to business enterprises. The conclusion was that “lack of language skills leads to loss of business. Companies that have a strategic approach to multilingual communication were shown to be able to boost their export sales by more than 40 % compared to their competitors without formal language strategies”. However, specialists underlined that, although it will maintain its role as lingua franca in the business world, “English alone is not enough as a catalyst for business”, because “it is additional language skills, in combination with the relevant intercultural skills that can provide a competitive edge” (Global English is not enough for global business: A Conference in Brussels on linguistic skills and competitiveness). Obviously, in order to meet the requirements of these fast changing realities, higher education continuously needs to adapt to the stakeholders’ needs and to the demand of the market, with a view to providing students with the appropriate level of preparation for working in a company. In the collective volume Educational Innovation in Economics and Business IX,  researchers emphasized the fact that the key element is represented by the capacity to erase the boundaries that separate learning and work, to “reinvent work and re-imagine learning”, so as to enhance the learning experience of both undergraduates and postgraduates. These boundaries should also disappear as far as teaching Business English is concerned, since universities have to produce graduates who are competent language users, who not only know about the language, but are able to use it effectively in a wide variety of business contexts. Consequently, importance should be given to the quality of the teaching-learning process. Hence the preoccupation of many language teachers for providing attractive and well-planned curricula for English, as well as modern materials and methods, customised to meet the students’ needs. 
2. BUSINESS ENGLISH

In Wikipedia, The Free Encyclopedia, Business English is defined as “a specialism within the English language learning and teaching”, as “English especially related to international trade”.  In the 'Tree of ELT' devised by Hutchinson and Waters, (Hutchinson, Waters, p. 16), Business English (or English for Business and Economics – EBE) represents one branch of English for Specific Purposes (ESP), the  other two being represented by English for Science and Technology (EST) and English for Social Studies (ESS). English for Specific Purposes and English for General Purposes (EGP) should not be regarded as the two opposite sides of the spectrum. As Nodoushan pointed out starting from Hutchinson and Waters’ statements, ESP “is research and instruction that builds on EGP. […] Pedagogically, a solid understanding of basic EGP should precede higher-level instruction in ESP if ESP programs are to yield satisfactory results“(Nodoushan). Dudley-Evans and St. John (Dudley-Evans, St. John, p. 4-5) describe several absolute and variable characteristics of ESP. According to them the absolute characteristics are the following: ESP is defined to meet specific needs of the learner; ESP makes use of the underlying methodology and activities of the discipline it serves; ESP is centered on the language (grammar, lexis, register), skills, discourse and genres appropriate to these activities. The variable characteristics refer to its being designed for a particular field or discipline, the possible use of a different methodology from that of general English, the target population, i.e. adult learners, either at a tertiary level institution or in a professional work situation, the level of the students (intermediate or advanced, with the possibility, in special situations, to be taught to beginners, as well). Frendo (Frendo, p. 1-3) argues that, despite the great variety of Business English users, it is possible to group the target population into general acceptable categories. Thus, according to experience, there are: pre-experienced learners (have little or no experience of the business world), job-experienced learners (know a lot about business and about their own jobs), general business-experienced (learners who may already have a certain amount of work experience). According to the level in the organization’s hierarchy, there are the senior managers and the junior staff. If we consider the need, we first have people with very specific needs, for whom English is necessary to join an international project team, to describe the company’s products etc., or learners with particular roles or functions such as accountants or financial analysts. The next category is represented by general needs, i.e. people who want to improve the general level of their business English. Last, but not least, there are the three categories of BE (Frendo, p. 6-7): Everyday Business English (General English used in a business environment), Specialized Business English (the English used in accounting, finance, marketing etc.) and General Business English (language that can generally be understood by speakers of general English). 
3. STUDENTS’ PRIORITIES IN STUDYING BUSINESS ENGLISH 

Business English courses at tertiary level are generally oriented towards students who have studied English for at least eight years, which means that they have achieved an upper-intermediate to advanced level of proficiency in the English language. However, as education providers, we cannot ignore situations in which the degree of heterogeneity of the learning group is quite high, due to variations either in the prior education received by students (students who attended English classes for four years only, or not at all) or in the language level attained. And, being given that there are no minimum entrance standards as regards the language level, teachers have to cope with a definitely challenging situation. To the mixed-ability character of the groups, we have to add the size of the groups, which is around thirty for seminars and ninety for courses. Because of this situation, there are students who find it very hard to get used to learning Business English, since “they have to master terms used in economics, to be able to understand formal professional texts and authentic recordings of lectures and produce formal pieces in writing, as well as to be able to make professional presentations and participate in discussions on contemporary economic issues”( Kavaliauskienė). Consequently, they have to go far beyond grammar and vocabulary: they have to be competent language users. Linguists have underlined that, for many years, ESP instruction, including Business English, was limited to training special lexicon and translating numerous texts. Students had linguistic competences, i.e. they were familiar with the main scientific concepts and ideas of Business English, with constraints linked to oral and written communication, had good command of grammar knowledge, but there was a limitation as to their language practice, since most of the tasks were solved mechanically, not going beyond the classroom context.  Thus, textbooks were dominated by strictly guided exercises, focusing more on grammar and vocabulary and leaving little room for producing language. Obviously, this approach fundamentally ignores the learners’ needs and interests, because their objective was to be able to use language effectively in real-life situations. Starting from Cummins’ theory, Gatehouse concluded that there are three abilities necessary for successful communication in a professional target setting: “The first ability required in order to successfully communicate in an occupational setting is the ability to use the particular jargon characteristic of that specific occupational context. The second is the ability to use a more generalized set of academic skills, such as conducting research and responding to memoranda. […] The third is the ability to use the language of everyday informal talk to communicate effectively, regardless of occupational context. Examples of this include chatting over coffee with a colleague or responding to an informal email message”(Gatehouse). Nodoushan underlined that, progressively, “linguistic studies began to shift attention away from traditional structural treatments of language to discovering the ways in which language was actually used in real communication”. This leads us to what has been called discourse competences. 

If linguistic competence deals with elements of language at the basic level and tends to focus on language out of context, discourse competence deals with language in use and,  while vocabulary in the form of technical and scientific terms and grammar issues may be an important element, Business English users have to use this knowledge to perform language, to generate appropriate language in a variety of contexts corresponding to a multicultural professional environment such as: socializing, networking, selling and buying, negotiating, communicating in writing, traveling, marketing, meetings and presentations (Frendo, p. 7). 

In the business context, the third paramount competence to be considered is the intercultural competence. Hofstede describes culture as the software of the mind or “the collective programming of the mind which distinguishes the members of one group or category of people from another.” Culture has to do with attitude, behavior, believes and values. Some cultural differences are relatively simple to deal with, while some others, belonging to the unseen part of the iceberg can cause problems if one is not aware of them and does not know how to deal with them. Frendo (Frendo, p.12) mentions two types of cultures: national culture and organizational or corporate culture (which describes the specific behaviors and values found in organizations of professions), both of equal importance. Starting from the awareness of these three competences, an approach was developed known as communicative language teaching, which aims at developing learners’ ability to use language to communicate. Vizental shows that “the communicative approach is not a highly structured method, but rather a broad set of ideas generally accepted as good teaching practice”, begun as a British innovation, but embraced in other countries as well. The author also provides a comprehensive overview of the premises underlying communicative language teaching: (Vizental, p. 35-37).
· The ultimate aim of foreign language teaching is to develop the learners’ communicative competence;

· Developing language skills is more important than teaching content;

· Meaning is more important than form;

· Active participation and affective involvement in the learning process motivate the student and enhance learning;

· Spontaneous, improvised practice is more efficient than mechanical repetition;

· Language is a mere medium for communication, as communication has a social purpose;

· Communication is basically interactive;

· Language learning should be task-oriented;

· Language must be learned with the help of authentic material.  

Consequently, when the curriculum is designed and developed for BE, teachers should take into consideration not only the appropriate methodology to teach specialised vocabulary and grammar, but, most of all, strategies to teach and develop the language skills: reading, listening speaking, writing. Reading and listening, as receptive skills, are generally considered as much easier than speaking or writing, and, as a result, students do not attach much importance to them. However, teachers have to draw the students’ attention to reading sub-skills. This means that students should get used to no longer reading passages word for word, but acquire skimming and scanning skills, which makes their reading more efficient in certain given situations. This is also valid for listening, with its three main sub-skills: hearing, understanding and responding, and the most common purposes: listening for specific vocabulary, listening for specific information, listening for meaning and message (Vizental, p. 143-146). Of the four language skills, speaking seems to be a priority to over half of the Business English learners. This is because businesspeople are often involved in situations in which they have to use the spoken language, such as socializing before and after meetings, chatting at trade fair stands, establishing rapports with business partners, negotiating, speaking on the telephone, delivering presentations etc. The paramount importance attached to speaking tends to be accompanied by a high degree of difficulty, primarily due to the fear of mistakes and, consequently, of losing face.  The feeling of insecurity can be overcome and fluency can be enhanced if Business English learners are given the opportunity to use the target language as often and as much as possible, especially in pairs or small groups, when the teacher acts just as a facilitator.
Like speaking, writing is a key part in daily business activities, also having an additional peculiarity, i.e. being a medium for storing information. As Frendo  argues, “written communication offers different challenges from spoken interaction. In one way, writing is easier than speaking, in that it is not usually spontaneous and near-instantaneous. There is time to think about what the sender has sent and what the reply should contain. On the other hand, speaking is more natural and writing more contrived; it is a skill that needs to be learned” (Frendo, p. 81). Consequently, emphasis should be put during Business English classes on planning and organization skills, the students’ awareness of the importance of register, coherence and cohesion, the specific features of the target audience, as well as on the conventions characteristic to certain types of texts, such as letters, e-mails, faxes, contracts, reports, proposals, memoranda, agendas and minutes.

4. SELECTING AND DEVELOPING TEACHING MATERIALS 

In the late 90’s, Dudley-Evans and St. John (Dudley-Evans, St. John, p. 145) discussed some criteria of ESP course design generally speaking, all of them proving useful as regards Business English. Here are some of the questions they asked: Should the course be intensive or extensive? Should the course deal with immediate needs or with delayed needs? Should the role of the teacher be that of the provider of knowledge and activities, or should it be as facilitator of activities arising from learners’ expressed wants? Should the course have a broad focus or narrow focus? Should the materials be common-core or specific to learners’ study or work? Should the group taking the course be homogenous or should it be heterogeneous? Should the course design be worked out by the language teacher after consultation with the learners and the institution, or should it be subject to a process of negotiation with the learners? As the two researchers state, the decision regarding the course design should be made entirely based on comprehensive needs analyses. The choice is not an easy one, since a great number of aspects need due consideration. Suzuki points out that “particularly in the world of ESP, where student needs strongly dictate course curriculum, adequate textbooks may not always be available”(Suzuki). The statement could seem paradoxical, especially in the context of the existence of a lot of national and international publishing houses which offer a variety of excellent textbooks for Business English. Here are only few examples of already made coursebooks, at hand in many Romanian bookstores, but, unfortunately, at very high prices: In Company, Market Leader, Business Class, International Business English. As Frendo (Frendo, p. 43) argues, coursebooks have always proven to be popular due to several reasons: they save teachers a lot of work, the pedagogic decisions are already made, they look professional, they include comprehensive teacher’s guides and supplementary materials for students.

Nevertheless, quality does not always trigger appropriateness. As Mailing underlines, “despite the abundance of material for the teaching of Business English in the 1990s, there are still very few Business English textbooks for tertiary education, which would meet the needs of the new skills required by the corporate workplace. In their aim to cover the widest possible market, they aim at wide applicability by presenting standard solutions to standard problems. In this, they usually rely on narrowly defined cultural competence, whose model comes from the Western, and more typically North American praxis”(Mailing). Consequently, more often than not, BE teachers find themselves in a situation where they have to produce additional course materials or adapt the existing ones, with a view to matching the needs of their group of learners, which may be time-consuming and even stressful, especially for young teachers. Such tailor-made materials can be produced either by individual teachers, or by training departments or institutes which commission materials for specific clients. Luckily, less time-costly solutions can be found because, due to the advent of new technologies, teachers have many resources available to them, including information and ideas on the Internet (there are excellent worksheets available at onestopenglish.com, nonstopenglish.com, bbcenglish.com, to mention only some of them) or in the public documents of companies. Another valuable source is represented by the students themselves, the advantage being obvious especially in the case of job-experienced learners. In such situations, students deliver specialized content and generate relevant language at the same time, focusing on meaning rather than on form, which enhances fluency in the target language. Irrespective of the kind of teaching materials used, researchers have agreed that they have to meet certain requirements in order for the course to be successful.  The first requirement regards the authenticity of the materials used. According to Frendo, “authentic materials are texts which have not been produced specifically for classroom use. In the context of business English, they are normally real commercial documents, or newspaper articles, or recordings of meetings and conversations made in a workplace” (Frendo, p. 51). Their main advantage is that they bring students close to the world of business, in that they are supposed to interact with them in the way they may do in real life. However, quite often, these genuine materials need adapting for one specific level or category of learners, or for specific teaching objectives. Other features which would enhance the effectiveness of the teaching-learning process regard materials which develop critical thinking, encourage cooperative learning, enable authentic assessment, support integrated skills. Such materials would undoubtedly comprise challenging up-to-date articles, business correspondence, and realistic activities such as role-plays, simulations, case-studies, problem solving, negotiations, presentations, which allow students to become familiar with business situations, this time in the safety of the classroom. 

5. CONCLUSIONS

In conclusion, due to the changes and challenges of the contemporary world, it is important for language teachers to aim at assisting students, the main stakeholders of the teaching-learning process, in adapting to today’s competitive society. In this respect, BE courses should be designed starting from the curriculum, but also analyzing learners’ particular needs and wants, in such a way as to best prepare learners for future professional communication. In order for this objective to be fulfilled, it is necessary that teachers give up their leading status, becoming facilitators in the teaching-learning process and placing students in the core of the pedagogical act. Due consideration should be also given to teaching methods and materials, which should both mirror the learners’ needs and interests and meet pedagogical requirements. The cognitive and affective benefits of such an approach are underlined by Kaur: students are able to perceive positive learning experiences, the focus is shifted to the constructive role of the learner, students take more responsibility for their own learning, are invited to contribute to the subject matter and course content, participate more actively in class. All this will obviously enhance both motivation and self-esteem, triggering an enhancement in their performance, which is supposed to lead, later on, to an effective communication with people with different language backgrounds in international business interactions.
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Enhancing Communication in the Public Administration from Brasov County by means of a communication portAL
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Abstract: The paper aims at presenting the results of a project developed over two years. The objective of the project was to enhance the communication activities for the local public organizations from Brasov County, by creating and implementing a software (communication portal) that would allow a new quality in the organizational communication management. The optimization of the communication activity was created for Brasov County Council and some pilot city halls involving those ones that have the necessary logistics, i.e. a permanent Internet connection. The communication portal had as main goal the communication optimization by means of Internet technologies and the access of all information available in a location. Among the main functions of the portal, we can mention the communication through e-mail, discussions forums, real time communication, secured file transfer (documents and data), document versioning, all these being accessed through a single web-based interface.
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1. INTRODUCTION

Communication management has become an extremely dynamic domain, powered by the evolution of the new information technologies and by the rapid, effective and safe communication needs within a public organization. Since the information is the basis of all the activities from a public organization, systems have to be developed to produce and manage it effectively. The objective of those systems is to ensure the availability of the required information when it is needed, and to present it in a usable manner. Nowadays, people find that, at the level of local public organizations (County Council, for example), there are problems related to interdepartmental communication and collaboration, and with the organizations of public administration from the territory. 

The project entitled “Enhancing Communication in the Public Administration from Brasov County by means of a Communication Portal” and funded by CNCSIS was directly linked to the real problems of the transition management towards a European society based on knowledge. The project was developed over two years starting with 2006. The goal of the project was to enhance the communication activity at the level of the public local organizations by accomplishing/extending and implementing a communication portal application that should permit a new quality in the efficiency of communication within organizations. The communication portal should enhance the communication in the organizations from the local public administration through the efficient management of the requests and problems from the organization. The use of a communication portal for the internal communication within an organization was supposed to lead to:

· A better management of the problems the organization encounters. It refers to the process of effectiveness in decision-making (defining the priorities in solving problems, structuring the procedures for solving requests and problems, increasing the reaction speed for requests, automating the transfer of problems/request towards certain departments/persons that have the necessary competence for solving them, increasing the internal control etc.);

· A better management of the resources. Decreasing the solving time of a problem, making the employees responsible, efficient use of hardware and software resources;

· The public organization can accomplish a better internal communication having as finality the organization change, i.e. making the institution flexible and building an organization culture centred on quality.

The resulted applications was implemented at the level of Brasov County Council, authority of public local administration that acts for coordinating communal and municipal councils for accomplishing county-wide public services [1]. For accomplishing the goals of the project some objectives were defined together with their associated activities. The main objectives were:

1. developing a study regarding the actual stage of communication management within public administration of Brasov county;

2. study regarding producing or choosing an open-source communication portal;

3. building or modifying a communication portal, based on a previous decision;

4. testing the portal at a university-type organization;

5. implementing the portal at the client (public local administration of Brasov county);

In the following parts we will try to present an overview of the objectives and how they were accomplished, and their results.
2. STUDY REGARDING THE ACTUAL STAGE OF COMMUNICATION MANAGEMENT WITHIN THE PUBLIC ADMINISTRATION OF BRASOV COUNTY

In order to analyze the existing communication structure, we used a questionnaire for cataloguing some indicators at the level of local public administration. The questionnaire used for collecting required information was conceived starting from a model used in the National Statistics Institute (INSSE – [2]). It was further completed with specific questions for the local public administration. The questionnaire was distributed to local town-halls with the help of Brasov County Council. For finalizing the research, the data was also completed with data collected from interviews carried out with the spokesmen of pilot organizations. The analysis targeted the following elements, emphasizing the degree of implementation:

· hardware and communication infrastructure;

· specialized human resource;

· electronic services used both for citizens and for private organizations (information, downloading forms, form processing including authentication, full system (payments by electronic means);

· decisional transparency by electronic means (property declarations, identification and organization of the organization, financial information, legislative information, compulsory electronic procedures, etc);

· generic information systems (fiscal systems, document management systems, legislative systems, social assistance systems, urbanism systems, territory planning information systems, technical and investment management information systems).

The analysis of the hardware and communication infrastructure monitored the IT equipments in local public administration. As a synthesis we only monitored the following quantitative indicators: number of servers, number of desktop computers, number of networked desktop computers, Internet connection type for a particular organization. As regards the communication infrastructure, the action 4.3.1 – extranet network for local public administration HG 1007/2001[3] was to be finalized in the first term of 2003, but this deadline was missed by some communities. Moreover, it should be noticed that access to the Internet was inexistent for an important percentage of the public local administration, in the rural area. Thus, generally, rural town-halls considered dial-up or mobile phone connections to the Internet, the causes being the low degree of coverage of ISP in rural zones and the rather low costs for Internet connection in the latter case. After analyzing the data, we could conclude that local public administration manages three major aspects: territory management, local public finance management and human resource management including aspects related to social assistance. For this reason, the information systems should be used for managing financial, urban or social assistance, without discrimination. Taking into account that, in the vast majority of cases, everything is reduced to financial management, we clearly find out a much higher percentage of existence of information systems for managing financial data in the detriment of those of other kinds. A clearer example of discrepancy is the one between the financial management systems and the urbanism managing systems. Continuing with this example, we can identify some reasons for these previous facts:

· practical reason: financial management systems are seen as having priority because they manage the incomes and the expenses of their organizations;

· complexity: a system for road management, for example, has to deal with a high level of complexity and a diversity of data sources, in many cases in “geo” format. Also, these data might be managed by other authorities. In contrast, an accounting management information system is based exclusively on the data produced within that organization.

In the vast majority of cases, public administrations consider financial management systems as a minimum IT implementation stage. Other information systems like the urbanism one are to be approached as a higher level of IT usage and implementation. Additionally, these “evolved” information systems, other than the financial ones are seen as a major financial, time and human resource effort, without any immediate priority. In order to promote each area from the county and to respect the laws related to decisional transparency, we considered it necessary to implement a collaborative integrated portal, county-wide, that would contain complex information, starting from the normative piece of legislation, projects with external financing or business opportunities to the one related to cultural or sports events. We concluded that such a portal would lead to an increased exchange of information within the public organizations involved in the project.

3. STUDY REGARDING PRODUCING OR CHOOSING AN OPEN-SOURCE COMMUNICATION PORTAL

A starting point for a portal could be a commercial or open-source HTTP server like Apache. However, the problem with this solution is that, without an important work effort, the result would be an intranet or an extranet without too many personalized services for the organization. Key features like publishing, searching, personalization would usually be missing from a portal built over a foundation like this. Another option was to use an open-source portal solution. The greatest accomplishment of performing open-source software is that it resolves the dilemma “build vs. buy”. Lately the software has become so complex that developing or building a new application is not practical since there are some applications already built. Application developers, considering open-source projects with a vast experience over several versions, may start developing feature sets they need over these applications. We also studied here the support given by the European Union for implementing open source software [4], [5] and the case for the adoption of this type of projects [6]. Many of the open-source portals, besides the above-mentioned features, offer other very important ones like content/document management and collaboration. In evaluating the open-source portal solution, we considered that four major areas should be taken into account for evaluating the application:

1. features;

2. product cost, license type;

3. product support. 

4. developing effort.

We surveyed features like: content management, strong organizational model, support for many instances within the same install, support for internationalization (GUI for entering Romanian translated text for menus, interface and documentation), workflow support, content indexing and searching, GUI for managing folders and files, content and document management. Related to the product cost and support we found out that, even for open-source software, there are costs related to the product or support. Consequently, we classified these portals in three categories:

1. “free” products offered by the organization, but this organization develops and sustains itself based on support services and costly consultancy;
2. Products where the licensing costs could be replaced by contributing with extensions to the developer;

3. Products with no licensing costs - the support is exclusively offered by the community members and the ones that developed and used the product.

In the process of evaluation, we analyzed the following portals:

· PHP/Perl/Python: PHPNuke, PostNuke, Joomla, Drupal, Plone;

· Java: eXo, Liferary, Jetspeed;

· ASP.NET: DotNetNuke, Rainbow, Passage Portal.

Also, extremely important, we had to take into account the type of the existing applications within Brasov County Council and the offered services so that there could be an easy integration (at database level, business layer level, web services or SOA – all requiring additional costs for the beneficiary). Also, an important factor was the experience of the project team members regarding the implementation and developing of open-source applications. As a result of this study, we chose the DotNetNuke application framework/portal as the best possible match from the portals we initially chose: ASP.NET technology, matching Microsoft SharePoint already implemented internally at Brasov County Council, large number of features, rapid development, BSD license and the great support offered by the very large community for an open source project (now almost 600000 user, in 2006 the community consisted of 200000 members).

4. BUILDING OR MODIFYING A COMMUNICATION PORTAL, BASED ON A PREVIOUS DECISION

A key point in choosing any open-source enterprise-level application is the security: because the source code is public and opened to any person from the Internet, these could evaluate the source code and search for vulnerabilities that could be exploited. The security model in DotNetNuke is abstracted into a number of different objects. On the one side, there are the Entities within the application for which access needs to be controlled. Examples of these entities are Pages, Modules, and Folders. On the other side are the actual Users of the application which need to be granted authority to perform specific actions. Since it is common in the business world for categories of users to have similar levels of authority, they are often logically organized to form groups/roles. The link between the two sides is accomplished through permissions [7]. During the analysis phase we found out that, for implementing a security similar to the organization chart of the organization, the portal should implement a hierarchical RBAC [8] system. Not implementing this system (and none of the examined portal did) we consider this as a weak point of current portals. Taking into account that DotNetNuke has a great number of modules with adequate functionalities for a portal, we only considered it necessary to develop the following modules:

· Personalized web page for each user;

· Personal and group calendar;

· Web file manager for each user with support for sharing folders and files;

· Simple webmail for displaying the e-mail messages with support for uploading messages from the Web File Manager;

· Simple chat module.

Considering the fact that the application should adapt over various situations, these modules were built using a pluggable architecture that could be used with various applications and service.

5. TESTING THE PORTAL AT A UNIVERSITY-TYPE ORGANIZATION

The implementation and pilot testing for finding and correcting the potential errors (an absolutely necessary step for ensuring a high quality software product) was made at TRANSILVANIA University of Brasov, which, through its organization structure and geographic placement and distribution, allows an effective testing of the software product. The implementation of the final portal at the level of TRANSILVANIA University of Brasov was accomplished by means of two specific components:

· Developing the main site of the university [9]; this will lead to a unitary site, in which content should be managed in distributed manner by various departments (work in progress). 

· Developing university-specific applications for proving the features of the portal.

The project members contributed to the development of the following specific applications using DotNetNuke:

· Research management application: it has features like data collection (e.g. international and national grants and projects, books and articles at national or international conferences, doctoral activity), data validation, data reporting for various levels of management;

· Student admission application: used for all our study programs, study cycles and learning forms, featuring data replication or online candidate (pre)registration, data export into the student management application;

· Student management featuring tax collection, study programs, study cycles and learning forms management and an online collaboration portal for students and teachers (based on DotNetNuke);

· Dashboard: business intelligence and reporting for management using AJAX.

6. IMPLEMENTING THE PORTAL AT THE CLIENT (PUBLIC LOCAL ADMINISTRATION OF THE BRASOV COUNTY)

The implementation of the portal at the Brasov County Council was accomplished in two phases:

1. Implementing the portal for a department within the Council: this implementation permits publishing information for managing natural protected areas from the Brasov County;

2. Implementing the communication portal for enabling electronic communication and data exchanges between town-halls and Brasov County Council.

In the second phase, we adapted the portal using our pluggable architecture to communicate with the existing application (Microsoft SharePoint) used for internal document management at Brasov County Council. The final application has the architecture displayed in Figure 1. At the town-hall level, the communication portal created the possibility for the site to be entered, updated and personalized. This site is a component of the internal general portal of the County Council that comprises all the town-halls in Brasov County. Therefore, each town-hall may enter information in a personalized manner; this information is automatically centralized at the County Council and then it might be shared with other town-halls. At the pilot town-halls, we had a series of direct meetings with people directly involved in both decisional process and the operative process that led both to optimizing various processes within the portal and adopting a methodology for using this application.
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Figure 1. Communication portal architecture. Data exchange with existing applications.

CONCLUSIONS AND FURTHER WORK

The project had as a goal the implementation of an open source communication portal at the level of public organizations from Brasov County. We think we had achieved this goal through the objectives described above and through the work done at both County Council and our University. Implementing open source software in a large public organization is very difficult. Although this was not emphasized in this paper, we encountered some difficulties in convincing people that open source software is a viable solution that deserves to be taken into account not only through the eyes of the costs but through the ability to be always up-to-date with the technology and features. Questions like “who is going to support the module” are still raised. Also, the implementation of the portal could lead to organizational changes, as pointed out above, so that it could respond more quickly to the demands of other public organizations and finally, to the demands of the citizens. The results of the portal implementation will be measured six months after the implementation has been finished (October 2008). We will consider such indicators as number of visitors, number of used modules, daily statistics for each town hall, taking into account the fact that the user population is known. The project was also supported by CREAP (Regional Centre for Public Administation).
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KNOWLEDGE MANAGEMENT: THE CHALLENGE FOR LATECOMERS
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Abstract: The new economy is starting to change the dynamics of all organizations. Knowledge is increasing at such a rate that no one can learn all there is to know about a particular area. Organizations focus themselves to lifelong learning in an entrepreneurial sense, updating their knowledge continuously as and when they need  The success of latecomer firms from the emerging economies challenges the conventional wisdom on entry timing and resource-based competence. Latecomers based on their strategic learning intent as either emulators or blind imitators. Firms that choose emulation develop flexible routines, while firms that choose blind imitation end up   rigid routines. Over time, when there is a need for resource renewal, firms that have flexible routines are better positioned to respond. The model of the catching up process developed here encourages the application of knowledge management by making a logical distinction between the latecomers and the early moving incumbents, proposes means through which latecomer firms in emerging economies can catch up and eventually surpass the multinationals.
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In the last years, the world economy has grown rapidly, generating many more organizations and denser networks of organizations. These companies have had a humble beginning, but over a considerable period, they have become challengers for global industry leadership positions. Most of them were late to enter their target industries and were far behind the multinational companies in terms of technological capabilities (Mathews, 2006a). During time, many research (Hobday, 1995; Kim, 1997a) tried to argument the fact that the issue of latecomer catching up has mostly focused on the macro side of the story, namely the institutional and network level factors. This paper aims to offer a new description on how do latecomer firms differ in their catching up process and how these differences matter. By examining the institutional context of a latecomer catching up in emerging economies, we can conclude that latecomers essentially start as imitators and differentiate themselves in terms of costs. We define a firm as a latecomer when it is a domestic player in an emerging economy that enters (or diversifies) into a global industry. This definition emphasizes the importance of the institutional context of emerging economies within firms are embedded. Institutions set the “rule of the game” and provide the legitimacy for the firms embedded within them. Firms that violate the rules of the games set by their respective institutions are de-legitimized (Meyer & Rowan, 1977). 

Implications of the emerging economy institutions on latecomers

The role of the government policies in the catching up process is very important. For instance, Hobday (1995) and Kim (1997a), analyzed in detail the catching up process of firms in the late industrial area in: Hong Kong, Singapore, Korea and Taiwan. They argued that governments of these economies played an essential role in the initial stages of catching up. Kim (1997a) considers that the government’s intellectual property regime in Korea was supportive of the local firms, such that the local firms had the freedom to imitate the technologies of multinational players during the early stages of catching up (Mahmood & Rufin, 2005). Subsequent studies in this research area (Hobday, 2000; Kim, 1997b; Kim & Nelson, 2000) examined the processes closely and observed that once a country reaches a stage where innovation is possible, then stronger intellectual property laws are instituted and the government serves more as a facilitator. Kim (1997a) also observed that, in such situations, firms could no longer survive with imitation alone and they had to develop their own innovations. Another stream of research relevant to latecomer catching up is the literature about business groups in emerging economies (Amsden & Hikino, 1994; Guillen, 2000; Hikino & Amsden, 1995; Khanna & Palepu, 2000). Researchers explored the nature and functions of business groups, a well known phenomenon among many of the late industrializing economies. They argued that the presence of a firm within a business group gave it the access to some many resources like the accessibility to technological and marketing expertise of other member firms in the group. They also argued that knowledge sharing and diffusion was faster in the case of firms affiliated with business groups than standalone firms (J.T. Li, 2008). However, not all firms could benefit equally from the network of their business groups. Networks are not altruistic entities. A latecomer firm would receive resources and support from its network only if it was in a position to contribute back to the network at least over a period of time (Narula, 2006). Therefore, the role of the network or business groups would vary depending upon the complementarities the focal firm could provide to the network. Both the institutions and firm specific resources are important factors that act together to contribute towards a firm specific advantages (Peng & Delios, 2006; Peng, Wang, & Jiang, 2008). 

Differences in resources

In terms of the resource-based view of the firm, early companies would like to make their resources more valuable and rare, and make them hard to imitate and difficult to substitute (Barney, 1990). By relying on such internal resources, these organizations would be able to protect themselves from the threat of competitors and new entrants and, at the same time, create their way into new market spaces (Barney, 1990; Lieberman & Montgomery, 1988). Latecomers, on the other hand, will normally lack at least some internal resources critical for their access to the target market, such as core technologies. Hence, these firms must seek out externally to acquire such critical resources (J.T. Li, 2008). Such acquisitions are likely to be expensive, yet not particularly rare, easily imitable, and highly substitutable (Bowman & Gatignon, 1996). Moreover, these firms would try their best not to compete head on with the multinational organizations. They would seek market spaces that are under-served by the big companies and which latecomers could easily penetrate with minimal resources, either available internally or acquired externally. In the situation when the latecomer seeks cutting-edge technology from the multinational, the latter would be able to appropriate disproportionately higher rents (Cho, Kim, & Rhee, 1998). Hence, a more feasible plan for the technology deficient firms would be to develop innovative technology on their own in a phased manner, but in the meantime, to focus on applying any less advanced technology that is available at less expense. Thus, the preferred catch up strategy during the initial stages would be that of being efficient rather than being effective (Kerin, Varadarajan, & Peterson, 1992). Following this perspective, J.T. Li (2008) offered to latecomers two alternatives:

· The survival of technology deficient domestic latecomers during the initial stages of catching up is positively related to the firms’ ability to imitate the most available technology.

· The survival of technology deficient domestic latecomers during the initial stages of catching up is positively related to their ability to differentiate their offerings from that of the incumbents in terms of cost.

Latecomers usually start as imitators and then, they learn. Although imitation is the first possible course of action, the way firms approach imitation would differ. For some companies, imitation is a strategy and for some companies this can be a short-term tactics. Firms can follow these two different approaches and, depending on their course of action, their characteristics affect the overall outcomes related to catching up. In psychology, two means of social learning that humans adopt are: emulation and imitation. Emulation involves “learning about the properties of, or causal relations between, objects (rather than just about their presence in the environment)” (Want & Harris, 2002: 3) and imitation involves “recognition and reproduction of the goal of the observed behavior, as well as the specific actions that brought about that goal” (Tomasello, 1990: 275). Want and Harris (2002) argued that, “these two forms of social learning are useful in different circumstances and, in terms of what an observer learns from a model, the two processes may be thought as being complementary. While a “blind” imitator learns to perform actions for a specific goal, but does not learn the nuances involved in those actions, an emulator learns the nuances involved, but not the actions or the goal. Intuitively, emulation offers a highly flexible form of knowledge.” This logic applies to firms as well. Firms entering an industry for the long term would tend to learn by emulation, but might initially imitate the old organizations to help them build baseline competence and get into the race. Once these firms are up and running, they would start building capabilities that will help them develop their own innovative technology in the future. Firms which just want to use an opportunity to generate as much value as is possible in the short term and then exit when their resources become obsolete or when they find it difficult to imitate any longer (J.T.Li, 2008). In that moment, they start learning through blind imitation. They will try to get access to the most readily available technology and capitalize on it until it becomes obsolete, then start looking for the next set of readily available technology. Absorptive capacity is a firm’s ability to recognize, assimilate, and apply external knowledge that helps the firm better internalize external resources. In other words, organizations need absorptive capacity to make learning possible (Cohen & Levinthal, 1990). 

Reducing the differences

Through learning, technology deficient latecomers not only catch up with the dominant technology of the industry, but they may also learn to confront competition better and gain legitimacy among their stakeholders (Khaire, 2005). Acceptance of the firm as a long-term player by the firm’s stakeholders in the value chain, primarily its customers and suppliers, is a very important form of legitimacy (Ahlstrom & Bruton, 2001; Kerin et al., 1992). Firms need legitimacy because, from the point of view of customers, only those which offer quality products constantly, can be seen as firms that are serious about staying in the market (Kerin et al., 1992). Also, when a key component is in heavy demand, the suppliers will cater first to the needs of those firms that they expect to stay in the industry (Ahlstrom & Bruton, 2001). Therefore, to gain acceptance among consumers and suppliers, late entrants need to enhance the quality of their offerings. The need to enhance the firms’ offerings is further strengthened by the fact that latecomer firms would no longer be able to differentiate themselves by their prices. Thus, to differentiate itself from its competitors and to gain legitimacy among its stakeholders, the latecomer firm would have to be continuously innovative (Tellis & Golder, 1996). To be innovative, a firm needs to replace obsolete resources with new, sustainable, and more competitive ones, either by total substitution or through sequential evolution (Lavie, 2006). Resource renewal is defined as a process that involves reconfiguration of firm resources by either evolving new resources from systematically improving the old resources or completely letting their existing resources to evolve systematically.

During the later stages of catching up, late coming firms often face such renewal challenges. Their current resources are not sufficient to take them to the next level of competence. Legitimacy concerns would also force them to look at resource renewal as a strategic choice. The key questions are usually which resources to replace and which to let evolve, and how to balance the process (Lavie, 2006). During the initial stages of catching up, even if imitation is the only solution available, some firms might have taken up emulation while others have preferred blind imitation. These choices may have different effects when the firms evolve to the point of contemplating resource renewal (T.J.Li, 2008). Emulating firms will have launched internal R&D or other forms of learning such as alliances with research based educational institutions. The knowledge thus acquired may give them the opportunity to focus on resource evolution by investing further in R&D, perhaps as a supplement to resource acquisition through merger, acquisition or a joint venture. This luxury will not be available to firms that chose blind imitation. When such firms decide to renew resources, they must do so from external sources. This route could be expensive, given that they are likely to be highly valuable, and perhaps rare and difficult to reproduce or substitute.

Discussions

Emerging economies have been a key focus of research over the past two decades. because they have begun producing their own multinationals. They have been late to enter the global marketplace, but have fast been making their global presence felt (Kohn, 1997; Lall, 1983; Mathews, 2002, 2006a). These latecomers have made the multinationals work harder for their profits. The aspirant firms have just broken a historical barrier by acquiring a license to operate in the domestic market, and now face stiff competition from the larger multinationals already operating there. The problem that these late entrants face is two fold:

· they lack the technology needed to penetrate the market

· they are racing against time. If they do not find the necessary technology in time, they expect to miss out on a golden opportunity.

The outcome of learning is generally performance, but this should be a dynamic relationship. Latecomer firms that imitate blindly develop rigid routines, and those that emulate develop flexible routines. The flexible routines will be critical for these firms to renew their resources and make the transition from imitation to innovation. These have significant implications for performance and sustainability of the catching up process (J.T.Li, 2008). The issue of catching up of latecomer firms in emerging economies could be examined from multiple levels such as a country level, an industry level, a firm level, or a resource level. There are also a large number of factors that need to be considered if we were to examine the broad context of latecomer catching up; and there could be different kinds of catching up as well.

Conclusions

The knowledge economy uses knowledge as a main engine for economic growth: knowledge is accumulated, created, disseminated and efficiently used in order to enhance economic development. The purpose of this economy is to encourage creativity in the whole economy – far beyond the creative industries (Ivanovici, 2008). To achieve the desired profitability a company must have a sustainable competitive advantage that results from being able to add value for its customers (Voicu, 2008). Firms which were good at imitation in the initial stage are the ones which gain market share, and that firms which took up emulation as a strategy are in a better position later on to survive retaliatory pressures from multinationals. They are the ones that are likely to make the transition from imitation to innovation. This suggests to aspiring late entrants that when entering the market, while it is good to gain access to the most readily available technology, it is important to keep in mind that blind imitation alone will not lead to a sustainable position in catching up over the long term. Firms in emerging economies have to apply the new type of management and invest in their own internal technological competence in order to make the transition from imitation to innovation. The model of the catching up process developed here encourages the application of knowledge management by making a logical distinction between the latecomers and the early moving incumbents, proposes means through which latecomer firms in emerging economies can catch up and eventually surpass the multinationals.
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Abstract: There are an important number of people all around the world with the desire and the resources to spend on holidays, accommodation, entertainment and recreation. These people represent a diversity of nations, occupations, incomes and personalities, and they have a wide range of reasons for wanting various hospitality experiences. But, the market is too vast and diverse for one establishment to satisfy. So, for practical purposes, the total market is subdivided into many smaller markets and, by using market analysis, a hospitality establishment can determine which segments best suit its location, property size, property type, expertise and resources. The selection of the most appropriate segments is called “target marketing”, and its purpose is to provide a focus for the whole marketing effort. 

The preferred lifestyles of different people determine their behaviour and guide the patterns of their purchases. Not everyone wants to live in the same way, and these lifestyle preferences can be clustered to form market segments. Once the hotel manager knows the thinking of these various market segments, it is in a position to decide which segments to target, and which strategies to develop. For the hospitality sector, only one thing is certain – tourists will continue to want places to eat, drink, sleep and have fun. But how, where, and when they will want to do these things is a matter of continuing complexity. According to this presentation, the paper wants to understand the behavioural patterns of the hospitality market. It is also trying to make the hospitality market segmentation according to the purchase motivations of the tourists. Finally, we will present the personality types of the tourists from the hospitality sector and make same important remarks for improving the marketing segmentation in our hospitality sector.

Key words: hospitality, lifestyle factors, market segmentation, motivations, purchase behaviour 

INTRODUCTION

Tourist behavioural may be defined as the study of the ways in which people choose to engage in, negotiate and experience travel away from their normal place of residence in pursuit of particular goals and satisfactions.  It’s representing a central feature of modern life and one which is continually growing in importance. The tourism choices are dependent on what people like doing with their leisure time. Tastes and wants of consumer populations change under the influence of many factors as the media, economic constrains or opportunities, education. The customers’ preoccupation regards healthy lifestyles, taking shorter holidays and the environment protection. Changes in attitudes to the environment and ecology are altering the demand for many types of products (Assael, 2002). Advances in technology are allowing the introduction of new products that are rapidly being accepted by the consumer. The development of satellite communications, the explosion of information on the internet, and the intrusiveness of television has removed many of the mysteries that once surrounded the cultural and geographical features of remote areas. The IT revolution made possible for the home to become the main source of entertainment and information. Shopping and access to a range of services is possible from home. The majority of bookings for travel, for hotel and motel rooms, and for resorts are being made through agents (Holloway, 2004). Most countries also operate their own tourism offices to encourage visitors to travel to their regions. All this changes that affecting the hospitality industry indicate a further fracturing of the overall market into more segments of people, each with quite different purchase motivations. 

1. BUYING INFLUENCES ON BEHAVIOUR 

Before making a purchase, buyers go through a series of decision processes. In most cases, other people are involved in these stages in the decision-making process. The stages of purchase are the same as the stages used in selling- from awareness, to interest, to willingness to purchase. Before the purchase is made, however, there is a nervous period when most buyers require convincing that they are doing the right thing. For this, they are looking for reassurance form others. Once their doubts are overcome they usually proceed to buy (Pender, 2005). The key to getting the customers to come back, or to converting a once-only customer into a regular client, is to concentrate on making sure of satisfaction after the event. This is way hotels should know the name and address of every customer and should maintain regular contact from immediately after the sale. Although they might be unaware of it, most people buy to please or impress others. Who they are pleasing or impressing varies (Cornelissen, Dewitte, Warlop, 2007). Parents, spouses, children’s, bosses, close friends, and relatives are the most common influencers. ‘Where did you stay?’ is a question frequently asked of the returning traveller. This is often followed by the question ‘How was it, any good?’. Everyone prefers to give answers that will make a good impression. The roles involved in buying motivations are:
( The initiator- the one who first suggests or thinks of buying something;

( The influencer- the one whose advice or opinion counts most in the decision to buy;

( The decider- the one who makes up the minds of others;

( The purchaser- the one who actually makes the purchase;

(The user or users- the ones who often have much to say about the purchase afterwards!

In hospitality, the person in a group who pays the bill might not be the one you are trying to please, or the one who decides if the group comes back next time. There is always hesitancy when a prospective customer comes across a product for the first time. This might be a new product or new service introduced to the market by a hotel. In this situation, some people make the purchase decisions earlier than others. These people are called ‘early adopters’. They are the first to buy the new hotel service, or the first to try a new experience at the hotel. At the opposite end are the ‘laggards’ who make sure that everyone else is satisfied before they purchase the hotel service. In between are the ‘early majority’ and ‘the late majority’ (Kotler, Bowen, Makens, 2005). The job of the hotel marketer is to identify these processes and to assist the purchaser to make an early decision. 

2. THE PURCHASE BEHAVOUR

In making purchases, most people are motivated by two major factors: their aspirations to be a certain types of persons who live particular ways of life, and the cultural and social influences of society in which they live. People are affected by a host of influences. These include their self-perceptions, their personalities, their desired lifestyles, the attitudes of their peers, their age-related needs, their gender, where they live, whether they are married, single, widowed, or in various relationships, their race or nationality, their financial resources, the pressures f parental and other friends, and their varying levels of intelligence and physical capacity (Jiménez, Ladrón-de-Guevara, 2007). These factors are a result of their generic makeup and the environment in which they have grown. In the hospitality sector, the customer’s segmentation by purchase motivations is generating four types of consumers: performers, followers, rulers, and thinkers.  

Performers are people who like to be noticed. Often loud, they are great talkers and extroverts, and usually stimulating people to be with. They prefer bright colours, striking fashions, outstanding cars, and have lots of friends. They go out a lot and want to be ‘where the action is’ so that they can be in the centre of attention. They are very people-oriented. 

Rules are people less friendly, and are cooler and more calculated. They like to be in charge of people and situations. They are usually active, hard-working, and task orientated. They seek and usually obtain positions of power. Their dress is formal, and their tastes in possessions are restrained and elegant, but often lacking in warmth.

Followers are friendly people, but are often shy. They like to avoid trouble. However, when they have to face up to problems they often do so with considerable determination. They prefer home and a familiar comfortable environment. 

Thinkers are independent and preoccupied people, who work at their own place. They are systematic, task orientated people who shun the limelight. They work to regulations because they like to know where they stand. 

By observing the effects of personality and lifestyle preferences on purchase behaviour, it is possible to identify the above groups, and to predict the wants of each group for a hospitality experience. The hotel advertising can make prospective customers to recognise that an establishment
is ‘their sort of place’ from the appearance of the establishment and the services and facilities on offer. 

It should be noted that business motivations are different from private motivations. The business executive, who uses a suite and entertains on an expense account, considerably modifies the budget when holidaying at the same hotel with his family (Stănciulescu, Marin-Pantelescu, 2008). Because marketing is all about satisfying the needs and wants of people, hospitality managers must concentrate their efforts on understanding the segments they intent to target. 

3. CONCLUSIONS

There is always a new hotel that seems to be brighter, bigger, and glitzier than the ones before it. Such hotel will drag in the ‘early adopters’ who like change and want to be ‘where the latest action is’. However, long-term survival depends on the lasting quality of the guest experience. For its ongoing and financial health and wellbeing, every business has to conduct its operations in such way that the main focus is on satisfying customer’s needs and wants. If the customers are unsatisfied, they will not return to purchase products and services from the hotel in the future, and the hotel will decline and eventually fail. The hotel marketer has to understanding the customers’ behaviour in order to anticipate their needs and wants. Finally, the hotel has to provide guests a place where they feel welcome and appreciated, and where they can relax and have an enjoyable experience. 
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Abstract: In the last 30 years, economic activities at the international level have been affected by powerful crisis with social and economical origins, all these crisis generation a conflict situation between business world and societal world. The concept of durable development launched in this crisis period focuses on developing organizations relationships over the economic area in a new frame of both social and economic actions legitimization. The necessary strategic approach refers both to the finalities and to the content of the sustainable development concept. As far as the finalities are concerned, the whole issue is organized around a logic based on the so-called “stakeholders theory”, as well as on the competition logic, which regards the ethics of responsibility, as teleological principle. For the contents of the sustainable development, the existent arguments make us believe that everything is due to some doctrine weaknesses, the compensatory element being the social responsibility. In this article, we would like to make an analysis on the enterprise behavior, in terms of sustainable development, possibilities of elaborating strategies and development programs by integrating the objectives of the sustainable development, as well as a presentation of the sustainable development diagnosis levels in an enterprise. In the end, we shall present a possible model for a sustainable development report from a marketing perspective. 
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1. Organizational behavior in relation to the sustainable development

Sustainable development represents a problem which businesses cannot avoid in the near future, offering both opportunities and constraints in the activities of the organization. The researches in recent years show that a number of companies perceive the environment, society and social dimension of activity as potential threats, as disturbing elements in market relationships. There are a number of organizations which considers such factors as opportunities, such as more jobs or additional income. Based on these two brief exposures, it is possible to adopt a balanced view, which will highlight the following aspects:

· On the one hand, societal constraints generates costs, which businesses must bear without "produce" utility or economic value to the market; 

· On the other hand, compliance to the systems of values and social cohesion provides opportunities for innovation by concentrating forces; innovation being a reliable source of funding for business and markets served and / or built. 

As may be established, marketing and sustainable development is a dichotomous reality on certain "area". There are currently many companies that are "half way", namely between the two positions described above. Therefore, organizational attitudes take "the route" from rejecting to integration, through an interim phase which is acceptance. A research carried out at the five large groups of enterprises in France, where institutional discourse was analyzed in terms of sustainable development and social responsibility, led to the following conclusions (Loupe, 2006):

· Sustainable development is defined completely and consistently at the level of only 20% of enterprises. Otherwise, the definition is partial and accomplished in terms of “industrial responsibility”, “environmental protection”, and the objectives are formulated classic-entrepreneurial type: “value creation”, “technological domination” and other similar;

· Involvement of the organization (that commitment) most often refers to a limited number of issues, which are insufficiently clear: for example, "social" means only issues related to human resources, ethical means only issues relating to human rights.

· Most enterprises evokes two forms of integration of sustainable development: the integration of the enterprise through good governance, being obvious when it finds a "cultural recovery" of sustainable development (institutionalization in direct link with tradition, history and the origins) when there is a complementarity of sustainable development to the list of best practices and good conduct and an inspection of the internal bodies over this.

2. Development of strategies and development programs by integrating the objectives of sustainable development

In the same time with the integration of the objectives of sustainable development and social responsibility, there are necessary concrete marketing activities, which contribute effectively to achieving such objectives. This will be done in a logical and coherent series of complex stages of the process of reflection and strategic planning, steps that can adapt depending on the specifics of which the engaged activities. A first step involves market sensitivity analysis or segments sensitivity analysis referred to "proposals" of sustainable development. The main questions to be answered are:

· How will be received concrete steps and actions in the field of sustainable development and social responsibility?

· What will be the starting point in these efforts?

· What and how will communicate?

· What are the level of interest and the possible involvement of the concerned public? 

The formulation of such questions and related answers, will create the connecting bridge with the universe of clients, this is addressed in a double position: citizen and buyer. In the sphere of consumer goods, researches show that at the level of markets there is specific "environmental sensitivity potential" or, more generally, societal, which manifests itself at several levels. Thus, recent study (2003/2004) indicates that approximately 50% of the buyers are "insensible" (have not made any specific problem in terms of sustainable development), 30% are “inactive sensitive” (they thought, but have not introduced sustainable development criteria in their choice) and 20% are “active sensitive“ (actually choose on the basis of environmental and societal criteria). Among “active sensible”, between 40% and 50% (depending on the characteristics of segments and / or goods) to be declared willing to pay more to buy tangible products or services that meet societal expectations in terms of environmental, ethics, moral. The same research shows that the number of consumers who are actively to demonstrate sensitivity is constantly increasing; based on the typology used by Ethicity, the number of sensible individuals who are declared ready to pay more and to engage in collective actions, increased from 10% in 2003 to over 15% in 2004 (www.ethicity.net). The second stage involves the integration in the diagnostic analysis of strengths and weaknesses of the organization in terms of sustainable development. This analysis will be done in relation to all parties involved (stakeholders), namely own staff, customers and a whole range of partners who interfere with the professional sphere and which may be associated with this “exercise” during which everyone will discover the real involvement desired from business aspects in relation to social, environmental, ethical, moral and similar aspects.

Highlighting of the opportunities and restrictions is likely to incite organization to involve more powerful in sustainable development issues, each having certain correspondence with all functions and enterprise sectors. Thus, at the strategic level is necessary, for example, to take into account certain components of a product, which are authorized in the domestic market but are not allowed on the external markets, or vice versa. For example, in Romania are banned certain imports of poultry meat, antibiotics, growth factors in poultry industry. In these conditions, cooperating with U.S. suppliers of poultry meat thus obtained (especially frozen products) cannot continue.Teams of top management should capitalize all the information from the outside and inside to determine how they will be able to devise and submit an offer adapted to the criteria of sustainable development in large distribution network aimed to find such upstream suppliers. Moreover, will be tracked the sensitivity to social responsibility and interest to communicate to the operating segments of the main competitor. Finding sustainable development can be achieved both by analyzing the elements of downstream and upstream of the business, the full and effective analysis case being that which take into account both aspects, resulting in a closed circuit (figure 1).


[image: image23]
All levels related to the market of inputs and the market of outputs attract and transform the resources into a special form, and the links between them cause a series of processes such as: adaptation of the products, the establishment of stocks at certain levels, transport issues etc., all of these actions being energy or fuels consumers, contributing to pollution, creating the greenhouse effect and the like. This analysis in closed circuit can be a real support as regards human resources, motivating staff for the understanding of everything that means consumption of resources in each stage and in every place, thus contributing to the development of conscientious or committed products. A third stage involves clearly defining the objectives of marketing associated with a positive impact on sustainable development plan. Basically, marketing specialists from the Romanian organization find this approach the most innovative approach, given that earlier practical experience and preparation in the field of sustainable development through the educational system completely lacks at all levels. In this stage, through the proposed objectives, it is necessary to pursue a good position of the organization and of its offer using arguments of sustainable development and social responsibility, explicitly or implicitly presented in the steps of communication with target audience and society as a whole. The appropriate marketing strategy and program must be structured on three categories of objectives: attracting and conquest of new customers, attracting and stabilizing in the range of relative non-buyer; retention of the segments which are found in a great sensitivity report with the environment. A fourth step is to develop and implement action programs designed to lead to the achievement of the objectives set out above in terms of sustainable development. These steps, extremely complex both at the conceptual and operational level, involve joint efforts of all professionals positioned in the supply route, production, finance, marketing, communication, sales, especially as regards the dynamism, creativity and, very likely, lifelong learning. A fifth stage relates to the effective integration of the objectives of sustainable development and social responsibility in the development strategy of the company. Therefore any steps presented during the four previous stages are not viewed as practical strategic parallel activity dedicated exclusively to operate mentioned concepts, but they must be viewed as integrative strategic actions designed to effectively place the organization in human sphere, in social and environmental aspects of the society as a whole. Maintaining the organization within the credibility area implies that the impact of the announced plan of sustainable development to be not only declaratory, but to be primarily felt, being "tangible” through the value of everything that is the "innovative actions”, which the beneficiaries themselves to assess and measure.

3. Conclusion
 
Sustainable development and social responsibility is, indisputably, the foundation of a new logic in the economic and social development. Of the two concepts related to sustainable development seems to suffer most because of doctrinal shortcomings and weaknesses. Nevertheless, sustainable development asks for moral requirement of a rationality which exceeds that of the parties involved theory, requiring coherent answers to the following questions:
· What are the criteria on which you can measure those two elements (sustainable development and social responsibility)?

· Who defines them, how and for what?

·  How will be taken into account generic requirements, valid for all and the specific conduct linked to a particular activity?

·  How will present the “global” and the “local” through facility-based differentiations existing at several levels (law, culture, the natural, social etc.)?

And if the answers to these questions will be clear, the need for reflection for another issue becomes necessary: the building of an economic model in which to combine sustainable development and responsible, model to be value creative, being based on competitive advantages and sustainable societal responsibilities.
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ERGONOMIC REQUIREMENTS AND SOCIO-ECONOMICAL CONSEQUENCES OF COMPUTERIZED WORK SYSTEMS DESIGN
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Abstract: As it is known the modern mentality of man, his conception about work, brought in by plan the importance of life quality in general, the professional life quality in particular, and also the comfort and safety at work.In these conditions we assist to the concern’s intensification to improve the working environment by taking in consideration the ergonomic requirements. Although the scientific and technical progress has determined qualitative changes in the process of work, and increasing efficiency followed a path almost parallel with the improvement of working conditions, paradoxically the full recovery issues of human potential and decreasing effort not only that are very present, but became with the passing of time more complex. Also the modern technique makes the human effort easier and increases the effectiveness enlarged the area and the variety of demands by adding many aspects or many "unknown" in the man-demand relationship. In these circumstances, it is justified and normal the modern society concern for more rational use of energy human, and so the ergonomic research is gaining great importance in the role of design work conditions and effective recovery of human potential.Therefore the contemporary research of human factors and ergonomic is directed towards improving the working methods and the working environment to enlarge the efficiency in the technological and revolutionary working environment development context by introducing computerized systems. 

Key words: computerized work system, ergonomics, life quality, security at work

Currently, the progress of automation that reduces the physic tasks of human factor can be considered to minimize the need for awareness of the human factor as a strategic resource, but specialized studies highlights a significant increase in the importance of the human factor through the increase of the mental share. Therefore, lifting cognition at a higher level in the workplace, is leading to the computer tasks growth more than those involving physical effort. Thus, the development of computer jobs have determined significant changes in the human factors occupational structure in Romania, resulting, on the one hand the emergence of new occupations, and on the other hand, modifying the content of many others, in order to adapt to the new requirements of professional life. As many specialists in the field reveal, the professional quality of human factors must be irreproachable, because a delay in a response to a new situation, may have significant financial consequences that can lead to the cancellation of machinery and plants operation, with chain social and economical consequences. The cost of human error in such cases can be enormous. Also a review of the literature suggests that human error is the main cause of 60-90% of major accidents. Accidents happen due to wrong interpretation of the operators, erroneous decisions, lack of knowledge, untaughtable mistakes. In these circumstances, according to published statistics, the compliance of ergonomic requirements in the professional activities can reduce the accident number and frequency of errors in the workplace. 

The quality of life and system performance are working in a closely report by matching the complex compatibility relationship between human operator, technology and environment, and the positive and negative results of this report. The positive results include measures such as labor productivity, performance, product quality, behavioral and subjective psychological results (desired), such as job satisfaction, employee morale, welfare people, and commitment. The negative results include both human errors and system errors, loss of productivity, low quality, accidents, injuries, call physiological results of behavioral and psychological subjective (unwanted), such as dissatisfaction at work, work / stress occupational and discomfort. In this sense, the primary aspect in designing computer jobs must be represented by knowledge of the human factor, him being the one that puts the technological system into work, thus it should be stressed and aware the fact that people differ from the competencies of computer use point of view (both in the software as well as the hardware), in the process of work, the human factor integrates itself with the working methods, constituting an organic system, so it should be stipulated and respected the level of knowledge and skill necessary in order to maintain efficiency and reduce work errors in the professional activities. In designing the computerized workplace should be kept in by plan the foreground human-computer interaction, aspect that materializes itself in the submission of a permanent effort of adapting the human factor to the system. Therefore, in ergonomic workplace design can be foreseen the need for reducing the adaptive processes of the human to the system, being given the fact that , ultimately, human have limited capacity, and it may be manifested the phenomena of tiredness, stress, dissatisfaction, leading to the error handling of the working environment. The ergonomic design is focused to the improvement of the working methods in order to optimize the quality of life in the context of technological development in general and computers in particular. The prospect of the computerized job design is to create and implement interfaces readily usable and easily incorporated. The expertise and research reveals contemporary ergonomic requirements of a computerized job:

1. Provide an interface that does not violate the user's expectations or mental model.

2. Design a consistent interface. This will improve expectations and reduce user errors.

3. Reduce the memory requirements and memory load of the user.

4. Give feedback to the user, to inform users about what is going on.

5. Design the interface to cater to all types of users. Consider that there are great differences among individuals in memory and cognitive capabilities.

6. Use direct manipulation to simplify the way information may be accessed and manipulated by the user.

Human-computer dialogue should be designed so as to minimize the needs of memory or the number of sections in short-term memory of the user. In the process of designing and implementing human-computer interface is necessary to respect the principles of usability, talking about:

•  features affecting user competencies - the principal concerns is the support given to the user, functionality, transparency and consistency of the interface, and the secondary take into account off-line support and assistance on-line (possibilities aid electronic via textbooks, Web sites, etc. ), completeness, accuracy, compliance with the purposes of security and observables plus feedback and familiarity with the user interface; 

•  features affecting the implementation – the principals mainly take into account the operability, flexibility and robust ability , and the secondary refers both to responsively, monitoring, simplicity and affordability, and at the initiative of dialogue, task migration, adaptability that an user interface can show, also here is taken into consideration maturity, tolerance to errors and the taking back possibility; 

•  features affecting user satisfaction - the main concerns are about  esthetics of presentation, while secondary features take into account the consistency of interface objects, spatial location of consistency and style of interaction.

Compliance with ergonomic requirements of computerized job design leads to maximize the effectiveness of the human factor through proper completion of tasks and respecting the distributed time schedule allocated to each job in hand. In these circumstances, there is a natural and justified concern for modern society for more rational use of human energy and the ergonomic design received a critical role by the incumbent in creating conditions for effective recovery of human potential. Thus in the ergonomic design one must consider the specialized factors for the purpose of assessing and testing the human-computer interaction, in the form of an exemplificative list of ergonomic verification, as the exemplified  in the following:

1.
Is the human-computer dialogue suitable for the intended task?

2.
Is the dialogue self-descriptive and easy to control by the user?

3.
Does the dialogue conform to the expectations on the part of the user?

4.
Is the dialogue error-tolerant and suitable for user learning?

5.
Has command language been restricted to experienced users?

6.
Have detailed menus been used for users with little knowledge and experience?

7.
Is the type of help menu fitted to the level of the user's ability?

8.
Has the QWERTY layout been selected for the keyboard?

9.
Has a logical layout been chosen for the numerical keypad?

10.Is the number of function keys limited?

11.Have the limitations of speech in human-computer dialogue been considered?

12.Are touch screens used to facilitate operation by inexperienced users?

All these measures have as a main purpose the safety and security protection of computerized workplace through the use of ergonomic principles designed to improve the continuous adaptation of human factors to systems. Also, on the same line of analysis, in the process of employment must be solved in view of improving security and safety, the aspects which provide if workers may perceive the danger, if there are adequate warning signs, if all commands can be used easily, if items work are acceptable, if the noise and other stressing environmental factors are reduced, if there is cooperation between workers and management, based on mutual understanding and if there is a good management. Therefore, ergonomic security measures are focused on the operator and are different from conventional approaches regarding safety in the industry. Ergonomy can improve the safety of workers by changing attitudes towards perception, decision-making and behavior on the assumption of risk. The ergonomic design of computer jobs must gather economic development organization with scientific production and labor, from the perspective of maintaining and improving quality of life. Achieving these objectives of increasing the quality of life requires the usable concerns growth for the ergonomic organization of production and labor, which is one of the most important factor to bring up the quality of economic and social and the greatest reserve of existing production. But the main aspect of this action is that during the human-computer dialogue it must not be overrun the user's mental model, the way in which users think of a problem. The user should not translate the information on the screen so as to match his mental model. Thus we assist to the need of shifting from human adaptation to the computerized system to the adaptation of systems to the human factor characteristics. Ergonomic design of computer systems work focuses on helping facilitate human development in the context of rapid social and economic. Therefore, the requirements of ergonomic design of any computerized work system are known and revealed in all working environments in which people can improve their quality of life by promoting, the concept of independence and security at work.
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THE NECESSITY OF THE PROMOTIONAL MIX FOR GUARANTEE A SUCCESSFUL BUSINESS HOTEL. Case study: THE PROMOTIONAL MIX AT JW MARRIOTT BUCHAREST GRAND HOTEL
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Abstract: Once a business hotel has been created and the room price determined for it, the marketing focus switches to finding the best means by which to get this information to the customer. However good it is, no hotel room can be expected to sell itself. The hotel marketing team have to communicate to the consumers about the hotel services; and while consumers themselves often provide an effective means of supporting sales through their word of mouth recommendation to others, most form of communication require the application of the promotional mix.The promotional mix in a hotel is an integrated part of the marketing mix of the hotel, and consists in four distinct ways to communicate to the public: by advertising the hotel through a selected medium such as television or the press; by using staff to engage in personal selling, by doing sales promotion activities and by generating publicity about the hotel through public relations activities, such as inviting travel agencies and travel writers to experience the hotel services, in the hope that they will review it favourably in their papers and recommends the hotel services to the clients. Only if the four promotional tools are mix together will be able to transmit a coherent message to the customer. According to this presentation, this paper suggests to argument through practical examples the necessity of the promotional mix for guarantee a successful business hotel. It also presents a case study regarding the promotional mix at JW Marriott Bucharest Grand Hotel. In the last part the paper work will present the conclusions of the case study and it will offer solutions for improving the promotional mix in a business hotel.

Key words: advertising, business hotel, promotional mix, public relations, sales promotion

1. INTRODUCTION

There is a firmly held belief in the hospitality industry that selling is the most important function in the marketing mix. Promotion is very important, because the potential customers need to know how good a place is. There are many markets that have to be reached and told the good news about the place. They have to get the message and get it often. Successful management of an organization’s communications with its consumers is essential. Without this, a well-designed and produced product or service may go unnoticed, however well distributed and priced it is. Some form of communications system is necessary in modern business, and organizations are constantly improving their skills in this area. The volume of messages now being aimed at consumers makes such improvements necessary. The cost of marketing communications also means that it is important to maximize the return on any investment in this (Stănciulescu, Marin-Pantelescu, 2008). The key to successful management of the communications effort is to identify target audience, then to determine the communications objectives and budget, and after that to select the message, method and media in order to transmit the information to the consumers (Baker, 2000).
Promotion is the communication process that uses information persuasively to achieve a positive customer response. The promotional mix is divided into a number of tactics embracing advertising, personal selling, promotion activities and public relations activities (see figure 1). The hotel may choose to promote itself on national television whilst also employing sales representatives to sell to corporate clients and a variety of other promotional methods. The sum of these activities will constitute the hotel’s promotional mix. The intention of the promotional mix for hospitality is to communicate benefits and values, and to invoke a favorable response from people in the tourism market. The response will vary from group to group, depending of the message, and on the needs and wants of the individuals in each market group that have been targeted.

Figure 1.The promotional mix system
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Adapted from Pender Lesley, Marketing Management for Travel and Tourism, Stanley Thorne Publisher, Great Britain, 2005

2.  ADVERTISING

Advertising represent “any paid form of non-personal communication and promotion of ideas about goods, or services, by an identified sponsor”. Advertising can take many forms and can be used for a variety of reasons. With the help of advertising the hotels managers can build strong and good business image over the long term. Advertising can reach a large, widely dispersed audience, but on the other hand is impersonal and only provides one-way communication. The decision to conduct an advertising campaign, whether this involves no more than a single insert in a local newspaper or an extended series of national television advertisements, necessitates a number of secondary decisions (Zhao, 2005). A hotel must first establish what are to be the objectives of the campaign, followed by how much it will cost, and what strategy is to be employed to achieve the objectives. This is also usually accompanied by an evaluation of the campaign to determine whether the objectives have been reached. The larger hotels chains use advertising to differentiate their products and promote sales. The level of advertising expenditure depends on the preferred media (TV, radio, cinema, press, posters) and the form of promotion. The customer profile of the industry indicated that much activity must be targeted towards the business rather then the consumer market. Advertising and promotional activity is limited within the wider hotel sector. Only, the larger chains hotels have the resources available to invest in advertising campaigns. A large number of smaller operators carry out virtually no formal promotional work, relying on their location and make publicity in local areas to maintain business. Regarding the media advertising, a marketing research in the hotel industry has shown that for the marketing managers it’s better to switch from TV advertising to press advertising believing that TV advertising had not changed people’s perceptions of the hotels chains (Eisend, 2006). Every day the public is exposed to many hundreds of advertisements, and hotels face a major challenge in overcoming the forgetfulness. Impact of a good ad is important, but so is constant repetition and a lot of advertising is simply aimed at reminding the customer of the hotel’s existence.

3.  PERSONAL SELLING

Personal selling is important for the business hotels due to the issue of inseparability, as there is a great deal of face-to-face contact between staff and customers. Personal selling is described as “oral presentation in a conversation with one or more prospective purchasers for the purpose of making sales”. The fact that two-way communication is possible is the main advantage of this method. Personal selling also allows for more flexibility in the design of messages, so there can be accepted by the customers. Salespeople can have responsibility for a number of functions, including the development of relationships with key customers, increasing hotel knowledge, ensuring brochures and collecting feedback from the marketplace (Kotler, 2004). The sales management has become a more central issue in hotel industry as the importance of continued success to future sales is recognised. Market condition change very quickly in the dynamic filed of business hotels. Sales reports, expenses sheets and customer feedback can all supplement management observations and formal an important mechanism when evaluating the sales forces.  

4.  SALES PROMOTIONS

Sales promotions are used to provide strong incentives to purchase and are often used to boost sales. There can be a strong element of immediacy inherent in their use. Sales promotions vary between being very subtle and extremely dramatic. Sales promotions have been described as “a diverse collection of incentive tools, mostly shirt term, designed to stimulate quicker or greater purchase of particular services by consumers or the trade”. Sales promotions have become a way of life for many establishments, because they provide immediate reasons for customers to come and use the facilities. Sales promotion activities includes special offers, rewards for sending a coupon, discounts, early booking reductions, weekends rates, off-peak specials, bonuses, contests, promotional gifts, familiarisation trips, trade shows, free samples and loyalty bonuses (e.g. accumulating ‘honoured guest’ points for frequent hotel stays). The opening of a new accommodation wing might be promoted by giving away free bed-night samples to selected corporate customers (Kotler, Bowen, Makens, 2005). Alternatively, a function might be held with a lucky draw for the rooms, together with consolation prizes for the unlucky ones (so that no one goes home empty-handed). Poorly managed sales promotions can destroy the reputation or market position of a business hotel. It is therefore sensible to test any sales promotion prior to running it to ensure that it is appropriate. As with other promotional methods, it is also important to evaluate the outcome of sales promotions. Comparing sales figures before and after a campaign is one method of doing this. 

5.  PUBLIC RELATIONS

PR is best defined as a set of communication techniques in which are designed to create and maintain favourable relations between an organisation and its public. An organisation as publicity exposed as a hotel depends heavily upon its reputation. The goodwill of the public can significantly affect its viability. Public relations are concerning the management of the attitudes of those members of the public who are important to the organisation. This includes the customer base, the target market, and leaders in political, business, financial, union, and hospitality life that influence other people. In a hospitality establishment, the PR person is very much concerned with using sales promotions to gain media exposure, and the PR person is thus often responsible for much of the organising of a promotion. Internationally acclaimed visitors and entertainers are chased by media, and an astute PR person can capitalise on this by arranging for television cameras to include the hotel’s name in the background. In addition to creating favourable publicity for the company, PR has an important role in diminishing the impact of unfavourable publicity. Five distinct activities are associated with the role of public relations: press relations- maintain a close working relation with press journalists, product publicity- bring products to the attention of the public, corporate publicity- publicise the firm itself to create a favourable image, lobbying- involving activities designed to promote a cause, and counselling- identify developments to the firm which could influence the company’s image. The PR will then recommend a plan of action to counter any unfavourable developments. Thus the PR department has a monitoring are research function also. 

6. CASE STUDY: The promotional mix at JW Marriott Bucharest Grand Hotel
Marriott International is a company with about 3,000 lodging properties in the United States and 67 other countries. The company had approximately 151,000 employees at 2007 year-end. In 2007, Marriott International reported sales from continuing operations of $13 billion. The company operates hotel under the JW Marriott brand name in Bucharest, Romania too. The promotional mix in JW Marriott Bucharest is corresponding with the company promotional mix and is focused on advertising activities, sales promotions, personal selling and public relations. Regarding advertising the hotel use’s brochures with great design and print informing the customers about the Marriott services. Television and radio are used by the hotel only in case of an important event, because there are very expensive media supports. E-advertising is more and more present in the marketing campaign of the hotel thru the official web sites and banners ads insertions to catch the attention of consumers. The sales promotion activity is quite intense and consists in discounts, gift cards and rewards. The most recent campaign is ‘Get up. Get out’ and is about staying the weekend at JW Marriott, June 5- September 1 and receive a $25 Visa Gift card when playing with Visa card. The Marriott rewards offered the possibility to earn ‘up to 25,000 bonus points, a free night stay plus 3 point for every $1 spent at Marriott locations’. The public relations department is always preoccupied in creating a good image for the company in the eyes of the consumers. Because of this the hotel PR comment  that ‘it is ranked as the lodging industry’s most admired company and one of the best companies to work for by Fortune, and has been recognized by the U.S. Environmental Protection Agency with the 2007 Sustained Excellence Award and Partner of the Year since 2004’. Finally, the sales force is very effective and receive incentive awards for their work. At Marriott ‘Individual incentive travel programs give people the freedom to go where they want, when they want and with whom they want to share the experience. Highly motivating, economical and easy to administer, it's no wonder that 40% of all incentive planners choose individual incentives as an award’. 

7. CONLCUSIONS

The promotional mix is very important for the company and need to have the capacity to reach the consumers. When budgets are large, the complexity of choice in making a promotional campaign is much greater, but fortunately a great deal of information and advice based upon research is available. It goes without saying that higher the impact sought, the higher will be the cost of the campaign, but to ensure good value for money any larger campaign should not be undertaken without the professional advice of the hotel marketing manager. 
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Abstract: In this paper the authors present an image of the human resources practices used in the Romanian companies. In this way, we conducted a study regarding human resources management practices in the Romanian companies, on 150 organizations from different fields. The main objective of the study was to obtain a relevant volume of real and trustworthy information regarding the degree of knowledge, the implementation and the future directions of human resources management development process in Romanian companies.

The value of the information regarding the particularities of human resources management in Romania is extremely important, because we undertook a complex analysis of the main human resources management activities in 150 Romanian companies. The following human resources management activities are thoroughly described and backed up with statistical data, obtained from the questionnaire that was used as a basis for the study regarding human resources management in Romanian companies: strategies and policies in the human resources field, job design and analysis, planning, recruitment and selection, training, career management, performance appraisal, compensation and reward and work relations. 

Key words: career management, HR practices, HR strategy, performance appraisal, recruitment and selection 

PARTICULARITIES OF THE MANAGERIAL STYLE IN THE ROMANIAN COMPANIES

The power distance index and the uncertainty avoidance index have a decisive influence over the behaviour and the way Romanian companies act. The management model prevalent in Romania is the one also named “bucket model”. The managers are aware of the problems faced by their organisations but that doesn’t mean they solve the difficulties. The result is the same in most of the cases: the problems are gathering, they become acute and induce spontaneously conflicts. One of the most important features of Romanian management is the planning difficulty and the absence of the long term plans. In different domains of activity, a large number of companies have the same features. We can only point out the instability and the absence of innovations. The employees are change resistant and don’t approve immediate and quick changes. The absence of a long term perspective slows down the development of flexible organisations that could rapidly react to market changes. The short time perspective doesn’t encourage the development of investment strategies. When market conditions are favourable, most of organisations are also registering important progresses. The presence of market changes also determines a decrease in the volume of activities, employees’ dissatisfaction and internal conflicts. 

Frequently, in Romanian companies the innovations are imported and the management doesn’t stimulate enough the creativity of the workforce. The fear to assume the risk inhibits the Romanian employees. As a consequence, the personal initiatives are few. The fear of collective disapproval doesn’t stimulate the creativity. Even in companies where the creativity is stimulated some employees consider a waist of time to discuss different ideas that could generate positive effects. Many times, the ideas are being left in the stage of simple projects or discussions. In the Romanian companies, the managerial style is a combination between a familial management style which emphasises the welfare and the personal interests and the autocratic German management style where the honour, the company’s interests and the reputation are the main values. Generally, the Romanian employees prefer the type of manager who takes risks and responsibilities and consider that the best leaders are the one who protects them and provide advantages. A feature of Romanian companies is the large number of procedures that must be followed that generate delays in reaching the main objectives. The pyramid organisational structure is the most frequent type of structure and emphasises the high level of the power distance. Flat organisational structures, with a low level of hierarchical levels, are not as frequent as the social status is very important in Romania. The employees consider the structure adjustments as disturbing factors because of the high level of anxiety that characterize the Romanian society. The American management model of organisational change can generate high difficulties in organisations and even negative effects in production. In Romania, the ideal leader has a British behaviour and leads in a company with a French or German structure and procedures (Luca, 2005a, Luca 2005 b).
HUMAN RESOURCES MANAGEMENT IN THE ROMANIAN COMPANIES

In the last years, the interest in the human resource management field has obvious. This tendency is also valuable in Romania. We can see improvements in human resource management research and also in practice. The large number of articles, books, seminars and conferences in the domain of human resources management, reveals the academic importance of the domain. The Romanian companies also understood that the human resources are their main strategic resource and must be managed as an investment and not only as a cost. The main features of human resource management in Romania were identified, analyzed and pointed out through a study conducted into the Romanian companies. The study was based on a questionnaire addressed to human resources specialists from different domains of activity. Its main purpose was to obtain a relevant volume of information about the main directions of development in the human resource management field. The study searched to obtain relevant data about the main activities in human resources management field, into the Romanian companies.
The study was conducted in 150 companies from different domains of activity, in both private and public sectors. The sample of companies was structured: services companies – 69.62%, industry companies – 20.25%, constructions companies – 6.33% and agriculture companies – 3.80%. Based on the criteria of property, 33.96% of the companies are in the property of national private investors, 18.99% of the organisations are public institutions and 47.05% are foreign investments. 39.24% of the companies are national investments and 60.76% are foreign investments. The type of company is the third criteria taken into account in the study. 24.05% of the companies analysed are small and medium size enterprises, 21.52% are public institutions and 16.46% are large organisations. The multinational companies are in a percent of 37.97%. According the results of the study, the human resources department is one of the most important organisational subdivisions in Romania. 79.25% of the investigated companies have a separate human resources department. In large companies (92.31%) and multinational organisations (93.33%), the human resources activities are concentrated at the level of the human resources department, while 82.35% of the public institutions have a human resources department. Regarding the small and medium size organisations, 52.63% of them have a distinctive human resources department while 47.37% don’t organise their human resources activity inside a separate department. 75.95% of the questioned companies have human resources strategies and 90% of the multinational organisations have a written human strategy. Generally, in the multinational companies, the human resources strategy is parent country imported managerial know-how. A similar situation is registered in public institutions (82.35%) and large companies (76.92%). In small and medium size organisations the human resources strategies don’t have a structured nature. The companies with the highest incidence of a human resources strategy are the large ones, over 1000 employees (95.24%). At the opposite poll are the small organisations with a number of employees between 1 and 9 (57.14%). What concerns us is the fact that, generally, the Romanian companies don’t diffuse inside the organisation the objectives of their human resources strategies. For the question Are the employees of organisations familiar with the objectives of the human resources strategy? the answers average was 4.84 on a 7 steps scale. The answers show the indifference of many companies regarding their employees. Anyway, the tendency is to improve this situation. 

The main causes that generate this situation is the lack of communication between the management and the employees, the large number of activities the human resource managers must administrate and, in some of the cases, the superficial attitude of some managers. In small and medium size organisations there is a big interest for performance evaluation and human development. The Romanian organisations don’t elaborate clear procedures for job design and job analyse. The job designs are considered very important only in the activity of public institutions and multinational organisations. When addressing the question Are job designs the fundament of each employee’ activity? the answers average was 5.76 in public institutions and 5.30 in multinationals. At the entire sample the average pointed 4.95. The answer shows that, in a certain way, the respondents agreed the statement. At organisational level, in most of the cases, the employees carry on their activities based on job descriptions. Many times they are required other tasks than the one mentioned in the job description. The most unfavourable situation is at the level of small and medium size organisations. In that kind of companies the answers show an average of 4.11. That means that in these organisations the existence of job descriptions doesn’t influence the way employees do their work. We must mention that we used a scale with 7 steps to quantify the answers. In 53% of the cases, the human resources manager is direct responsible for the job descriptions, but sometimes the line manager also contribute to job descriptions (44%). In public institutions the direct manager is responsible for job descriptions (66.7%), in small and medium size organisations the human resources manager (52.6%) create the job description and also in multinationals (57.5%). The activity of planning human resources is highly influenced by the Romanian high level of anxiety. Short time planning dominates the managerial activity, many times because most of Romanian organisations plan their activities in direct relation with the employment process. Surprisingly, in Romanian companies the main planning instrument is the spontaneous human resources needs. In 53% of the cases, the companies plan their necessary of human resources on this criterion. Despite other types of companies, in small and medium size organisations, the human resources plans are almost inexistent. Only 5.3% of the SME use this planning tool. Concluding, the Romanian managers search to obtain short time returns and not a long time profit. 

Four of the most important criteria of human resources recruitment used in Romanian companies are, on a 5 steps scale (1- important, 5- the less important): individual qualities, abilities and aptitudes (2,00), the education (2,04), professional knowledge (2,30) and experience (2,35). The experience criterion has a major role in the process of recruitment and selection (61.32%) in comparison with the studies (38.68%). In large companies, multinationals and SME, the experience is the most important when hiring a candidate. In foreign organisations the experience is also the most important factor in the process of selection (68.59%), comparative with the national companies (56.72%). In public institutions the education is still dominant as criteria of selection. The Internet is the most frequent method of external recruitment for executive staff (1.76) and also for the managerial staff (1.68), with a high frequency in the second category. The Romanian companies use the Internet as the main method of human resources recruitment, especially for middle management and low management. The job announcements and the references are highly used as methods of human resources recruitment. The ration between external recruitment (54.41%) and internal recruitment is under a unit. The employment strategy in Romanian companies is focused on outside candidates. The managerial staff selection is based on a classic interview (1.37) a CV analyses and the motivation letter (1.82). (1 - frequent, 3 - rarely). The CV and the motivation letter are frequently used in public institutions (1.56) to select personnel. In small and medium size enterprises the main methods used to select managerial staff are: the aptitudes tests (1.20) and the classic interview. The same methods we observed in large companies, while in multinationals, the classic interview has a higher frequency (1.21) but the aptitudes tests are more recurrent (1.33). Sometimes the Romanian companies also use in the process of selecting managerial staff practice tests (2.18) and a competence interview (2.13). The SME (2.46) and the public institutions (2.44) seldom use the competence interview in comparison with other selection methods. The practice tests are rarely used in large companies when selecting managerial staff. It is also valid for multinational organisations where practice tests are not so frequent in the process of selecting managerial personnel (2.20).

On job training (OJT) is many times the main training process in Romanian organisations. 58.11% of the companies use this method to train their employees. On job training is present in 56.67% of the SME, in 66.67% of public institutions, in 57.69% of large companies and 56.06% of multinational organisations. On job training is mainly organised inside the companies in all types of organisations: 43.33% in SME, 38.46% in public institutions, 37.04% in large companies and 30.30% in multinational organisations. The companies with more than 1000 employees (29.63%) and the multinationals (25.76%) chose frequently to train their employees with specialised outside trainers. 

Off job training (OffJT) is used in 41.89% of the Romanian organisations that took part in this study. The multinational companies (43.94%) and the SME (43.33%) use this professional training in a higher proportion comparative with other types of organisations. While the public institutions especially train their employees on job, preferring specialised companies in a percent of 30.77%, 21.21% of the studied multinationals prefer off job specialised training. 55.70% of the Romanian organisations choose to advance their employees when they have a spontaneous human resources need. The percent express the short time planning as a feature of the Romanian culture. The career model that could be applied in Romanian companies is “good luck and take your chance” [5, 8]. The frequency of the career plans is very low inside Romanian companies. When asking Are the career plans and the counselling programmes frequently used inside your company? the average answer was 3.62 on a scale of 7 steps.  
The work outcomes (26.34%) are the main criteria used to advance the employees in Romanian organisations. The tendency is the same for each type of company. The individual competences (18.93%), the experience in a certain domain of activity and the self-development capacity (17.7%) are criteria to promote Romanian employees. Self career planning is not very important in Romanian organisations and only 4.12% of the employers take into account their individual needs. Performance appraisal is one of the most challenging human resources activities in Romania as it is very difficult to obtain an objective view of the individual tasks. The Romanian culture is based on indirect communication. That’s why the employees take personal a negative feedback. The feminine type of culture is based on the principle we work to live and the free time spent with family is very important. In most of Romanian organisations, in a percent of 60.38, the direct manager is responsible for the performance appraisal and only 22.64% the department manager. 
The management by objectives is hard to apply because the managers and the employees don’t distinguish the individual of its results. More than that, the performance is not the most important result taken into account by Romanian organisations, while the teamwork and the stability are specific for feminine cultures. The employees feel threatened by the performance indexes. To implement the management by objectives as a method of performance appraisal, the managers have to be credible, perseverant and very diplomatic. In the feminine types of culture, measuring the results is not that important and the managers are only speaking about objectives. They don’t compare the objectives and the results. In Romanian society, the job is more important than its content. That means that extrinsic motivations like the wage, the workplace security and the work conditions are more important than advancement and the intrinsic job motivations. The study also sustains these statements. On a hierarchical system with 5 steps (1- the most important, 5 – the less important) the wage is the main motivating factor with a score of 1.90. The workplace security (2.30) is more important than the work conditions (2.44) for the Romanian employees and their team (2.46). The advancement opportunities (2.74) and the job substance (2.88) are extrinsic motivational factors that are not considered very important. Excepting multinationals, at each type of organisation level, the working time is the decisive factor of financial compensation. That shows that Romanian employees are looking for a fix wage and not for variable compensation. The preference for a fix salary and the reduced importance of commissions as fluctuating earnings is caused by the high level of uncertainty avoidance that describes the Romanian society. In comparison with other types of organisations, the public institutions also value the years of service. Because of the collectivist values and the high power distance, the compensation systems are pressured by equalitarianism in all types of companies, not only in public institutions. The working relations in Romanian organisations are dominated by an attitude of mutual aid between the employees and the management. When asked about the relations between the employees and the management, the average result was 5.89. The main consequence may be considered the constructive solving of the conflicts. When asking the question Are there any constructive solving of the conflicts in your company? the answer took the value 5.58 on a scale with 7 steps. The main cause of this collaborative attitude of both employers and employees is the special interest to solve the workplace problems (5.8)   

CONCLUSIONS:

The results of the study conducted in 150 companies emphasises that the human resources management in Romanian organisations has a large number of formal human resources strategies and politics, but frequently the employees don’t have any ideas about their objectives. The short time planning prevails in the Romanian society and has a major influence over the human resources practices. The operational activities prevail in Romanian companies. The managerial behaviour is also emphasised by the inexistence of procedures of human resources management planning and career management. The high level of anxiety present in the Romanian society is also proved by the low importance of the job description and the objective management as a performance appraisal and reward method
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Abstract: The Economical environment is subject to a continuous change and mostly to more or less quantifiable risk factors. The Management Control is seeking for new indicators to include the company’s performance in best way and be able to correct the deviations from the standards. Evaluation of the quality total cost is a significant concern for the top management and for the centers directly responsible of the production issues.  Various patterns for calculation, analyze and decrease of quality costs made their presence felt in the economical practice. To bring a management system based on quality costs has become a constant concern since the 50`s. The most representatives figures of the filed are: Lesser, Juran, Masser, Feigenbaum, Crosby and Kelada. They have defined and detailed the types of quality costs, record and collection of data, and economical activities where such costs have been encountered.
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1. QUALITY COST – APPROACH FROM THE MANAGEMENT CONTROL PERSPECTIVE 

2000 version of ISO 9000 norms superseded ISO 9002 and ISO 9003, which included quality control requirements. Term of control comes strongly back to the economists vocabulary, especially after Sarbannes  Oxley Law was adopted in the USA, in the year. We can hereby mention the conceptual context drafted by COSO and CobIT necessary to implement the companies’ internal control. The aim of the production technical control is compliance with the defined manufacturing technical norms in order to obtain the desired product. Since the economical environment progresses and the production processes are more and more complex for the production cost control, in the management control perspective, an overall approach shall be carried out since the product’s design until it is launched to the market. Further to the total quality concept, there are various opinions and perspectives, but nowadays can be regarded as the organization’s policy or strategy in the quality filed. Total quality is also the organization’s scope and total quality management is regarded as a mean for its accomplishment. Total quality is also a set of organization principles and methods in the context of an overall strategy, which scope is mobilization of the entire organization in order to satisfy the client in a better way and at a lower cost. Quality management system belongs to the management system, aiming to have the organization’s quality directed and controlled. Quality management represents all activities performed to reach the organization’s quality objectives. Quality management system presents the following functions: planning of quality, organization of quality activity, coordination of quality activities, personnel training to reach the quality, keeping the quality under the control, quality assurance, and quality improvement.
TQM is an organization’s management system (“management approach”), focused on quality, and based on all its members participation, which intends to insure long-term success, by satisfying the client demands and obtaining advantages for all organization’s members and for the society as well. Scope of control procedures is to check compliance of the norms and standards defined for different stages of the economical process, as well as certification of organization’s processes, which shall consider the client’s requirements and ensure their satisfaction. Organization has also included the audit activity, which on the one hand verifies whether the quality management system is compliant with the norms, and on the other hand their effectiveness. To bring a management system based on costs of quality has become a constant concern since the 50`s. The most representatives figures of the filed are: Lesser, Juran, Masser, Feigenbaum, Crosby and Kelada. They have defined and detailed the types of quality costs, record and collection of data, and economical activities where such costs have been encountered. Lesser (1953) defines the quality costs as “costs due to scraps, repairs, inspections, tests, defects found by the customer, quality insurance, including training programs in the quality filed, audit of products quality, static control and analyze”; Juran classifies the quality costs as follows: 1) costs for market research; 2) costs for research and development activities; 3) costs for design activities; 4) costs for design and manufacturing activities; 5) costs for maintenance of working accuracy; 6) costs for human resources and material; 7) costs for promoting the products and its related services; 8) costs for product assessment; 9) costs for avoidance of defects; 10) costs due to the failures occurred during performance of quality process; 11) costs for continuous information of the entire personnel in respect to the quality activities.

2. PATTERS OF QUALITY COSTS EVALUATION 

Masser proposes another classification of quality costs such as: 1) prevention costs; 2) detection costs; 3) failure costs. Feigenbaum supplements Masser`s classification, ranging the quality into: 1) prevention costs; 2) detection costs; 3) internal failure costs; 4) external failure costs; Crosby devises another classification for the quality costs: 1) cost of compliance; 2) cost of non-compliance. Kelada classifies the costs into: 1) non-quality direct costs; 2) quality indirect costs; Costs of quality (Juran, 1962) are the costs required by the actions taken to prevent the failures, to assess the quality, and the costs due to the internal and external failure. Quality costs can be classified as indicated below: prevention costs,  detection costs, internal failure costs and external failure costs
Prevention costs are the costs required in order to prevent errors occurrence, or in other words, the costs of all activities performed to clear or forecast the reasons which might result in lack of quality. Such costs include all necessary measures taken to prevent failures. Prevention costs include the following resources consuming activities: preparation of documents on quality management system (quality guidebook, procedures etc.); quality improvement program; increase the personnel awareness,  motivation and training of quality process;  comparison of quality with the competitors quality; implementation of a quality management system; planning of costs; studies and predictions; usual monitoring expenses (to avoid lose of control over some situation) – including collection, record and analysis of appropriate date; market research to determine the specification requirements; determination of the customers reliability (as part of the risk analyses); customer requirements analysis; contracts analysis (to determine the meeting capacity and avoidance of possible errors); risk analysis, feasibility studies; design, assessment and adoption of formal tools and design structured methods;  design automation; preparation of equipment, methods and testing draft; calibration, validation of testing equipment; 

Detection costs–the assessment result of the finite products or service after it has been performed. In other words, they represent all expenses incurred to check whether a process result meets the standard, and whether complies with the specific quality. Such assessment activities are done when the organization is uncertain that all prevention investment has been entirely efficient. Here, the following costs are included: study of service quality (purchased material and product inspection and tests); audit of quality; checking of drawings; review of procedures; measurement of efficiency rate of the process finalized within the organization; assessment of the employees efficiency rate; inspection of material and equipment; assessment of programs and designs execution level; measurement of overall quality indicators; costs of laboratory tests; inspection and tests per manufacturing flow; purchase and maintenance of inspection equipment; wages of employees carrying inspection and testing activities; material and product damaged after testing stage.

Failure costs derive from the final or interim product or service non-compliance with all or some of requirements adapted to the customer use or which have been indicated into the service documents. These costs are broken into two large groups: 

Internal failure costs (internal defects) – defined as costs involving the respective organization, as result of errors made during process or activities, but which have been noticed before handing over to the customer. They refer to the cost incurred before the product or service reaches the customer. The next costs are included here: initiated and given up programs and projects; accidents, material (papers) consumed due to errors; review of informatics programs; loss (of equipment and goods, etc) or thefts; correction of accounting errors; time consumed to interpret erroneous information (material); useless work meetings or work meeting longer than necessary; delay in receiving payments; repair costs; correction actions, scraps, rectification works, restore works, repair, re-process, re-treatment, repeat of test.  

External failure costs (external defects) – related to the failures identified after the product or service have been sent to the customer. Organization bears these costs since the evaluation system has not identified all errors. These costs would have been cleared if there had been no defect. External failure costs are evaluated with difficulty and sometimes they can reach very high values. In general, they are not recorded into the accounting registers. Use of opportunity cost concept is very helpful here.   

Examples of external failure costs are the one generated by: compensations related to inefficient performance of a service; costs related to legal procedures; review of already executed actions; failure to perform the tasks; inefficiency of public bodies consciously permitted by the government; customer complaints (costs related to the personnel resolving such complaints; tests to be done, expertise, etc); returned products (costs generated by haulage, acceptance and storage of products, etc.); damage compensation; penalties for late delivery; provision of service during and after the guarantee period; replacement of products during guarantee period. Total quality costs are the sum of all products highlighted above. In case these costs are added to the material costs, they shall correspond to the total cost of organization. 

3.  DIFFICULTY IN DETERMINATION OF QUALITY COSTS  

It is due to the fact that:

· Accounting systems have not been designed to highlight such costs;

· A range of quality costs cannot be quantified, therefore they cannot be estimated, or estimation is subjective;

· There is a significant gap between the way of faults occurrence and identification;

To calculate the quality costs, the following sources can be used: general and analytical accounting; administrative, technical or commercial documents;  customer surveys;  question form filled in by the employees, who hold useful information for determination of quality costs; Money spent for correction actions (prevention and evaluation costs) is generally paid immediately by most of the companies; therefore they intend to remove the cause of quality issues origin. The most important quality issue is the high level of failure costs, which is still a pending issue. Failure costs, as typical occurrence, are the result of inappropriate expenses incurred for prevention, granted guarantee, return of products and low reliability of products. Tangible costs occur immediately, but organization can also have intangible costs. Companies’ intangible costs represent the decrease in the sales rate, loss of loyal customers or loss of some market rates due to the low quality of products. Since the quality issues cannot be predicted, immediate identification of law quality is the best solution. Classes of failure costs are the remaining ones (internal or external failure). These costs are a low percent of total costs incurred for quality operations. Contrary to expectations, a large percent (50-90%) of money spent for quality are granted to internal and external failure, followed by the evaluation costs (10-50%). Finally, prevention cost, bringing the highest benefit to the investment, has a rate of only 0,5-5% of the quality cost. According to their scope of activity, organizations have various percentages in the quality costs, expressed by their turnover rate.

The analyses performed show that post-factum quality costs (failure costs) are three or four times higher than the ante-factum quality costs (prevention and evaluation-detection costs) provided that prevention actions are insignificant in all cases. The studies numbers acknowledge that the quality costs behavior in the production activities occur also in non-production fields, although values can be significantly different. Recent researches support the opinion that if organizations spend most of the quality fund for internal and external failure activities, total quality cost is approximately 25% of sales. If organizations spend most of the quality fund for prevention activities, quality total cost reaches approximately to 5% of total sales (Shank and Govindrajan, 1994). Measurement and reporting of such costs shall be considered as a valuable source by any manager wishing to be competitive on current market. There are few methods, which can be used for collection, classification and measurement of quality costs. Traditional costs P-A-F proposed by Juran (1951) and Feigenbaum (1956) classify the prevention costs into: prevention, evaluation, failure. Managers’ interview has revealed the customers requests are increasing in respect to the quality products and therefore the company is going on with the experiment, applying different ideas to improve the production quality and grow the future sales. Impact of product quality elements on future sales could be analyzed. Venky Nagger’s (University of Michigan) and Madhav V. Rajan`s study (University of Stanford)  emphasizes both the quality financial element, identified by the external failure cost due to the products breaking, at the customer’s location, and the quality non-financial element identified by the failure rates and deliveries in due time, basic indicators of the future sales. After the future sales quality cost has been evaluated into 11 production units of the top 500 companies of  Fortune magazine, Venky Nagar (University of Michigan) and Madhav V. Rajan (University of Stanford) determined econometrically the impact of quality elements (as could be noticed in the table below).

Table 1. Results of quality costs regression (on a quarter basis)

	
	Prevention Cost

as % of sales  
	Evaluation Cost as  % of sales 
	Internal failure cost as % of sales 
	External failure cost as % of sales
	Failures rate 
	Immediate deliveries as % of sales
	Sales 

	Trend
	-0.016
	-0.029
	-0.017
	0.002
	-0.044
	-0.0008
	0.013


Table 1 rates indicate the prevention and evaluation costs (as percent of sales) fall off by approximately 0.02% and 0.03% each quarter, which means the company is continuously improving the quality. According to the above-referenced study, the rate of failures and delivery on time affects the next quarter sales. Changes in external failure cost are negatively related to the sales occurred in the next two or three quarters. It can be noticed that $1 growth of external failure cost comes with $26 cumulative fall of sales, or approximately $10,40 loss of profit. In line with some researchers, as Morse in 1987 and Atchinson in 1991, Kaplan in 1998, measurement of quality should be incorporated into the standard reporting pattern of business (FASB 1996). We can say the quality traditional element do not entirely describe the effect of low quality, it does not highlight the customer’s intent to purchase products in the future (Demi 1982, Horngren 2000).

4. CONCLUSIONS 

The analysis on distribution of types of quality costs reveals that:

· pursuant to the prevention activities, the failure rates will decrease, which allows to fall off both the evaluation costs and all other failure costs;

· pursuant to the evaluation activities, the failures will not decrease by number, but they will be uncovered (by various efficient grades) and assessed, which result in growing of evaluation and internal costs, and also in reduction of external failure costs . 

· investments made for the detection  activities seem to be more financial efficient rather than the investments for prevention activities, fact also confirmed by practice.   

· There is a lever action, according to which $9 will be saved on the failure costs for every dollar invested in the evaluation operation; when dollar was invested in the evaluation activity, $15 will be saved. Quality cost elements can be analyzed from the dynamic perspective, considering their absolute value or based on some determined rates.   

Any serious attempt to improve the quality shall consider the costs required to obtain the appropriate quality, since nowadays it is not sufficient to please the customer requirements, but you also provide products at the lowest price. This could occur by decreasing the costs and maintaining the quality; such costs could be reduced only if they are identified and measured.  Identification of costs is not simple, not being a general accepted approach of quality costs. 
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Abstract: The managerial creativity receives an increasing attention from the part of the researchers in management and organizational psychology fields, one of the most important reasons for this interest being the perception of creativity as a source of competitive advantage, especially in the context of the rapid changes of the economic environments that require to organizations a high level of flexibility and adaptability to changes. In the analysis of the managerial creativity, we started from the Herbert Simon’s (1986) conception of creativity, according to which the creativity is the capacity to produce something that is novel and that is thought to be interesting or to have social value, consisting in good problem-solving, and from the two main dimensions of the managerial creativity in the decision-making process, identified by Ford and Gioia (2000): the novelty and the value of choices. We intended to research the way how the managerial creativity manifests itself in and influences the decision-making process, if a creative approach in the decision-making process is considered as a source of competitive advantage for the studied enterprises and if the Romania’s transition context (still characterized by a high degree of instability and change) and the specificity of the IT industry influence the creativity in the decision making process. For our primary research, we used the case study method, analyzing two SMEs in the IT industry from Romania.

Key words: decision making process, IT industry, managerial creativity, Romania, SMEs

1. INTRODUCTION

It is well known that the decision-making process is one of the most studied topics in the field of organizational management. There are authors who even consider that, in fact, management is equivalent to decision-making process. In fact, to manage a company implies to decide every single step made by the company in order to reach the desired objectives. In our days, the creativity is highly valued by every domain. In the developed countries, the markets are mature, so the companies are forced to find the right products and services in order to win a place within these markets. From this perspective, creativity has an important role, not only in the process of defining new products and services. Our aim is to identify some dimensions of the managerial creativity in the decision-making process, related to different factors such the novelty and the value of choices, respectively the stage of the economy and the specificity of the industry (in our case, Romania and the IT sector). We chose the example of SMEs from Romania, a country still in transition, characterized by a high degree of instability and change. We propose the case studies of two companies from IT sector, one of the most dynamic from the Romanian market. Both companies (named in this paper “Company A” and “Company B”, due to confidentiality reasons) are successfully software outsourcing companies, like most companies in the IT sector from Romania. 

2. SMEs AND THE ROMANIAN IT SECTOR TODAY

At the level of European Union, there is a major interest on SMEs (that represent 99% of companies in the EU), underlined again this year in a recent document, named The Small Business Act for Europe (SBA), that proposes a set of new legislative regulations which are guided by a set of ten principles defined also in this document (Commission of the European Communities, 2008). According to the Commission President, José Manuel Durão Barroso, this new act will mean “more responsive public administrations, less late payment of invoices, access to more help with finance, innovation and training …” (EC, 2008).  Thus, the future looks good for the SMEs if these regulations will be extended also to Romania, member of EU starting January 1st 2007. There are not many available data or studies on present situation of the SMEs in the IT sector from Romania. Anyway, 2008 it is another good year for the Romanian IT sector, the forecast being that “Romania … will continue as one of the fastest growing IT markets in Eastern Europe” (Business Monitor International, 2007). This is confirmed by the data regarding the contribution of the IT&C sector to the Gross Domestic Product (GDP) that is forecast to be of 10% for the year 2008, after a contribution of 7% in 2007; 4.19% in 2006, comparatively with 3.9% in 2005 (Ministry of Communication and Information Technology, 2007; Mustaţă, 2007, ZF). Thus, we can see that the Romanian IT market is still dominated by the hardware sector; the software and services IT markets counting only 30% of the total market, while in the developed countries the cumulated percentage of these two markets is around 40-60%! (Bîrzoi, 2008) It is well known that the IT exports of the Romanian companies are mainly based on software outsourcing. In fact, according to report from November 2007 of Gartner Group Inc., a technology consultancy firm, Romania is included in the top of the 30 most attractive countries for IT off-shoring worldwide (von Uechtritz, Marriot et al, 2007). Our country occupies the second place in the top outsourcing IT services market from Central and Eastern Europe (as volume of sales) after Ukraine (according to a research of the Ukrainian Hi-Tech Initiative quoted by Bîrzoi, 2008). According to reliable sources, the main strong points of the Romanian IT market that make it a favorite outsourcing location for Europe are: linguistic abilities, the level of knowledge of the employees, competitive costs, good technical education and so on. In 2006, Florin Talpeş, the chairman of the Association of Employers in the Services and Software Industry (ANIS) from Romania considered that “despite the increase in salaries in the software sector, outsourcing will remain a good business in Romania for at least ten more years”. But, in June 2008, the Romanian government voted, without a prior consultation with the representative of Association of Employers in the Services and Software Industry (ANIS), the modification of the way of calculating the IT sector employees’ contribution to health insurance.  Immediately, the companies of IT software sector underlined that "the salaries costs will increase with 5-6 %; and because the ratio of these costs to the total cost is about 60-70%, this modification will decrease the profitability of the companies from the IT&C sector” (Crăciun, 2008). According to the same source, the main negative effects of this modification would be: a possible slowdown of the evolution of the Romanian IT market, potential perturbations at the level of everyday activities of the companies from IT software sector (because of the higher costs that were not planned when the budget for 2008 was defined) and also a feeling of instability at the level of this economic sector, that could be transmitted also to the foreign companies and customers. We consider that all these negative effects can be stronger at the level of the SMEs from the IT Sector. It is interesting to see that only in 2007 there were 4.700 start-ups in IT sector in spite of the scarcity of specialists and of the sharp competition for labor force with the multinational corporations from Romanian market (Cătană, 2007). 

3. MANAGERIAL CREATIVITY AND DECISION MAKING PROCESS

The managerial creativity receives an increasing attention from the part of the researchers in management and organizational psychology fields; one of the most important reasons for this interest being the perception of creativity as a source of competitive advantage, especially in the context of the rapid changes of the economic environments that require to organizations a high level of flexibility and adaptability to changes. Not only is the creativity of the products a source of competitive advantage for an enterprise, but also the creativity of the processes (Ford and Gioia, 2000, p. 705). Traditionally, the literature on creativity focused on the individual differences, or on the areas of the organization, such as the R&D, where the creativity is considered legitimate, and less on the creativity in the managerial process (Ford and Gioia, 2000, pp. 705-6). We should pay attention to the type of decision, if it is a structured one or an unstructured one (Racolta-Paina, 2007). In the first case, the creativity plays a small role, because everything is known. In the second case, the creativity can intervene in any phase of the decision making process: investigation, design, choice or review (Simon, 1977 quoted by Nica and Iftimescu, 2004). Our research on managerial creativity is an exploratory research. We tried to identify the management conception on creativity in the decision-making process, the way how the managerial creativity manifests itself in the decision-making process and the factors that influence the managerial creativity in the decision-making process. The two key dimensions of the managerial creativity were considered the novelty and the value of choice. The creative decisions are considered both novel and valuable within a domain (Ford and Gioia, 2000, p. 714).

Data were collected via an interview, composed of nine open questions. The participants to our research are middle managers, with four years of work experience in the enterprise and of management enterprise, with postgraduate studies in management and business administration, one male and one female, aged between 25 and 40 years. The researched companies are software outsourcing company, with foreign ownership (Company A) and Romanian ownership (Company B), numbering at this moment (august 2008) under 49 employees (Company A) and between 49 and 250 employees (Company B).

3. 1. CASE STUDY: COMPANY A

At the level of this company, the managerial creativity in the decision-making process is interpreted mainly as the novelty of the way to approach different problems. The creative decisions (with high novelty and high value for the company) are considered those with significant impact on the company’s activity. The creativity in the decision-making process is the result of a great number of factors such: the changes in the clients’ requirements, the interest to have a good relationship with the customers, the need to have an advantage over the competition, the characteristics of the local labor market and of the industry, the size of the company, the costs for the company, the professional competences of the employees etc. The creativity in the decision-making process is not directly considered as a source of competitive advantage, but the creativity under the form of the innovation of the products offered to a market. Because the IT industry is considered as an industry where the new products, an innovative technology, and the creative ways of working are a source of differentiation and offer an advantage to the company in relationship with its employees and its clients. The economical transition of Romania and the high degree of instability of the Romanian economic environment are seen as factors with influence on the creativity in the decision making process, especially the changing labor laws and legislation, the bureaucracy, and the currency fluctuations. The influence of the Romanian economic environment on the creativity of the decision making process is generally seen as reduced because the enterprise is an outsourcing company, being more influenced by the requirements of the external clients. The local characteristics of the IT industry are seen as having more influence on the decision making process. For example, the high personnel fluctuation faced by the Romanian employers on the IT market requires creative solutions in order to attract and to retain the employees to work for the enterprise. For example, the company B offers benefits like sport and recreation facilities to its employees.

3. 2. CASE STUDY: COMPANY B

At the level of this company, the managerial creativity in the decision-making process is conceived as the novelty of the way to approach different problems or as the novelty of the solutions. The creative decisions (with high novelty and high value for the company) are considered those with significant impact on the company’s activity, such the organization of an event in order to promote the enterprise’s image that implies the participation of many managerial levels and of the employees. Other creative decisions are considered those on medium and long term, the strategic decisions in general, with strong consequences for the future success of the enterprise. The creativity in the decision-making process manifests itself in the approach of the problems to solve: the approach of a new situation or a new approach of a known situation. 

The creativity in the decision-making process is not directly considered as a source of competitive advantage, but the creativity under the form of the innovation of the products offered to a market, the final consequence of the creativity being the differentiation on the market. The success of the enterprise is seen as a result of the quality of the decisions and not necessarily of their creativity, even if the creativity in the decision-making process is seen as a necessary element for a good decision. The main factors that influence the decision making process of the company are considered to be the market orientation of the enterprise and the performance criteria. The economical transition of Romania is considered a factor that influences only tangentially the decision making process. The high degree of instability of the Romanian economic environment is not seen as a factor with influence on the creativity in the decision making process, because the enterprise is an outsourcing company, being more influenced by the requirements of the external customers.

4. CONCLUSIONS

The managerial creativity in the decision-making process is influenced both by internal factors (the decision type, the managerial level, the manager functioning area, the human resources competences, the budget etc.) and external factors (the industry, the competition, the clients, the legislation, the main characteristics of the labor market – the personnel fluctuation in our case etc.). Starting from the two studied cases, we may say that the managerial creativity is more influenced by the IT industry characteristics than by the lack of stability of the Romania’s economic environment. We cannot extend this conclusion to the level of other economic sectors. Thus this will be a topic for further researches. The unstable Romanian economic environment encouraged some managers to use their creativity in order to deal with the high personnel fluctuation.
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TRANSACTIONAL AND RELATIONAL APPROACHES IN MARKETING PRACTICES OF ROMANIAN COMPANIES
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Abstract: By analyzing the historical evolution of marketing practices, many authors argue that their dominant orientation over time was the relational one. The transactional orientation emerged during the industrial revolution and was aimed at solving the problems generated by the transition to mass production. The past few decades saw a return to the relational practices in many industries. After discussing this evolution we continue by presenting the results of a survey aimed at identifying the present marketing practices of Romanian organizations. The study is based on the methodology developed in the international research project Contemporary Marketing Practices and is designed to evaluate the degree in which five types of marketing are used. The paper concludes with some observations regarding the correlations between the marketing strategies portfolio and the performance of those organizations.
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1. THE EVOLUTION OF MARKETING PRACTICE

Until the end of the XIXth century, trading activities were characterized by a direct contact between the producer and the buyer, fact that enabled the products’ adaptation for the individual customers and the development of long term relationships. The industrial revolution brought significant changes to the economy and the society and, implicitly, to the marketing practice. The migration phenomenon from rural to urban areas has generated a rapid growth in the demand of basic goods and services such as food, clothes or shelter. The new technologies that ensured a much higher productivity, the scale economies and the increasing demand became the premises of mass production. The task of distributing these huge quantities of goods was undertaken by intermediaries, therefore leading to the lost of the direct contact between the producer and the consumer. Under these circumstances, the focus shifted from developing long term relationships with a limited number of individual clients towards generating as much transactions as possible with a very large number of clients with relative homogeneous needs. This transactional orientation has received a new impulse after the Second World War, when the United States experienced an economic boom. The demographical increase, the rising incomes, the technological developments and the TV invention of television have determined a raise in the demand of standardized consumer goods (Lindgreen, Palmer et al., 2004). The main preoccupation of the companies was to develop production capacities able to satisfy the increasing demand and marketing techniques able to attract as many clients as possible. This favorable socio-economic context ensured the development of the marketing mix management as the main marketing theory. The 4Ps of McCarthy have been “exported” to the rest of the world, remaining the dominant paradigm up to nowadays. However, this model is yet to be proved efficient in the business-to-business or in the service sectors, where the marketing approach remained mainly relational.

The energetic crisis from the ’70s and the economic stagflation that followed have led to a stop in the increase of the demand, a surplus of the production capacities and a raise of the raw materials’ costs. Egan (2008) considers that the deep transformations of the competitive environment from the ’80s revealed numerous weaknesses of the transactional paradigm, which were initially hidden by the post-wars US consumption. Various changes at the consumer level were also noticed. The last decades have brought a significant diversification of the requirements regarding the basic characteristics of the goods and services and also the inclusion of some new requirements concerning the social or prestige needs. Nowadays’ clients have multiple information sources and they easily find purchasing alternatives. Thus, the economic and social realities have significantly changed compared to those in which the marketing mix management has appeared and the companies have understood the importance of retaining their clients. Today, the orientation towards the relational can be noticed even in the consumer goods sectors, where attempts for mass customization of the offer and of the interaction with the clients are made. Gummesson (2002) considers that the elements that have favored this evolution include the TQM introduction, the IT development and the new accounting approaches that open the road towards measuring the ROR (return-on-relationships).

2. MARKETING PRACTICES IN ROMANIAN ORGANIZATIONS

2.1. Research objectives

The scope of this research is to capture a broader view of the marketing practices of the Romanian organizations, a field less investigated up to the present. The research is focused on the following aspects: 

· The main orientation in the Romanian business environment (transactional or relational); 

· The types of marketing present in the Romanian business environment;

· The relationships that exist between these types of marketing and the companies’ performance. 

2.2. The Contemporary Marketing Practices Framework

The Contemporary Marketing Practices (CMP) research program was founded by Rod Brodie and Nicole Coviello, professors at the University of Auckland, and it was extended up to the present in more than 15 countries (Brodie, Coviello et al., 2008). Following a detailed analysis of the specialized literature, the CMP group developed a classification framework that includes nine dimensions of the way companies relate to their markets (Brodie, Winklhofer et al., 2007): purpose of exchange, nature of communication, type of contact, duration of exchange, formality in exchange, managerial intent, managerial focus, managerial investment, managerial level. Considering these dimensions, the authors concluded that five marketing types may be identified in the literature and in the business practice and grouped them in two main perspectives: 

· transactional perspective: Transaction Marketing (TM)

· relational perspective: Database Marketing (DM), e-Marketing (eM), Interaction Marketing (IM), Network Marketing (NM).

As defined by the CMP framework, the five marketing types do not exclude each other and each organization may practice them in a smaller or greater proportion, creating in this way a strategies’ portfolio. Through the TM, the firm is targeting a larger number of clients that remain relatively anonymous, and tries to generate as many transactions as possible, by offering an attractive combination of products, prices, advertising and distribution. 

The DM involves the approach of well identified clients. One example is that of the telephony services providers that can send personalized SMS-es to their clients, on different occasions (birthday, the anniversary of a certain number of years since they are customers, etc.). DM is, as well as TM, a marketing towards the customer and not with the customer (Coviello, Milley et al., 2001). Unlike the previous types, where the client could only react to the offer, in the eM introduces the dialogue, the possibility of the customer to communicate with the firm, to make proposals. Yet, the communication is not face-to-face, but mediated by the technology (telephone, fax, email, Internet discussion groups, call-center etc.). In the case of the IM there is a closer, personalized relationship between the firm’s representatives and certain clients. The customer does not communicate with the whole company, but with a certain employee who deals with him on a regular basis and who knows his needs. The interaction is face-to-face and it may also be informal, when the two of them might have other conversation subjects than those strictly related to business. Examples could include the interaction between the sales agents and the employees of the firms that buy from them or the cooperation and the exchange of ideas between an architect and the client that wants a house. The firm creates a network of relationships with other firms in order to gain common benefits and to better serve the final clients. The NM may involve relationships with suppliers or even with competitor firms: the producers could establish partnerships in order to have a greater negotiating power in the face of their distributors or the firms could share technologies to produce more efficient.

2.2. Method and instrument 

This survey used the standard questionnaire of the CMP project, with some changes imposed by the particularities of the Romanian study. The questionnaire was presented to five university professors, specialized in marketing, and to six managers from Iaşi. After this pre-testing, some minor adaptations of the text were made, in order to better preserve the meaning of some expressions that were initially affected by the translation from English to Romanian. Most of the questions involve the evaluation of some sentences on a 1 to 5 Likert scale.

2.3. Measuring the concepts and the performance

Each of the 9 dimensions of the CMP framework was operationalised with a set of 5 variables that corresponded to the different types of marketing. In the end, the five concepts were evaluated by calculating the arithmetic average of the nine formative items. In order to make the results more visible, the average was divided by 5 (the number of levels of the Likert scale used), obtaining an index with values in the 0 to 1 interval. The performance was measured with subjective indicators. A comparison based on objective indicators would not be relevant due to the variety of the organizations included in the survey (dimension, business sector, etc.). The respondents had to evaluate the measure in which their organization uses some performance indicators and the results compared to the expectations related to those indicators, during the previous year.

2.4. Description of the sample

With regard to the characteristics of the respondents, the great majority (79,2%) occupies its current position since, at least, 2 years, has higher education and considers that its responsibilities are related to the marketing. Therefore, it can be concluded that the data provided by them are relevant. The sample used in this preliminary research includes 51 organizations that offer consumer goods, durable goods, industrial goods and services. The small and medium enterprises are represented approximately in the same proportion (42,3% and 46,2%, respectively).

2.5. Results and discussion

The first analysis was aimed at estimating the usage levels of the five types of marketing. The results are presented in Table 1. As it can be noticed, the surveyed companies use all five types of marketing. However, paired samples t tests showed that transaction and interaction marketing are more widespread than DM, eM or NM.
Table 1  Indexes for the 5 marketing types

	
	Index
	Std. Deviation
	Minimum
	Maximum

	MT
	,7368
	,12972
	,44
	,94

	DM
	,7055
	,12801
	,44
	,93

	eM
	,6934
	,13973
	,42
	,91

	IM
	,7669
	,17085
	,42
	1,00

	NM
	,7053
	,15614
	,24
	1,00


The organizations were grouped into three categories according to their usage level of every marketing type: low level (index value up to 0,60); medium level (index value between 0,61 and 0,80); high level (index greater than 0,80). Table 2 provides some interesting information. More than half of the firms have a medium usage level TM, DM and eM. Transaction marketing is predominant, as 82,4% of the companies use it at a medium or high level. The results are similar for DM (76,5%). As mentioned earlier, IM is the most common type of relationship marketing. Moreover, around 50% of the firms use IM at a high level.

Table 2  Companies’ distribution by marketing types and indexes levels

	Index level
	TM
	DM
	eM
	IM
	NM

	low
	17,6
	23,5
	25,5
	25,5
	29,4

	medium
	54,9
	56,9
	54,9
	23,5
	45,1

	high
	27,5
	19,6
	19,6
	51
	25,5

	Total
	100%
	100%
	100%
	100%
	100%


A correlation analysis of the five indexes was performed in order to see which marketing types are practiced together. The results are shown in Table 3. TM is correlated only with one of the relationship marketing types, namely the DM (which is considered a closer form of TM). The relational practices are generally correlated among them, suggesting the fact that companies use them together, in diverse combinations. The sole exception is the IM-eM pair. The lack of a significant correlation might indicate a preference of the organizations to focus either on technology enabled interactions or direct, face-to-face contact.
Table 3  Pearson correlations between the 5 types of marketing

	
	MT
	DM
	eM
	IM
	NM

	Transaction Mk.
	1,000
	, 463**
	,245
	-,152
	,214

	Database Mk.
	
	1,000
	,636**
	,414*
	,521**

	eMarketing
	
	
	1,000
	,269
	,475*

	Interaction Mk.
	
	
	
	1,000
	,673**

	Network Mk.
	
	
	
	
	1,000


Table 4  Pearson correlations between types of marketing

and performance indicators

	
	Marketing indicators
	Financial indicators

	
	new customers
	customer retention
	customer satisfaction
	sales growth
	profitability
	market share

	MT
	,324*
	,162
	,215
	-,028
	,263
	-,047

	DM
	,482**
	,358*
	,302
	-,126
	,066
	,269

	eM
	,308
	,188
	,396*
	,101
	,190
	,049

	IM
	,203
	,325*
	,301
	,090
	-,135
	,232

	NM
	,288
	,399*
	,249
	-,092
	-,027
	,100


A second correlation analysis was aimed at investigating the link between the usage of different marketing types and firms’ performance. The information is presented in Table 4. First, the results show that relational practices attain their goal of retaining existing customers: DM, IM and NM are significantly correlated with this performance indicator. Transaction marketing also achieves its goal of attracting new customers. An unexpected result is the lack of significant correlation between IM and customer satisfaction performance. eM seems to be the only relational approach that has an influence on customer satisfaction.

CONCLUSIONS 

Contemporary Marketing Practices researches were conducted in many countries all over the world, but they are a premiere for Romania. The companies that were studied use all types of marketing, the relational ones as well as the transaction marketing. However, TM and the interaction marketing are more common than DM, eM or NM. It may be concluded that there is no dominant approach and that all types of marketing are present in the business environment in a smaller or greater degree. 
Three of relational marketing types are significantly correlated to the results of customer retention, while the transaction marketing is associated with gaining new customers. It may be concluded that both approaches are fulfilling their purposes. This research has a preliminary character and the results may not be considered representative for the whole country. The sample used is a reduced one and the majority of the companies considered are from Moldavia and Transylvania. For the final research the data will include organizations from the whole country and the dimension of the sample will be similar to that of other CMP surveys – about 150 companies. 
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