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THE APPLICATION OF A DIAGNOSTIC MODEL:
AN EMPIRICAL STUDY

ROXANA STEGEREAN?, CORINA GAVREA %, ANAMARIA MARIN 2

ABSTRACT. The vast majority of managers and consultantsiussnducting
organizational diagnosis specific models to idertife organizational aspects that
proved to be essential in the past. The objedtisfgaper is to apply such a model
within a Romanian organization. More specificallg wxtended the well known
Six Box Model to include, besides the six variakesrpose, structure, rewards,
mechanisms, relation and leadership), other intevagables such as external
environment and organizational performance in otdezvaluate the organizational
performance based on employees’ perceptions. Buig@btained show that three of
the 8 variable registered a significant and pa@sitipact on organizational performance
(purpose, mechanisms and external environmentattex was not considered as a

distinct variable in the Six Box Model).

Keywords: organizational diagnosis, Sx Box Model, organizational performance,
external environment.

1. Introduction

The intense global competition that characterizes present business
environment generated a high level of uncertaintgrag companies in all industries.
This hiper-competition requires a continuous imgrment in quality for products
and services. Therefore, in order to survive anértsure success, organizations
must be flexible and able to adapt to the new chsiiig the business environment
in a short period of time. Over time practitionarsd academics have identified
many strategies to improve organizational perforrearSuch a strategy is the
organizational diagnosis, which represents thesassent of the current situation
of an organization in order to identify the mospagpriate interventions for future
development. Organizational diagnosis is one esdestep in the organizational
development process. In order to improve organizatiperformance an evaluation of
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the current performance is needed. These evalgatian be planned, systematic
and explicit or unplanned and implicit.

In Lowman’s opinion (2005) the organizational diagiic process is
influenced by three basic questions: What doesptiaetitioner diagnose? With
what purpose? and Using what system?

Organizational diagnosis has two main purposes:i®mnke evaluation of
organizational disfunctionalities (Lowman, 20055 dhe other is the evaluation of
the current state of the organization.

Some organizational diagnostic models within thadamic literature are
rather old, but if we are to cite Mintzberg “somesis, like good wine, some of the
best models are the older ones” (Mintzberg, etl898:8).

According to a 1999 study, the most frequent usgatactice proved to be
Weisbord’s Six Box Model (25% of firms), followed/the 7S model (19%) and
on the third place were the STAR Model and Nadlat @aushman’ Congruence
model (10%). (Jones and Brazzel, 2006).

Organizational diagnostic models have the followdnlyantages (Lok and
Crawford, 200(after Burke, 1994):

- help organizational development practitioners aatzg data about
organizations;

- enhance the understanding about organizationalgma)

- allow for a systematic data interpretation;

- provide appropriate change strategies.

2. A diagnostic model: Weisbord’s Six Box Model

We decided to concentrate our empirical study enWreisbord’'s model
because it is the most widely used model espedrialhyactice but also in empirical
studies mostly because its lack of complexity.

This model, was developed in 1976, by the Ameriaaalyst Marvin
Weistbord to assess the functioning of an orgaiozat

This model is based on six different variablesg{pse, structure, relationships,
leadership, rewards and mechanisms) which havat@nship of interdependence, the
central position, as observed from the graphicaresentation of this model
(Figure 1) is occupied by the variable leadership.

The goals of the organization are representedshyiigsion and objectives.
Weisbord (1976) considers the structure as the avim is organized. The way
people and units interact are called by the adtraationships". Also included in
the category of relations is the way people intevéth technology at work. The
rewards, according to Weisbord, are those intrirsgid extrinsic rewards that
people associate with their work. The variable éslip refers to the leadership
tasks, including the balance between the otheabkes. The mechanisms refer to
those procedures such as planning, control, infiomasystems used to achieve
organizational objectives. In Weisbord's modelaktrnal environment is present,
4
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but it is not considered a separate variable immiEational diagnosis. According
to Weisbord (1976) the entries (inputs) are tharfaial resources, people, ideas
and technologies used to achieve the organizatioigsion. Outputs (outputs) are
the firm’'s products and services. In Weisbord’snapi, diagnostic analysis of an
organization must take into account the influermfesxternal environment which
is designed to provide feedikaon the system inputs and outputs. Central place i
this model is occupied by the variable leadershifictv purpose is to coordinate
the remaining five variables.

PURPOSE
RELATIONS STRUCTURE
II N
! LEADERSHIP \
]
\ !
\ 1
\\ ,l
MECHANISMS < > REWARDS

EXTERNAL ENVIRONMENT

Figure 1. Six Box Model
(Source: Weisbord, 1976: 441)

3. Case study: objectives

The study conducted in this chapter has two objestiThe first objective
is to assess the financial situation of the orgdioz using the Conan-Holder model.
In this part we used secondary sources as a tbels&cond objective is to test the
validity of the Six Box model within a Romanian anigation using as an instrument
the Organizational Diagnostic Questionnaire deeldpy Preziosi and further extend
in this study.

Diagnosing organizations through questionnairesilaised to their members
is a great way to get information on what is notkirtg properly, how well aligned
is the organization in order to achieve objectiwisctively.

All specialists in the field believe that in orderbe relevant, an organizational
diagnosis questionnaire must be based on a modetahizational diagnosis.
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Thus, as we previously said, the second objecfivki® study is to analyze
the employees’ opinion on the functionality of agamization using the Organizational
Diagnosis Questionnaire.

The questionnaire used in this study is based er{kisbord's Six Box
model. The elements of this model are similar tos¢hof other organizational
diagnostic models such as Nadler and Tushman (1882ke and Litwin (1992).
The advantage of this model is its lack of complegompared to other models of
organizational diagnosis which makes it easierndeustand and visualize being
successfully implemented by many organizations zZiBsg 1980). Thus, many
organizational diagnostic models were develope@das the Weisbord's model
(Nadler and Tushman, 1982, Burke and Litwin, 1992).

Also, as we mentioned in the introductory parts thiodel is the most often
used in practice.

The organization examined in this study is a Roaragbsmetics company,
more specifically the largest cosmetics comparigamania and also the winner of
the National Top of the Private Companies publigmmedhe Chamber of Commerce
and Industry for four consecutive years.

4.Research design

4.1 I nstruments used

The first part of our study is based on secondauyces, hamely, the indicators
included in the balance sheet of the firm.

The second part, used as a diagnostic tool theiddiszOrganizational
Diagnostic Questionnaire (1980) which is an exmmsif the original version used
by Weisbord. Weisbord instrument included 30 itahet were used to quantify
the six variables of the model. Preziosi's questiine (1980) included in addition
to the Weisbord's 30 original items 5 more to ctfln additional factor, namely "the
attitudes toward change" of members of the orgtnizalhis new variable has a special
importance in our study because of the numerousgelsathat occurred in the company
starting with the changing of the CEO in the eaf®9. This questionnaire allows for
data collection on the functioning of the orgarimat measuring the perception of
the organization’s members regarding those aspieatshould be modified but also
those that should be valued in the future to enssiiccess.

In this study we further extended the Weisbord'sdetioand thus the
questionnaire by including two more variables, nigmthe external environment
(which is exists in Weisbord's model without beieflected as a separate variable)
and performance which is completely missing givisgan instrument that totaled a
number of 44 items. We decided to include the latégiable to identify, based on
an empirical study, which of the variables speditiyy Weisbord have a significant
influence on organizational performance.

To obtain information on these variables we usedLiikert scale 1-5 (1-
totally disagree, 2-disagree, 3-undecided, 4-agreetal agreement).

6
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4.2 Sample and data collection

The questionnaires were distributed electronictdlyall employees who
have an e-mail address. Thus, we obtained a saohi@l employees (essentially
we eliminated the workers form production sectiofi)the 231 sent questionnaires,
we collected a total of 105 representing a resposteecof 45%.

Data analysis

For secondary data analysis in order to assesgéheral health of the
company we used the Conan-Holder model based oratbelation of the Z score
indicating the likelihood of bankruptcy of this cpany.

The Z score of the Conan-Holder model based opéhfermance indicators
for the two years analyzed (2007, 2008) is illusilan Table 1:

Tabel 1.
Z score
Year rl r2 r3 r4 rS Z
2007 1,1219 0,8641 1,67 0,0126 0,4614 0,669
2008 0,5519 0,8259 1,42 0,0289 0,5321 0,463
Authors’ calculation
Tabel 2.
Interpretation of the results
Year Z
2007 0,669 Z>0,16 — Bancrupcy risk is smaller th@8o (Verry good financial
situation)
2008 0,463 Z>0,16 — Bancrupcy risk is smaller ti@f6 (Verry good financial
situation)

Authors’ calculation

The Conan-Holder model’s results match our expectst the risk of
bankruptcy for the analyzed firm in both yearesslthan 10%. One can notice a slight
decrease in Z score value in 2008 compared witif 20tich can be attributed to the
financial and economic crisis that had a negatiygaict on the company’s cash flow.

In order to analyze data collected through questors we followed
several steps. First, we examined each variabtbeémmodel especially the items
that registered extreme scores (less than thredoand Second, we tried to identify
those variables that contribute most significattilprganizational performance. Thus,
we estimated a statistical regression of the fahgworm:
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Y=8,+3 BX +e

Where Y - dependent variable: organizational penforce

Independent variables: purpose, structure, ledderstationships, mechanisms,
external environment, rewards.

The results of this regression are included inet#&bl

Table 3 illustrates a classification of the varadbased on the mean, standard
deviation and Cronbach alpha. Alpha coefficientsisto what extent a set of statements
reflect a single category. In this study, alphdfeoents have values between 0.69 and
0.90, values considered acceptable in the acadienature.

Table 3.
Mean, standard deviation and Cronbach alpha
Variable Position Mean Standard Alpha
Deviation
Relations 1 3.93 0.59 0.72
Purpose 2 3.81 0.62 0.78
Leadership 3 3.77 0.84 0.90
Structure 4 3.70 0.62 0.76
Attitudes toward change 5 3.68 0.53 0.72
Mecanisms 6 3.66 0.61 0.72
Performance 7 3.55 0.65 0.87
External environment 8 3.49 0.84 0.78
Rewards 9 2.87 0.61 0.69

Authors’ calculation

Each statement with a score below 3 (mean) wagdedaas a sign of
weakness that should concern the management arffamization. These results
are presented in table 4.

Tabel 4.
Items with the lowest scores (below 3)
Variable Item Mean | Standard ltem
number Deviation

Rewards 12 2.44 0.93 Compensation and benefits are
equitable for all employees.

Rewards 26 2.72 1.12 The salary they receive is correlated
with their work.

Rewards 33 2.14 0.86 Each task to be performed |is
accompanied by incentives.

Rewards 40 2.88 1.07 The future of the organization |s
viewed with optimism by employees.

Authors’ calculation
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Table 5 presents the Pearson correlations whiotvalfor a detailed analysis

of the relationship between the variables. We ukedollowing notations for the
variables depicted in table 5. Performanace (ViypBse (V2); Structure (V3);
Leadership (V4); Relations (V5);

Rewards (V6);Mecanisms (V7); External environmérs)( According to

the author the variables are interrelated, ther@lepkace being occupied by variable
leadership. Results from Table 5 indicate a p@sdivd significant correlation for most
variables. The strongest correlation occurred bmtwhe variables: purpose and
structure (0.80) followed by the correlation betwgerrpose and leadership (0.79),
leadership and structure (0.78). If the correlatioefficient is less than 0.5 we can
say that there isn't a strong relationship betwibenvariables. In this category fall
the relations with the environment variables. Tdogs not affect the validity of the
model for the analyzed organization since the esleenvironment is not present
as a separate variable in the model developed hgbatel.

Table 5.
Pearson correlations
V1 V2 V3 V4 V5 V6 V7 V8
V1 1.000
*
V274 000
*
V3 821" gh1m 1000
*
va '654 .794** .786** 1.000
*
V5 '696 122%* .691** .692** 1.000
*
V6 '4§2 594 ** .535** A448** 471 1.000
*
VI 78T sgge  ggars 817+ 758"  556*  1.000
V8

796" oo 400w 439+ 397 228 379+  1.000

** and * Correlation is significant at 1% 5% level
Authors’ calculation

Table 6 shows the variables that have a significdinience on performance.

Of the eight independent variables considered ¢mige were found to have a
significant impact on individual and organizatiopafrformance.
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Table 6.

Prediction model: Performance

Variabila Coeficienti t statistic
independenti
Purpose 0.19 1.73*
Mechanisms 0.31 2.03*
External enviroment 0.48 4.87**
R? 0.75

Authors’ calculation

Thus, when we search for action fields these facstrould receive the
strongest consideration. Similar results were olehiby Lok and Crawford (2000)
who applied the Weisbord model in two leading conigsin Australia. According
to him, the only significant variables were thegmge and attitudes toward change.
In another study that was conducted in 2002 at NASthe 11 variables analyzed,
only four variables were found to have a significempact on performance: the
climate of the workplace, motivation, structuressibn (IBM Business Consulting
Services, 2003).

5. Conclusions

The results of this study suggest that even whargus model with a well
defined variable content, identifying the sourcefanizational problems requires
a more detailed analysis than originally thoughitidlly, according to the results
included in Table 3, we can identify problems reljjag the rewards variable, with
no information on the incentives offered to empksetheir salary or their opinion
on the future of the organization. Only a more itkxiaanalysis of these variables
allows us to identify the gaps in the matters nwered above.

In general, the survey shows that the analyzedhizgtion has strengths in
the areas of relationships, purpose, leadershigtancture. This suggests that employees
are satisfied with the existing management teaeir, Work, the distribution of tasks.
The weaker aspects regard performance, externaloament and rewards which
were ranked the last three places. This suggestatidfaction regarding the current
reward system, employees do not feel rewardedépianization at their true value.
This result should suggest the need to rethinkchadge the organization’s management
policies to reward and motivate employees. Theltesiso indicate uncertainty
regarding the future of the organization. Thistadte could be justified by the
numerous changes that have occurred within theniaaion: the change in the
management team in 2009 and the effects of theoadorand financial crisis which
resulted in a reduction of staff with 22% in 20@8npared to previous years.

10
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THE ARCHITECTURAL DESIGN OF THE COHESION POLICY
WITHIN THE EU BUDGET

MARIA-ANDRADA GEORGESCU *, DANA MIHAELA MURGESCU 2

ABSTRACT. The cohesion policy of the European Union refldfotscommunitarian
financial priorities. As all public policies of tHgU, the cohesion policy is financed
from the EU budget. Therefore, it has a major molshaping the budget. The paper
analyzes the interdependence between the cohesi@y @and the EU budget,
indicating the direct connection between the exgemsade from the communitarian
budget and the architectural design of the cohgzidiay.

The paper presents the parallel evolution of theofean Union budget, on
the one hand, and of the cohesion policy, on therdbtand. At the same time, the
changes brought about by the accession of new MeBia¢es are described and
analyzed, as well as the multi-annual financialgpaonming periods. The focus of
the research and analysis will fall on the 2000628 2007-2013 financial frameworks.

Finally, the paper will attempt to identify the gdde changes predicted for
the 2014-2020 period, brought about by the newlehgés faced by the European
Union, both in terms of budgetary construction aedarding the architecture,
objectives and programs of the cohesion policy.ddethe dynamism and mutual
influence in the relationship between the cohepiolity and the EU budget will be
once more demonstrated.

Keywords: EU budget, cohesion policy, financial resources.

1. The dawn of the cohesion policy

EU Cohesion (or regional) policy has not had a fe®s evolution. Since
its inception, the criticism of it has become agtant factor in the history of the
European Union.

The roots of regional policy can be seen as ealyha signing of the
Treaty of Rome (1957). In the preamble to the JreBRome, the founding “fathers” of
the European Economic Community (EEC, later theofe@an Union), did declare
their aim of ‘reducing the differences existing between the varregions and the

1 Ph.D. Lecturer, Faculty of Public Administratiddational School of Political Studies and Public
Administration, Bucharest

2 Ph.D. Candidate, assistant professor, Faculty bfiAdministration, National School of Political
Studies and Public Administration, Bucharest
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backwardness of the less favoured regdioite only financial instrument created
to directly promote regional development was theopean Investment Bank (EIB),
“which facilitate the financing of projects for diming less developed regidnd he
European Social Fund, created also through thetyf tfdRome, starts to function
since 1960. The financing granted through ESF wiasirdstered by means of the
national authorities. The money was “European” thetpriorities and administration
were national.

Regional policy was, therefore, not unknown atlibginning of the EEC.
It was simply decided not to assign a direct, weationist role to the European
Commission.

The inadequacy of the decisions made in the Treaggrding regional
policy soon became evident. Following the admiaisie reorganization of the
Commission, the creation in 1968 of a specific Bioeate General dedicated to
Regional Policy was a clear sign of the increasggreést in the mater, but this was
initially conceived as a “small office with dutiedth respect to analysis and planning”
(Hooghe, 1996, p. 103).

For the first three and a half decades of the H&tence, the task of aiding the
less favoured regions was left completely in thadkaof the national governments. The
EEC, as it was known at that time, had a seriggagframs for the rural regions, but, in
spite of the real poverty of some regions — faaimse, Mezzogiorno in Italy -, the level of
communitarian financing was negligible. The struatiexpenses were of only 3% of
the budget in 1970, increasing by only 2% until0.98

A change in the Community’s policy, an embryo gfiwaal policy, is achieved
with the accession of Great Britain, Denmark amdaind, in 1973, Great Britain’s
role being dominant. The negotiations held by GBrétin significantly influenced
regional policy, bringing elements that are parthef current make-up of this policy
and of the specific financial instruments. The famdtablished at the Community
level — to which Great Britain was going to conitéas future member state — were
directed, mainly, to agriculture. But agriculture dhot represent a field of interest
for Great Britain, which was facing industrial regersion problems in the regions
where the coal mines and steel factories existédrefore, Great Britain was
more interested in financing its own industrialiog and in financing the regions
of other countries, with which to develop businesations. Great Britain raised
the issue of the “return” of a part of the conttibms to the Community budget, in the
form of funds for the less developed regions. Thisn fact, the birth moment of
regional policy, since it was desired that partaoktate’s contributions to the
Community budget to be re-distributed to the regimndifficulty (Bargioanu, 2009,
p. 93). It is not yet a matter of European regiquadicy, in the sense that the respective
contributions were not administered by a commuigitapbrganism; there were no

14
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common objectives to be targeted at the levellafegions and the notion of region
was not defined in a unitary manner.

The creation of ERDF (European Regional Developntantd) in 1975
was decided as a consequence of the first enlargeaned the oil crisis. This fund
answers a double purpose: the granting of a relgitimension to the communitarian
regional policies and the creation o fan aidingesyswhich two of the new member
status could benefit of - Ireland, whose GNP wath@respective moment) only 60%
of the communitarian average, and Great Britainckwhvas in a very unbalanced
budgetary position vis-a-vis the community buddetfirst, the European regional
policy mainly materialized in the form of reimbunsent to the member states of
certain expenses.

The negotiations regarding ERDF determined strengions among Member
States and with the Commission. After agreemeth®imain financial elements at
the summit of December 1974, the regulations wapeozred by the Council in March
1975. “However, the final outcome could not be desctias a comprehensive and
common regional policy based on Community-wideeddat and priorities. Not only
was the ERDF's budget and distribution calculatedo inter-governmental basis,
but Member States also retained direct control @xary aspect of the Fund's
management and implementation” (Manzella and Men2e@9, p. 10).

The total agreed budget for the Fund was 1.3 bilkmropean Units of
Account (EUA) over a three year period (1975-8presenting around 5% of the
Community budget. The initial resources of ERDF avehanneled as follows:
Italy 40%, Great Britain 28%, France 15%, Federeplblic of Germany 6.4%,
Ireland 6%, Holland 1.7%, Belgium 1.5%, Denmark?4.8nd Luxembourg 0.1%
(“A New Regional Policy for Europe”, 1975, p. 10his distribution of resources
to each Member State was determined on the basisg$tem of national quotas,
setting out the percentage share allocated to Rechber State. The shares were
largely worked out on the basis of inter-state &iaigg, linked to net budgetary
balances, and did not have a direct, explicit imkommunity regional development
needs. Similarly, geographical eligibility was te tetermined on the basis of areas
targeted under the Member States own regionaligslie/hile applications for project
financing would be channeled through and approyedebtral governments, with no
significant role for the Commission, let alone siatvonal actors.

The inadequacies of the newly created Communitjonad) policy were
clear from the outset.

The ERDF reform was launched in June 1977, with Gleenmission’s
submission of “Guidelines on Community Regionalid®®f. The Council was asked

3 Regulation (EEC) No. 724/75 of the Council of*i& March, 1975 (OJ L 73, 21 March 1975);
4 Commission of the European Communities (1977), Coniration of the European Commission,
COMT77 (195) def, Brussels
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to re-examine the Regulation on January 1978 diet, lengthy negotiations, the
amended regulations were approved in £9™om a budgetary perspective, a
50% annual increase in the ERDF was secured fdiotloeving year, although the
total remained modest as a share of the overatididsing to 7% by 1983). More
significant were the qualitative changes to poliogst notably the introduction of a
“non-quota section” to support Community actionssiag from problems of
common interest (Manzella and Mendez, 2009, p.\With a share of 5% of the ERDF
budget, the non-quota section allowed the ComnmigsiGupport areas outside those
designated by the Members States for domesticmagjmlicy, and could take the
form of financing for programs instead of projeéseed from a strict dependency
on national rules, the Commission gained a moegegiic role.

A second revision of the Community’s regional pglia the mid-1980s
introduced more substantial changes, notwithstanthe difficult context of the
negotiations. Taking into account the serious dispbetween the Member States
over the Community budget, in October 1981, the @@sion established a first
set of proposals for regional policy reforms. Tieyl to be revised two years later
(in November 1983), due to difficulties in reachimgreement. The regulations were
agreed by the Council in June 188#hd introduced several important changes.
“Firstly, financial allocations to the ERDF werecieased, and were distributed to
Member States on the basis of a new system ofatid& ranges, instead of fixed
quotas. Secondly, the Commission’s discretionamygroin the project selection
process was enlarged. Thirdly, the scope of eligiibenditure was broadened, notably
to include intangible investments. Lastly, the pang approach was reinforced by
increasing the share of total funding to be chasthéhrough programs to 20% of
the budget” (Manzella and Mendez, 2009, p. 12).

The imminent enlargement to the south, throughateession of Spain
and Portugal, determined concerns in what condamsconomic competitiveness
of the regions with profile similar to that of thegions in the states that were
going to join. In this context were created thee¢mated Mediterranean Programs
(IMPs)’, whose objective was “the diversification of theoeomies in southern
Europe, such as the enlargement to not place ficultly the regions in the old
member states” (Bafiganu, 2009, p. 95). Also, by means of the IMPs teated
the option regarding multi-annual programming. phegramming represented the
real modality through which the funds to be chaedéh a strategic manner, not
for separate projects, but for projects that ar¢ giaa long-term strategy. In other

® Council Regulation (EEC) No. 214/79 of 6 February79,9amending Regulation (EEC) No.
724775 (OJ C 36, 9 February, 1979)

® Council Regulation (EEC) No. 1787/84 of 19 June, 1@3%L 169, 28 June, 1984)

” Council Regulation (EEC) No. 2088/85 of 23 July8390J L 197, 27 July, 1985)
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words, the change was made from “project managetemtogram management
and projects portfolio management” (Béwgnu, 2009, p. 96).

The trend over the first half of the 1980s wasrcle@m a model controlled by
the member states, in which the Commission role @rdg of treasurer, policy
moved to “one involving a more cooperative relasioip between both levels and
became more grounded on Community objectives, ipgsrand experimentation,
at least for part of the Cohesion policy budgeta(idella and Mendez, 2009, p. 12).

The European Single Act of February 1986 constitatérue turning point
in what concerns communitarian regional policy. EiREleven years after its creation,
gained institutional recognition (Art. 130c). “E@nic and social cohesion” becomes
an authentic communitarian policy, defined throtigh new Title V of the Treaty.
This policy, which occurs as a logical consequeritiee enlargements of 1981 and 1986
(the three new member states had a developmenhinésor to the least prosperous
of the nine member states — Ireland), accompédméeschievement of the internal market
and targetsréducing disparities between the various regiors backwardness of the
least-favoured regiorigArt. 130a) within a real development strategy.

Year 1988 marked the start of the EU Cohesion olibe Council issued
the first regulation that integrates the threecitmal-type funds — ERDF, ESF and
EAGGF - Orientation Section — under the common né&uteictural Funds” and will
subordinate them to the Cohesion Policy, thus eétimg the “splendid isolation”
(Hooghe, 1996, p. 103) that had characterized| timeh, the respective funds. The
“Delors | Package” (named after the President ef @ommission at the time,
Jacques Delors) established the first multi-aneoatmunitarian budget for years
1989-93, budget that favoured the three Structenalds and lead to a significant
increase of resources. While the annual paymerteased from approximately
6.4 billion ECU in 1988 to 20.5 billion ECU in 199& current prices), their
afferent share increased from 16 to almost 31%efBU budget. The budgetary
reform of 1988 brought about changes regardin@#isggnment of resources. Until
1988, the resources were assigned depending diaheber States’ contribution,
while the responsibility rested with the benefigiatate; from 1988 onwards, the
resources were alloted depending on unitary caitand on the development level
of the region (measured by GDP per capita and byuttemployment rate). “The
fact that the economic and social cohesion pobkcya longer defined in financial
terms, but on objectives, means a total break ftoenold system, in which the
resources were divided between the countries aogotal a fixed scheme” (Prisecaru
et al., 2004, p. 60).

At the same time, the reform from 1988 introduceskees of principles
regarding the cohesion policy and its instrumefiEJ(Cohesion Policy 1988-
2008: Investing in Europe’s Futurefhforegio PanoramaNo 26, June 2008, p.
10), respectivelyConcentrationon a limited number of objectives with the focus
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on the least developed regiondulti-annual programmingbased on analysis,
strategic planning and evaluatiofciditionality ensuring that Member States do not
substitute national with EU expendituRartnershipin the design and implementation
of programs involving national, sub-national and Bttors, including the social
partners and non-government organizations, ensoimgership and transparency of
the interventions.

In 1988 there were established five priority okjaxt:

— Objective 1:promoting the development and structural adjustnmént
regions whose development is lagging behind;

— Objective 2:converting regions seriously affected by industiietline;

— Objective 3.combating long-term unemployment;

— Objective 4facilitating the occupational integration of youpepople;

— Objective 5:(a) speeding up the adjustment of agriculturalcstmes and
(b) promoting the development of rural areas.

The funding provided by the ERDF, the ESF and t#&GE&F under
Obijective 1 totaled ECU 43.8 billion (64 % of trwal). The main beneficiaries
were: Spain (ECU 10.2 billion), Italy (ECU 8.5 mh), Portugal (ECU 8.45
billion), Greece (ECU 7.5 billion) and Ireland (EQIA6 billion). The financing of
Objective 2 was done through ERDF and ESF, the reneficiaries being: the
United Kingdom (ECU 2 billion), followed by Spai&CU 1.5 billion) and France
(ECU 1.2 billion). Programs under Objectives 3 ahchad no geographical
concentration and were agreed at national levetans The total allocation for
both objectives was about ECU 6.67 billion (10 %haf total) and provided by the
ESF only. Major beneficiary countries were the ¥ditKingdom (ECU 1.5
billion), followed by France (ECU 1.44 billion) arGermany (ECU 1.05 billion).
Finally, Objective 5 amounted to ECU 6.3 bhillionZ%6 of the total) with France
(ECU 2.3 bhillion), Germany (ECU 1.4 billion) andly (ECU 0.96 billion) as the
major beneficiary countries. For the entire peri@B8-93, the total Structural
Funds budget was of ECU 69 billion, representing@56f the EU budget and 0.3
% of the total GDP of the EU.

2. Consolidation of the Cohesion Policy and Transfing the Enlargement
into a Success

After the completion of the internal market, thedglasicht Treaty (approved in
February 1992) marked a new age in European irttegray providing for the
establishment of the Economic and Monetary Unidd(]. It also reinforced the
priority attached to economic and social cohesiombking it a core EU objective, on
a par with the internal market and EMU. In this teoh, a new instrument was
introduced to co-finance infrastructures projeatthe poorer Member States (Greece,
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Ireland, Spain and Portugal) and support themukl#lihg the EMU convergence
criteria. This was the Cohesion Fund, considerefirstt a way of avoiding the
increased pressure placed on the structural fiBdsgioanu, 2009, p. 103).

The increased priority attached to cohesion inTiteaty was reflected in a
substantial financial boost. “Delors Il packaget #ee resources assigned to the
cohesion policy for the period 1994%9%round 153 billion ECU was assigned to
the Structural Funds, and 15 billion ECU to the €dbn Fund, out of which 68%
for the poorest regions and countries.

The regulations regarding Structural Funds, progdsethe Commission
in April 1993, were accepted by the Council in JU993. The main principles
stood, only with slight changes. The first changéhie architecture of the structural
and cohesion funds and of the cohesion policy iaseadesign of the policy objectives.
Following the accession of Sweden and Finland i851% new Objective 6 was
introduced to reflect the problems of sparse pajonlaA new Financial Instrument
for Fisheries Guidance (FIFG) was also createdsistin the restructuring of the
fisheries sector.

The Treaty strengthened the EU commitment towadrdscohesion policy,
at the same time providing the means to enforcendve development priorities.
The total budget assigned to the Structural ande€ioh Funds for the period
1993-99 was of 168 billion ECU, representing abong third of the EU budget
and 0.4 % of the total GDP of the EU. The main fiersgies were: Spain (ECU
42.4 billion), Germany (ECU 21.8 bhillion), Italy (8 21.7 billion), Portugal
(ECU 18.2 hillion), Greece (ECU 17.7 billion) anchkRce (ECU 14.9 billion).

The structural interventions permanently accompmhrifee enlargement
process, “the evolutions recorded on the path targement, going hand in hand
with an increasingly pronounced focus on intra-wagi transfers”. The Cohesion
Policy represented, from that moment, “the instmineeated in order to guarantee
that all countries and territories will benefit finche economic advantages offered
by the single market” (Prisecaru et al., 2004,%). 7

The next reform occurred in 1999, and referreti¢ad2000-2006 programming
period. This reform was developed and agreed dugimigrgement negotiations.
Although the exact number and date of accessionewf Member States was
uncertain, it was very clear that the new MembaiteSthad a particular economic
background and a lack of experience of democratigswThe economic climate
was also harsh, with an increasing preoccupatioh wiemployment, as reflected
in the addition of a new title on employment in fhreaty of Amsterdam in 1997,

8 Commission of the European Communities (2060)m the Single Act to Maastricht and beyond:
the means to match our ambitiol®OM(92) 2000 final, Brussels;
° The package of six regulations were approved giraDouncil Regulation (EEC) No's 2080/93 to
2085/93, of 20 July 1993 (OJ L 193, 31 July 1993).
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and strong fiscal consolidation pressures acras&th, partly associated with the
introduction of the Euro. The agreement reachednduthe Berlin European
Council of March 1999, allocated €213 billion to Hésion policy for EU-15
between 2000 and 2006, and €21.7 billion for thamé® Member States between
2004 and 2006, representing about one third ofEtebudget and 0.4 % of the
total GDP of the EU. Main beneficiary countries eBpain (€56.3 billion),
Germany (€29.8 billion), Italy (€29.6 billion), Gree (€24.9 billion), Portugal
(€22.8 billion), the United Kingdom (€16.6 billigrgnd France (€15.7 billion).

Since June 1998, the Commission presented theattmng regarding the
Structural and Cohesion Funds, as well as thoserriief) to the pre-accession
instruments, which were approved by the Councihd partially by the European
Parliament — between May and June $8909n the basis of the provisions of the
Treaty, the European Parliament involved itself, tfe first time, in the adoption
of the ERDF and ESF regulations through the cosiatiprocedure.

While merging the previous Objectives 2 and 5, &l ws 3 and 4, the
1999 reform reduced the number of Structural FuDbctives from six to three.
The three remaining Objectives were:

— Objective 1:promoting the development and structural adjustnmént
regions whose development is lagging behind;

— Objective 2:supporting the economic and social conversion efasr
facing structural difficulties, hereinafter; and

— Objective 3:supporting the adaptation and modernization ofcpedi and
systems of education, training and employment.

Objective 1 was financed through ERDF, ESF, EAG@# BIFG, being
assigned the total amount of €149.2 billion. Anot825.4 billion was provided
under the Cohesion Fund (amounting to 71.6 % ofStractural and Cohesion
Funds). 41 % of the investment under Objective % s@ent on infrastructure, of
which just under half was allocated to transpod ahout a third to environment.
33.8 % was allocated to creating a productive emvitent for enterprises and 24.5
% to human resources. Objective 2 was funded w2th ZE billion (9.6 % of the
total) provided for by the ERDF and the ESF. Oftittal investment, 55.1 % was
spent on productive environment supporting small medium-sized enterprises in
particular, 23.9 % on physical regeneration andirenment, often for former
industrial sites, and 20.9 % on human resourcesgyrBms under Objectives 3 and
4 received a total allocation of about €24.1 hill{@0.3 % of the total) and provided
for by the ESF only.

10 Council Regulation (EC) No 1263/1999 of 21 Jurg9]€ouncil Regulation (EC) No 1257/1999 of 17 May
1999; Council Regulation (EC) No 1260/1999 of 2heJa999; Regulation (EC) No 1783/1999 of the
European Parliament and of the Council of 12 J8891 Regulation (EC) No 1784/1999 of the European
Parliament and of the Council of 12 July 1999 (@18, 13 August 1999)
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There was also a reduction in the number of Comipunitiatives from
thirteen to four (Interreg lll, Urban II, Equal, &der+) and a corresponding cut in
their budgetary allocation (to 5.35% of total reses, representing 11.5 billion euros).

3. 2006 — A Turning Point of the Cohesion Policy.doking to the Future

In the period 2000-2006, the programs managemest sivaplified and
accelerated. The financial management and conobie more rigorous, by
introducing the so-called “n+2” rule, according wdich the non-presentation
within two years of documents certifying the makifgthe payments brings forth
the loss of the funds. Apart from this, a strongeolvement of the member states
and of the regions in monitoring and evaluating pinegrams was imposed, by
means of a system of ex-ante, interim and ex-padtiations.

The most recent reform of Cohesion policy for t®22013 period was
determined by the EU enlargement in 2004, enlargémhat incorporated 10 new
member states, with significantly lower levels médme. The accession of Romania
and Bulgaria only increased the gap between theesicand poorest regions of
Europe. Therefore, an inevitable budgetary shiftuoed in the Cohesion policy
resources, towards the new Member States. Ano#iotorfwas the increase of the
importance assigned to the EUs growth and jobsdegéithe Lisbon strategy was
formally launched in 2000, but the lacklustre perfance of the EU economy and
the difficulties in implementing the programme sdmetame evident” (Manzella
and Mendez, 2009, p. 18).

In February 2004, the European Commission publishetbcumenit in
which it presented its reform proposals for the &hhesion policy and the broader
EU budget. Following difficult negotiations, the i8pean Council of 1.and 12'
of December 2005 from Brussels, reached consengiisr@spect to a budget,
which was transformed in an inter-institutional egment in April 2006. The
overall amount of resources available for Cohegioticy over the 2007-2013
period was set at €347 billion, representing 350f%e EU budget and 0.38% of
the total GDP of the EU.

The adoption of the regulatory package in July 2088came “the most
radical reform of the policy since 1988".

11 Commission of the European Communities (20Bdjiding our common Future — Policy challenges and
Budgetary means of the Enlarged Union 2007-2Q13M (2004) 101 final, Brussels

12 Council Regulation (EC) No 1083/2006 of 11 Julp@aying down general provisions on the European
Regional Fund, the European Social Fund and thesgwhFund and the repealing regulation (EC) No
1260/1999; Council Regulation (EC) No 1084/2006LbfJuly 2006 establishing a Cohesion Fund and
repealing Regulation (EC) No 1164/94; RegulatioB)(Eo 1080/2006 of the European Parliament and of
the Council of 5 July 2006 on the European Regibesklopment Fund and the repealing Regulation (EC)
No 1783/1999; Regulation (EC) No 1081/2006 of theogean Parliament and of the Council of 5 Ju200
on the European Social Fund and the repealing &&gul(EC) No 1784/1999; Regulation (EC) No
1082/2006 of the European Parliament and of then€iloaf 5 July 2006 on a European grouping of
territorial cooperation (EGTC), (OJ L 210, 31 R0OP6)
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Again, the objectives of the Cohesion Policy wefermulated, as follows:

— Convergence:aims at speeding up the convergence of the least-
developed Member States and regions defined by @Rapital of less than 75
% of the EU average,;

- Regional Competitiveness and Employmeaters all other EU regions
with the aim of strengthening regions' competite®sn and attractiveness as well
as employment; and

— European Territorial Cooperatiorbased on the Interreg initiative, support
is available for cross-border, transnational andriegional cooperation as well as
for networks.

The number of the financial instruments for cohesieduced from six to
three: two Structural Funds (ERDF, ESF) and theeSmm Fund.

The previous instruments linked to rural developmand fisheries
(EARDF-Guidance and FIFG) were replaced by the gema Agriculture Fund
for Rural Development, while the European FisheFiesd was integrated into the
CAP. Three new financial instruments (Jaspers, ndiereand Jessica) were
introduced into the Cohesion policy framework iroperation with the European
Investment Bank Group and other multilateral bar@smmunity Initiatives and
innovative actions were discontinued, apart fronterreg which would be
subsumed within the new Territorial Cooperationdgkiye.

The “Convergence” Objective was assigned 282.Bhikuros, representing
81.5% of the total amount, divided as follows: BBillion for the regions under
the incidence of the “Convergence” objective; 1i3illon euros for the regions in
the progressive aid-suspension stage; 69.6 bilbiothe Cohesion Fund.

To the “Regional competitiveness and occupatidh@fvork force” objective
were assigned 54.9 billion euros, out of which 14ildon for the regions in the
progressive aid establishment stage .

The ,Territorial cooperation” objective benefits&f7 billion euros, which
represent 2.5% of the total amount, divided asoWadl 6.44 billion for cross—
border cooperation; 1.83 billion for transnationabperation and 445 million for
“interregional and networks” cooperation.

The main beneficiary countries of the Structuratinments, taking into
account the value of the amounts assigned (inohilguros) are: Poland (67.3);
Spain (35.2); ltaly (28.8); the Czeck Republic 26.Germany (26.3); Hungary
(25.3), Portugal (21.5) and Greece (20.4).

Another novelty brought about by the 2006 reforfien®to the correlation
between the objectives of the Structural Instrusanid the objectives of the Lisbon
Strategy, process that even received the nameidiforlization of the Cohesion
Policy”. An innovative procedure was introducede garmarkingprocedure, by
means of which the funds afferent to the respedtisguments are ,reserved”, in
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a considerable proportion, for the following fieldechnological research and
development, innovation, informational society, rgge¢ic efficiency and human
resources development (many times, these fieldsadied ,Lisbon-type”).

The last dimension added to the Cohesion Polidgristorial cohesion,
introduced in the Lisbon Treaty, signed in 2007¢ider to take into account the
geographic diversity of the EU. After the ratificat of the Treaty, influencing the
territorial development of the Union will becomecammon component of the
Commission and the Member States. In what con@amsomic and social cohesion,
things are relatively clear (even if not simplefar from controversy): economic
cohesion is measured through the GDP per capithtf@nsocial one through the
unemployment rate. For the territorial cohesiorrdhare no such clear marks, this
being the reason why the EU invests, through tHeP (European Spatial Planning
Observatory Network) program, considerable amotmtsstablish indicators and
to suggest actual possible directions for action.

In 2009, and given the relatively long lead timeeded to achieve agreement
on European policies, more and more attention iisgbgiven to reflecting on the
future Cohesion policy beyond 2013. Discussion mgaing, with input being
thought from a wide range of interested partieshenshape and priorities for the
future policy, with a view to maintaining effectivess against a background of
changing economic circumstances. This reflectiatgss must also be viewed in
the context of the ongoing general review of thelizidget covering all aspects of
EU spending.

The budgetary review will not propose a new muttivaal financial frame
for the period starting in 2014 or the global disiening and detailed break-down
of the EU budget, but, it will rather present theusture and orientation of the
future Union priorities in matter of expenses, parfing an evaluation of what
brings the highest value added and the most efiicesults.

The enlargement waves from 2004 and 2007 are nm&watg of the elements
that lead to the need for reform of the Europeaigéu The current 12 new member
states are structurally poorer and more in neeBurbpean funds. On the other
hand, within the EU, the talks about reforming #eC or reforming the Cohesion
Policy are older. To these discussions is addedeatttethat the world is changing
very rapidly and new challengegcur, such as globalization, climatic changes,
energetic safety, population’s aging etc. The probhrising is if the answer to
these challenges will be found by means of the jgeao budget.

In the conditions when the level of the Europeaddat remains relatively
unchanged, the re-assignment of expenses inevitalmives a compromise (a trade
off) between the two major components of the Euaopkudgetary policy, PAC
and the Cohesion Palicy. As a consequence, thedserof the structural funds (as
several member states wish, especially the cousntmi&€astern Europe) cannot be
achieved without diminishing the current level bé tagricultural subsidies, and
the other way around.
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Analyzing the current stage of the debates reggrthe reform of the
budget and of the budgetary policies, especiallyliat concerns the future of the
cohesion policy, focusing in particular on the fetof Cohesion policy after 2013,
Bachtler, Mendez and Wishlade (2009) identify tifeecences of opinion among
the member states. The most radical position isrtdky the UK: that Cohesion
policy should be limited to the poorer Member Stadéed phased out in richer
countries. Denmark, Ireland, the Netherlands aneéd&w also favour Structural
and Cohesion Funds being directed to the leagbgmmss regions in the least prosperous
countries, supplemented by cross-border and/osriedional cooperation programs.
Several of the submissions underline the importahdeher countries being responsible
for their own regional development challenges @sample, Sweden). Estonia
argues that the financing of poorer regions ingictates should be reconsidered,
while both the Czech Republic and Romania are woudaof increasing the focus
of the policy on the least-developed Member States.

Other richer Member States are less radical. Geyradmocates focusing
resources on “structurally weak regions” but seesrdinued case for other regions
being given “targeted assistance in developingr tbempetences”. Finland and
France take a similar view, supporting measureggfowth competitiveness and
jobs being implemented across the EU. Austriasa ehutions, supporting the concept
of a ‘comprehensive and integrated structural agibnal policy’ but, like Finland
and Germany, believes that spending should be éocos higher added value
measures, especially in richer parts of the EUef¢wf the more prosperous countries
(Austria, Denmark, Sweden) are concerned to erbateallocations under Cohesion
policy are made on the basis of relative wealthhsa countries with comparable
levels of GDP should benefit equally from returmeni the EU budget. The
maintenance of an EU-wide Cohesion policy is suigabstrongly by other EU15
countries, such as Greece, ltaly, Portugal anchS@aeece is especially concerned to
avoid ‘discrimination between old and new Membextet.

For the newer Member States, Cohesion policy ptagsll more central
role in national thinking about the budget. Mosttloé new Member States the
EU12 highlight ‘solidarity’ as one of the main priples of the EU budget appending
and the need for ‘adequate resources’, meaninditCzech Republic and Romania
view) a greater concentration of Cohesion policyding on the less-developed
Member States.

4. Conclusions

The targets of the Cohesion policy - economic ghpweimployment and
competitiveness, have positively contributed to rhduction of disparities across
EU Member States and regions. However, the dispardicross EU regions remain
high and the rate of economic development of thgores is still unbalanced.
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Therefore, the need to maintain an active Cohgsitiny at the EU level is widely
considered to be strong and supported by groundgareents.

With respect to future tendencies, it seems ttah#w ideas regarding the
aim and purpose of the Cohesion Policy is morededwon European added value,
with support more firmly focused on areas where @omty action is necessary
or more effective that through national action alon
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A STUDY OF THE RELATION BETWEEN BRAND LOYALTY AND
CONSUMER INVOLVEMENT WITH PURCHASE DECISION
AND PRODUCT CLASS

OVIDIU I. MOISESCU?, DUNG ANH VU?

ABSTRACT. This paper aims to analyze the correlations beatwee components
of brand loyalty — brand repurchase intention areh recommend intention —
and consumer purchase involvement, which is reftedly the degree to which
consumers seek information about different bramts@mpare them during their
purchase decision-making process. Being conduatedcomparative manner, the
research considered the cases of two product slasdarables and nondurables —
with an investigation of statistics on the popwatof urban Romanian consumers.
The results show that the more involved the conssirme in the purchase decision
for a durable good, the more loyal they are in &ohrepurchase intention to a
certain preferred brand in that product class. Hamethere is no similar relation
in the case of nondurable goods. The study alsa/stitat the consumers are more
loyal, in terms of recommend intention the conswmeling to make in the future, to
a certain preferred brand in both durable and naitdiel goods when they are more
involved in the purchase decision. However, thatimt is found stronger in the case
of nondurable goods.

Keywords. involvement, brand loyalty, repurchase & recommimtehtion, purchase
decision, durables & nondurables

1. Brief literaturereview

Brand equity is an important concept in definingriat loyalty. The author
who comprehensively models brand equity is Aaké8{). In his approach, brand
equity is viewed as a complex system including & afebrand fundamental
dimensions such as “brand awareness”, “brand pexdejuality”, “brand loyalty”
and “brand associations”. Aaker also proposes adbemjuity measuring system
which takes into consideration ten analytical digiens, of which “brand loyalty”
is fundamental and core. In the measuring systeamddoyalty consists of three main
components — satisfaction level, repurchase imtentand recommend intention
(Aaker, 1996). Brand loyalty also reflects the paility that a customer will switch to
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another brand, especially when a brand makes aehiarits marketing mix. Trying to
define the term of brand loyalty, David A. Aake®@ll) considers that it reflects
the probability that a customer will switch to amat brand, especially when that
brand makes a change in its marketing mix. In Aakeew, brand loyalty represents
the core of a brand’s equity.

Another important work that views brand equity francustomer-based
perspective comes from Keller (1993). Accordinghis approach, brand knowledge
is essential in generating differential effectscomsumers’ responses to marketing
actions that are related to the brand. The Kellergd equity model (Keller, 2008)
covers two general dimensions — brand awarenesbrand image — to which the
latter being composed of brand associations. Ipmoach, brand loyalty is seen
as a fundamental outcome of a strong brand.

Farquhar (1989) models brand equity through afdbtree core elements that
build a strong brand — a positive customer brarauagion, an accessible brand
attitude, and a consistent brand image in custdmargls. His approach is more
abstract but still relates directly, more or lés$yrand awareness and brand loyalty.

In order to define brand loyalty and its constities, the American Marketing
Association’s definition can be a starting pointheTA.M.A. regards brand loyalty
as “the situation in which a consumer generallysithg same manufacturer-originated
product or service repeatedly over time rather thaying from multiple suppliers
within the category” or “the degree to which a ammsr consistently purchases the
same brand within a product class”.

Representing the core meaning of brand equity {§,r&000), brand loyalty
should be analyzed together with its relationshij the other dimensions of brand
equity such as “awareness”, “perceived quality’d dassociations”. All of these
dimensions enhance brand loyalty, provide reasmnsustomers to buy and affect
their satisfaction. For instance, while loyalty dam generated independently, it
adheres to brand’s perceived quality or associatiblaving a loyal customer-base
also means the brand is perceived of having higbelity. The brand can be also
associated to elements that characterize its loysiomers. Meanwhile, its loyal
customers tend to provide brand exposure to newowess through “words-of-
mouth” communications and, therefore, enhancewtraness. It can be concluded
that brand loyalty is both an input and an outguirand equity and there is always
a two-way interaction between brand loyalty anddtieer elements of brand equity
such as awareness, perceived quality or the ofisecations.

In a regard to consumer involvement the literatexveals several approaches
of conceptualization. Consumers are considere io\wlved in at least two ways
— with product classes and with purchase decis{@aschkowsky, 1985). Their
involvement with product classes can lead to grgageception of greater product
importance (Howard and Sheth, 1969) while theiolvement with purchase decisions
drive them to search more information and consetyuenspend more time to make
the right selection (Clarke and Belk, 1978).
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Most of the studies in the field of consumer inwshent show that there is
a set of aspects that differentiate between higbhwed and low-involved consumers.
When the consumers are highly involved — e.g. Hatiyely seek information about
brands — they compare as many product attributgsoasible. In addition they
perceive differentiation among various brands asdally have preference for a
particular brand (Zaichkowsky, 1985).

2. Resear ch methodology

This paper represents a part of the findings ofirger study which has
been conducted to investigate and identify sigaiftarelationships among specific
brand dimensions such as brand awareness, braondiasms (e.g. perceived
quality, brand personality) and brand loyalty bkirig into considerations cognitive,
affective and action-based perspectives. The lasgety intended to statistically
guantify the influence of several demographics.(sex, age, income, education,
consumer personality) on the brand dimensions amdponents mentioned above.
From these the larger study aimed to build a gkmaeodel to explain the synergic
impact of brand dimensions on consumer behaviaoyparing two market product
categories: durables and nondurables.

In order to have a clear starting point for theeaesh methodology, we
considered a product is as being “durable” ifdk ot rapidly wear out, it yielded utility
over time, and it was not completely used up wreadwonce. On the other hand, we
considered products as being “nondurables” if these used up when used once, or if
they did rapidly wear out, having a short lifesflaas than a number of years).

The specific objectives of this paper are to amalye correlations between
the components of brand loyalty — which is represseby brand repurchase intention
and brand recommend intention — and consumer psecha/olvement. Being
conducted in a comparative manner, the researchidered the cases of two
product classes — durables and nondurables — withvastigation of statistics on the
population of urban Romanian consumers.

Based upon these objectives, certain particuldcanors were built up and
used to measure brand loyalty and consumer invawnem

In order to build up an operational indicator foe involvement in purchase
decision-making process, we defined involvemenhésdegree to which consumers
seek information and compare brands in the prod@gsising questionnaire-based
survey method, respondents were asked to stateatjreiement with an involvement
measuring specific statement (‘I carefully studg aeek information about existing
brands before deciding what brand of ... to buy”patale from 1 (“totally disagree”)
to 6 (“totally agree™) for a chosen durable andpeztively, a nondurable product.

For brand loyalty we defined it as the probabititgt consumers who have
bought a certain brand in their last buying woutdse the (same) brand in their
following purchase in a similar context given bgghuict class (durable or nondurable).
We further extended the concept of brand loyaltyatmls the active involvement of
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loyal consumers in brand promotion through brasdmemendations to other potential
buyers. Therefore, the necessary data that needsxldollected regarding to brand
loyalty consisted of the intention to repurchasetirand (“Will you repurchase the
same brand next time?”) and the intention to recerminthe brand (“Would you
recommend the brand you bought last time to otherfRe data regarding to these
two components of brand loyalty were implicitly leoted in relation to the last
purchased brand within each of the two productselscorresponding to a chosen
durable and respectively a selected nondurableupto®espondents were asked to
mention the most recent purchased brand and taateatheir intention to repurchase
that brand on a symmetric scale from 1 (“will daéily not repurchase”) to 6 (“will
definitely repurchase”). In addition each respotdarluated his/her intention to
recommend the most recently purchased brand omanstric scale from 1 (“will
definitely not recommend”) to 6 (“will definitelyecommend”).

Data were collected through an ad-hoc questiontased survey. The
instrument for data collection included open-endgestions (to identify most
recent purchased brands) and closed questionsyvitmetric scales in order to assess
brand loyalty from the perspective of repurchasd stommend intentions. The
establishment of six instead of the classical $isale answering options was intended
in order to avoid neutral responses and to fotberepositive or negative attitudes.

The allocated resources and time did not permitésearch to conduct a
panel survey in order to investigate a medium ogterm evolution of the analyzed
relations. Although the intention of the resear@swo analyze the urban Romanian
consumers as a whole, the scope was narrowed daive investigation of the urban
consumers in Cluj-Napoca, one of the largest caidRomania. Despite of this the
result of the research could still be considererefwesent for the urban Romanian
population (as Cluj-Napoca is the second largeist @i Romania constituting
almost 3% of the Romanian urban population in 2G08) be used to induce the
behaviors of Romanian consumers.

The investigated population was heterogeneousrinstef demographics
(e.g. age, income, education and sex), vocabulatglligence level, technical
knowledge, different product categories usage hadike. In order to ensure that
the survey samples (consumers) could describeltbbavior and attitudes towards
brands of durable and nondurable products, theugtathtegories selected for the
survey had to meet some criteria: (i) being différie usage duration; (ii) being
not too technical (so that most of the consumeudcevaluate their own behavior
and express their attitudes towards those produegories); and (3) having a large
rate of penetration into households usage or copgam Based upon these we
decided to select tooth-paste representing for ma@ide goods, and television sets
representing for durable goods.

Face-to-face interviews using questionnaire wenglucted at the households’
residence of the respondents by a group of 11®stad- each completed a set of
five interviews.
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The sampling consisted of a mixture of classicalbpbilistic and non-
probabilistic methods. At the first step, the papiain was geographically clustered
according to 474 postal areas of Cluj-Napoca. 1aSters were extracted through
systematic random sampling and then assigned tibltBénterview operators (one
cluster to each operator): each operator had tgplenfive questionnaire-based
interviews on the basis of an itinerary samplingthod (5 consumers from
different households which locate into five congeeubuildings in the assigned
cluster i.e. postal area).

The collected data was checked and validated gjoraly telephoning the
respondents. As such any interviewer who misledrésearch by providing and
asking non-valid questions would be identified. 5B#r total 595 face-to-face
interviews were validated. Therefore, the reliapibf the data was around 95%
(estimated error of £4.2%).

The survey investigated three hypotheses:

H,: Purchase decision involvement is different in tsse of durables
compared to the case of nondurables.

H.: There is a general positive correlation betweeanad loyalty and
purchase decision involvement.

Hs: The correlation between brand loyalty and pur@hdscision involvement
is different in nature in the case of durables caragd to the case of nondurables.

3. Results

The data analysis regarding to tHehypothesis are shown in Table no. 1.
According to the analysis, both independent sanybst results for equality of
means (T=-11,775; p=0,000<0,05) and the Mann-Witnen-parametric test
results (Z=-11,209; p=0,000<0,05) confik.

Table 1.

Purchase decision involvement levels within dur ables ver sus nondur ables

Pur chase decision involvement
(on a scale from 1 to 6)

M ean Std. Dev.
Nondurables 3,49 1,731

Product class
Durables 4,66 1,560

T-test for equality of means: T=-11,775; p=0,000<0,05.
Mann-Whitney non-parametric test: Z=-11,209; p=0,000<0,05
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Therefore, there is a statistical significant défece between the involvement
levels in purchase decision in the case of duraldlegared to the case of nondurables.
Moreover, it can been seen that the level of iremlent is generally higher in the case of
durables (Mean=4,66) than in the case of nondwéllean=3,49).

Table 2(a).

Pur chase decision involvement within high versuslow brand loyalty

Pur chase decision involvement
(on a scale from 1 to 6)
Mean Std. Dev.

1 4,46 1,902

Repur chase intention 2 3,69 1,760
(on a scale from 1 - “will definitely not 3 3,92 1,824
repurchase” - to 6 - “will definitely| 4 4,08 1,568
repurchase”) 5 4,22 1,518
6 4,02 1,806

ANOVA for equality of means: F=1,969; p=0,081>0,05
Spear man test for correlations: Rho=-0,031; p=0,311>0,05

Regarding to theH, hypothesis Table no. 2(a) and 2(b) describe tite da
analysis. For repurchase intention (as dimensidmansfd loyalty), the Anova test results
for equality of means (F=1,969; p=0,081>0,05), &l as the Spearman correlation
parameters (Rho=-0,031; p=0,311>0,05) infirmedhyyeothesis. Therefore, in general
and by not taking product class into consideratlugre is neither significant correlation
between repurchase facet of loyalty and involvemenisignificant difference between
purchase decision involvement and repurchase iimtdevels.

Table 2(b).
Pur chase decision involvement within high versuslow brand loyalty
Pur chase decision involvement
(on a scale from 1 to 6)
Mean Std. Dev.

1 4,10 2,017

Recommend intention 2 3,49 1,805
(on a scale from 1 - “will definitely not 3 3,63 1,729
recommend” - to 6 - “will definitely 4 3,82 1,544
recommend”) 5 4,18 1,537
6 4,17 1,797

ANOVA for equality of means: F=2,814; p=0,016<0,05
Spear man test for correlations: Rho=0,082; p=0,006<0,05
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For recommendation intention (as a component ahefrdeant of brand
loyalty) the Anova test results for equality of medF=2,814; p=0,016<0,05) and
the Spearman correlation parameters (Rho=0,08200660,05) confirm the H2.
Therefore, by not taking product class into consitien, there is a general positive
correlation between loyalty in terms of recommemeémtion and purchase decision
involvement although the intensity of the corraeatis rather low. There is also a
significant difference between involvement degneé @epurchase intention levels.

Table 3(a).

Pur chase decision involvement within high versuslow brand loyalty, in the case of
nondur ables ver sus durables

Nondurables Durables
Pur chase decision Purchase decision
involvement involvement
(on a scale from 1 to 6) (on a scale from 1 to 6)
Mean Std. Dev. Mean Std. Dev.
Repurchaseintention 1 3,30 1,976 4,73 1,789
(o?wpa scale from 1 - “will 2 2,80 1,687 3,97 1,713
definitely not repurchase 8 3,14 1,807 4,26 1,734
s . 4 3,24 1,454 4,61 1,399
- to 6 - “will definitely
repurchase”) 5 3,58 1,474 4,85 1,286
6 3,58 1,806 4,87 1,473
ANOVA: ANOVA:
F=1,145; p=0,335>0,05| F=3,376; p=0,005<0,05
Spear man: Spear man:
Rho=0,079; p=0,064>0,0% Rho=0,083; p=0,049<0,0%

The testing results relating to the H3 hypothesigrovided in Table no.

3(a) and 3(b). For the repurchase intention assped of brand loyalty, the H3
hypothesis was confirmed both by Anova tests resaid Spearman correlation
parameters. For nondurables there is no significamtelation between brand
loyalty in terms of repurchase facet and involvemémthe case of durables, the
correlation exists and it is both significant andsiive. Therefore, the more
involved a consumer is in the purchase decisioa dfirable, the more loyal he or
she is to a certain preferred brand in that prodiasts. There is no similar significant
relation in the case of the nondurables.
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Table 3(b).

Pur chase decision involvement within high versuslow brand loyalty, in the case of
nondur ables ver sus durables

Nondurables Durables
Purchase decision Purchase decision
involvement involvement
(on a scale from 1 to 6) (on a scale from 1 to 6)
Mean Std. Dev. Mean Std. Dev.

. . 1 3,04 1,990 4,70 1,787
(Ff)?‘;ms'zgedf'rgtgtl"’_”‘wm 2| 2,40 1,350 3,86 1,807
definitely not 3 2,52 1,369 4,33 1,569

5 woan| 4 2,98 1,202 4,42 1,488
recommend” - to 6 - “will
definitely recommend”) S 3,31 1,465 4,81 1,263

6 3,74 1,803 4,80 1,596
ANOVA: ANOVA:
F=5,562; p=0,000<0,05| F=2,870; p=0,014<0,05
Spear man: Spear man:
Rho=0,204; p=0,000<0,05 Rho=0,112; p=0,008<0,0%

For the recommendation facet of brand loyalty,HBehypothesis is infirmed

by both Anova tests results and Spearman cornelpticameters. Therefore, there is a
significant correlation between the recommendatispect of brand loyalty and
involvement for both nondurables and durables.h&sdorrelation in both product
classes is positive, the more involved the consumar the purchase decision of
either a durable or a nondurable, the more loyabrhghe is to a certain preferred
brand in that product class in terms of the recongda@on he or she intends to
make to others in the future. The results also glbthie intensity of the relation is
rather higher in the case of the nondurables.

4. Conclusions

The tests run on the collected data proved thaketle of purchase decision
involvement is generally higher in the case of bi@sthan in the case of nondurables.
This might be explained by the fact that durablietdyutility over time, are more
expensive and generally generate greater riskp@oewithin the purchase decision.

Without taking product classes into consideratiba,research results showed
no significant correlation between brand loyaltytémms of repurchase intention
and purchase decision involvement. However, thegaled a significant correlation
between brand loyalty in terms of recommend intenéind involvement. Therefore,
the nature of brand loyalty and its relationshiphwnvolvement is different when
considering distinct facets of the loyalty.
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When taking product classes into considerationdueables and nondurables),
it can be concluded that the more involved a comsumin the purchase decision
of a durable, the more loyal he or she is to aagegreferred brand in that product
class in terms of repurchasing. This agrees wighdlassical presumption in the
existing literature. Still, there is no similar agbn in the case of nondurables.
Therefore, the nature of the relationship betweemd loyalty and involvement
must consider both several distinct facets of brimydlty and product class as
determinant of involvement intensity.

On the other hand, the more involved a consumierttse purchase decision
of either a durable or a nondurable, the more lbgabr she is to a certain preferred
brand in that product class in terms of the recomda@ons he or she intends to
make to others in the future. The analysis prdweddct that the relation is stronger in
the case of nondurables. This implies the necessigdapt marketing actions to
product classes regardless which aspect of brapdltyo (i.e. repurchase vs.
recommendation) needs to promote.

5. Limitations and futuredirections of the research

The indicators we used to measure brand loyaltyiamolvement in this
research can partially cover the significance dedcomplexity of the two concepts.
Therefore, a future research that focuses on sigdile correlation between
loyalty, purchase decision involvement and prodiagses by taking more indicators
into consideration is necessary.

The overall significance of our research findingslimited to a certain
region of the urban Romanian market (i.e. Cluj-Nag)oAlthough it is reasonable
for us to claim the induction of the research rsstd the overall Romanian urban
market for some reasons, it will be more useful walidated to conduct further
research over different cities/regions of Romamiah® same basis.

Future research can apply panel method to anaiipa® lRomanian consumers
overtime, so that the consumer evolution can begrazed and emphasized when the
Romanian market develop further. Furthermore, taldgarvice into consideration
can be another future research direction.
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THE ROLE OF PUBLIC ADMINISTRATION IN CITY BRANDING
THE CASE OF CLUJ-NAPOCA

MONICA MARIA CORO §', MARIUS EMIL CORO §?

ABSTRACT. This paper focuses on two different topics thataapntly do not
seem to be linked: city branding and the perceptibrpublic administration
services. The authors intend to briefly sketch flaenework of the manner how
public administration institutions can get involviedresearching how citizens and
private entrepreneurs perceive the services prdvigethe local authorities of the
Municipality of Cluj-Napoca, how the image of theservices influences the
perception of the city, and how public administatservants can contribute to the
development of the city’s brand. We have chosefiodas on Cluj-Napoca, as it is
one of the most important cities of Romania, whiels also enjoyed a spectacular
economic development throughout the past decadgiestion may be raisels: there

a linkage between the manner how local public attnétion institutions are
perceived and the way how citizens regard thefity the perspective of branding?
We are interested to identify how public servicesriere with the branding of a city.

Keywords: Cluj-Napoca, perception of public services, evélug local public
authorities, city branding.

1. Introduction

Situated in the center of Transylvania, Cluj-Nap@zaerhaps the most
important city of this region. Despite its privikd) position and its development,
the city does not yet have an identity, a cohebeand, or a promotion strategy.
Unfortunately, this is the sad situation of mostRdmania’s cities. Generally
speaking, except for a few cases, Romanian citigy @ low international notoriety;
more recently, it also seems that Romanians héle knowledge regarding the
heritage of their cities and surroundings (as oy farther notice). The luckier
examples are: Bucharest (Romania’s capital citigiuSas the city that hosted the
European Cultural Capital in 2007); Constafthe country’s main harbor and a
key summer destination); Biav (one of Romania’s main winter tourist destinasip
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lasi (the most important city of Moldova); Targu Mgréa multicultural city, that
unfortunately is very well-known for the tensedat&@ins among Romanians and
Hungarians), Tingoara (the staring point of the 1989 events in Raaiafight for
democracy; the most important city of Banat — eoaigpcultural and educational
center); Cluj-Napoca (Transylvania’'s heart; majaor@mic, educational and
cultural center of Transylvania and Romania). Obsig, there are more Romanian
cities that enjoy a higher or lower degree of nietgrbut what is indeed certain is
that until now, only two have managed to draw gible branding strategies; these
are Sibiu — which profited from the advantage o¥ih@ hosted together with
Luxembourg the European Cultural Capital of 200id #us, it enjoyed an inertial
branding process — and Boa — which has initiated its branding strategy acha
new visual and verbal identity, nicely expresseaugh the strap lineBrasov
Be.Live it!; the newly developed city brand was officiallyjuteched during the
International Tourism Fair of Berlin (March 10-2809) [http://brasovulevanghelic.ro/
2009/03/13/brasov-beliveit/]. Recently, the Muradify of Cluj-Napoca has announced
that a potential city brand can be identified unither hood of the tagline “By foot
through the treasure city, Cluj-Napoca” [www.cldigy.ro/2010/03/05/ cluj-fonduri-
europene-sub-sloganul-la-pas-prin.html]. Of coutBese initiatives can be debated
and critically analyzed from the point of view dfet transmitted messages; still,
one cannot ignore the fact that they also repregetiit now the only attempts of
city branding in Romania [www.igads.ro/revistapre8g4/avem_orase fara  brand.
html]. Moreover, Romania itself, has not yet mamhfmver the almost 20 years of
democracy) to develop and communicate a coheremiryobrand. Several attempts
have been undertaken to promote Romania abroadt (@iakhem being rather
image-creation and image-promotion campaigns ahdamuine branding campaigns);
most of these have mainly focused on tourism pramot

» 1996-1997: the picture alburkternal and Fascinating Romania
(unfortunately the main outcome of this project veasmegative one, as it was
mainly associated to a huge scandal regarding goamtal expenditures — the
project was initiated in 1995-1996 by the Socialiderat Government of that
time and it was supposed to be implemented by AdCiastea) {lediafax 2008];

» 1998-1999: the campaighbome as a Tourist, Leave as a Frieftde
tourism promotion campaign was abandoned after atmurrence of political
changes and economic instability; target market:UBA);

» 1999: the campaign for promoting t8elar Eclipse of August 1999

» 2001-2004:Made in Romanigthe first campaign that attempted to
promote Romanian products — based on a countryigihaoncept);

» 2004-2008:Romania. Simply Surprisin¢another tourism promotion
campaign initiated in 2004 by the National Authprior Tourism — NAT, today
the Ministry of Tourism);

» 2006: Romania — A Lesson of Lifghe single campaign addressing
Romanian tourists);
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» 2007:Sibiu — European Capital of Cultufg@erhaps, the first Romanian
city brand, developed under the umbrella offheopean Capital of Cultude

» 2007-2008:Romania FabuloSpiriftourism promotion was carried out
by two different authorities: NAT and the Nationagency for Governmental
Strategies, which unfortunately did not communieeith each other);

» 2008: Romania. Piacere di conoscemrind Hola, soy Rumandtwo
campaigns initiated by the National Agency for Goweental Strategies, aiming to
repair the image damages of Romania in Italy arar§p

» 2009:Romania: Land of Choic@ourism promotion strategy changes
again, as political changes occur);

» 2009: Brasov Be.Live it!(the first independent branding project of a
Romanian city).

The last three national campaigf®(nania, Simply SurprisingabuloSpirit
and Romania: Land of Choi¢ehave generated many intense debates; they were
either strongly argued against or loudly discugeegjinning with their messages’
essence and ending up with ongoing scandals camg¢ine manner how governmental
expenditures are being realized in Romania). Uanfately, as there has not been
any coherent long-lasting promotion strategy, tiieces of all of these taglines are
rather scarce; but the budgets were considerabfgdially under the conditions of
the current economic crisis, Romania is in deepdneea tourism promotion
strategy. Moreover, it can be easily noticed that¢ exists a strong relationship
between public administration institutions (fromtiaaal to local levels) and the
success or failure of any branding attempt (beniiteonal holistic branding strategy or
a niche tourism one) clearly depends on the comenitrof the persons who are
involved in its implementation. Thus, we believiepg has come to analyze how
public servants can interfere in a successful brangroject.

2. Material and Method Regarding City Branding

Due to the special character of this paper, we daealed to shortly review
the key aspects of city and urban marketing andding, based on the analysis of
specialized literature. We have also considerédd itecessary to point out today’s
stages reached in Romanian destination brandiagpts. Further, we shall refer to
aspects related to the manner how public servigepeaaceived in the county of Cluj,
in order to be able to identify how public servdntsrfere in a city branding project.

By briefly analyzing the elements of urban strategiarketing (Figure N
1) one cannot but notice the fact that there calead be identified a series of
aspects common to the marketing and branding afeplaCiting Simon Anholt
[2002], Greg Kerr [2006] explains that “a framewdok a location brand should be
based on the approach that a location brand is aligmeed to the ‘corporate brand’
rather than the ‘product brand’. Those that quedtie ability to manage a place brand
need to be reminded of the size and diversity rgfelaorporations that undoubtedly
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share the conflicts of interest and political agendf a location, and yet need to
manage the corporate brand effectively. Corporatitike locations [be it the case
of a country, a region or a city], often have manyelated industries, products and
different cultures. /.../ [L]ocations are essentiadlgcial organizations: ‘behind
good brands lie stakeholder companies, or at le@sipanies which actually put
some time and effort into investing in their redathips’.
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Figure N° 1. Elements and Levels of Strategic Urban Marketig
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Figure N 1 from above synthesizes the relations establisimedng the
elements of destination marketing. Obviously, theme many differences between
destination marketing and destination brandingthi# is not the place for such
debates. We just intend to point out the fact thaske involved in destination
marketing (as identified by Kotler et al, 2001 oadgppear as important stakeholders in
destination branding.

There are several remarks that ought to be made:

» the responsibility to plan and control the placekating process lies
on the shoulders of the local authorities, who getber with the people and the
business community — constitute the planning grohig; group is also a key actor
of the city’s branding decision-makers;

» place branding must be realized starting from thee ozalues of the
community (be it a city, a region or a country)stmeans that any branding attempt
must start from the local community but it mustalscus on the perceptions and
opinions of the targeted markets;

» both branding and marketing of destinations stath va planning
phase, that includes stages such as: diagnosa) @sd action; either case involves
various stakeholders, who can be best representélarde categories: the public-
opinion or the citizens; the local, regional andeymmental public administration,
and the community of business organizations; itléar that the initiator of any
branding process should be the official adminigirat

» destination marketing factors include elements: likdrastructure,
quality of life, attractiveness of the environméhtisiness or nature), or people;
Anholt’s [2006] city brand hexagon (Figure No 2a@lefers to these elements:

The Presen

The Plac The Potentic

The Puls The Peopl

The Prerequisites

Figure N° 2. The City Brand Hexagon
Source: S. Anholt, 2006, pp. 18-31.
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The six elements of the brand hexagon, particwddrfpr the case of cities,
as analyzed within the Anholt-GMI Brands Index, da@ described, in a few
words, as follows:

v the presencads the indicator that reveals the city’s interoatl status
and standing;

v theplacesums up the perceptions of the people regardiagliysical
aspects of the city (how pleasant or unpleasaryt ithagine being outdoors and
traveling around the city, how beautiful it is @molv the climate is like);

v the potential refers to the economic, educational, and, why ee¢n
health service opportunities that are offered g dhy to its inhabitants, visitors,
businesses and immigrants; the evaluation goearassftaking into consideration,
when characterizing the city from the perspectiVeit® capability to offer an
attractive job, a well-developed educational inftagure or good medical services;

v the pulseis associated to the city’s appeal from the poiview of
urban lifestyle, excitement and leisure offerinigsth for long-term residents and
for short-term visitors;

v thepeopleare those who give life to the city; they conttébto the city’s
attractiveness through their openness, communicakils, abilities and willingness
or even through their behavior; they are stronglated to the safety image;

v’ theprerequisiteqor the city’s infrastructure) definitely contritafs) to
the city’s image; they include elements that defirecost of living, the possibility
of finding satisfactory affordable accommodatiorpablic amenities, in general.

» the main actors who are normally involved in dedion marketing
and, similarly, branding processes are presentiedvban Table N 1:

One ought to notice that any attempt of approaching destination
marketing and branding process is inevitably linf@the local, regional, national,
and, even, international pubic administration andlip services. This is, in fact, a
normal situation because both of these processesfetm the local reputation
(that, we dare point out, resembles quite welllte hational reputation). This,
according to Simon Anholt (2007: 25-27) is creatkstiberately or accidentally
based on a six-channel natural communication (praéiscussed in the following
lines and presented below in Figure No 3):

» tourism through its promotion but, most importantly, thgh the visitors’
personal experience (from business travelers teettweho visit their friends and
relatives or to those who visit the city for anygmse, including transit) is, probably,
in most cases the loudest message carrier relatddstination branding; usually
tourist offices seem to have the largest budgedsvaail-prepared marketers; still,
one must also acknowledge the fact that peoplesitnarimportant quantities of
information regarding the places they have visitei&nd to visit, or, on the contrary,
do not wish to hear again of them; moreover, pesgén to rely more and more on
their peers’ opinions when considering destinatidrence it becomes clear that
negative messages can tremendously damage the ahtgecity as a destination;
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Table N° 1.

Key Actors Involved in Destination Marketing and Branding

Public sector actors:
» city hall and city council;
» department of business development;
« department of urban planning (transportation, etioicahealth);
* tourism offices;
* public information offices;
Private sector actors:
g » the citizens;
*g * key and powerful companies;
= » real-estate developers and agents;
8 « financial institutions (banks, brokers and insueaoompanies);
- e public amenity providers (electric energy, gags¢emmunications);
« chamber of commerce and other local business argtons;
» actors belonging to fields like: retailing, HoRe€lapps, exhibitions, etc.;
« travel agencies and tour-operators;
» labor force organizations;
e architects;
e transportation companies (taxi, rail-road, airlinesuches, etc.);
* mass-media (newspapers, magazines, radio, TV);
g g « regional economic development agencies;
>% |+ local public administration;
& ® |+ regional tourism organizations;
S0 « the government and the politicians;
-% *8 e agencies that are supposed to attract foreign imesgs;
z© * national tourist organizations;
IS .
S o * embassies and consulates;
TS e agencies that are supposed to attract foreign imesgs;
% 3 e economic development agencies;
c * international organizations that are connecteddibyeor region.

Source: Ph. Kotler, C. Asplund, I. Rein, D. H. Haid1999.

» export brandsplay an increasingly important role when it contes
destinations, as they are country or place imagmeb&ssadors abroad”; the
country-of-origin effect is absolutely evident ieveral cases and it can prove to be
at least as efficient as tourism promotion, whencdmes to branding of
destinations; let's take just a few world-wide-knmoexamplesCoca-Cola Pepsi-
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Cola, Ford, Levi Strauss etc. — Made in the USAflercedesBMW, Braun— Made
in Germany;Nokia— Made in FinlandSony— Made in JaparDaewoo— Made in
Koreea;Swatch— Made in Switzerland; obviously, local brands l@ss powerful
but they clearly generate positive associatiortsydemention just a few notorious
Romanian brandstolidon Ursus Farmecor Clujanafrom Cluj-Napoca; oDacia
from Pitesti, Arctic from Giiesti, La Dorna from Vatra Dornei oBorsecfrom
Harghita; etc.);

» policy decision-makerplay a key role, as, through the decisions they
take, they set the frame of the destination’s tidasons’ further development; as
long as these policies are communicated and disdufy the media (local,
regional, national or even international media) affdct natives or even foreigners,
they become important message carriers (a few dranfipr our case would be:
the media coverage of thdokia factory relocation from Bochum, Germany, at
Bontida, near Cluj-Napoca, Romania;

» investment and business related attitudas be, for example, translated
through national, regional or local policies comieg inward investments,
recruitment of labor force, etc. (briefly, Baia-Mabeing declared a disadvantaged
area, attracts investors, as taxes are lower,derao stimulate employment; at
some point in the near past, the Government dedmedlot subsidies for the first
employment of university graduates or for the riggrent of personnel from the
unemployed persons; at the end of September 200Rtdmanian Minister of
Small and Medium-Sized Enterprises announced tieaGovernment had decided
to cut off all taxes for the registration of new EMin order to stimulate investors
to initiate start-ups; on the other hand, the faet, for examplé?olus Shopping
Mall and Metro Cash & Carryhave decided to locate outside the city — dudéo t
hostile political environment that existed in CNgpoca during those times, and
also to the more convenient and attractive econdaditities they were offered by
Floresti — represent two negative associations for Clapbta);

» cultural exchangandcultural activities and exportmanifest in many
different ways, such as: international tours maglesjports teams; concerts and
recordings of famous musicians; works and literpigces of poets, writers,
philosophers, professors, play-writes, film-makert;; even shooting a moving
picture in a certain area represents a sort ofuralltexport; similarly, including
descriptions of certain destinations in internatldaxtbooks can also be assimilated to
such types of communication;

» the people of the country, region or chigve important contributions
to the destination’s image; this may be the casenetlia and sports stars, public
personalities, artists, doctors, professors, palitieaders, etc; the people, themselves
(normal citizens or employees of hospitality orgations, etc), also influence the
perception of the city, as they have direct contét the visitors. This is the case
where public servants intervene, too, especiallythieir contacts with foreign
entrepreneurs, for example, who intend to deveier businesses in Cluj-Napoca,
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or with visitors (transit, tourists, etc), or withofessors or exchange students who
remain here for more than 90 days, and thus nesstéive residency permits, etc.

3. Results and Discussions

As Simon Anholt is one of the highest authoritiegarding destination
branding, we believe it is “a must” to refer to hisxagon of competitive identity:

Tourism Brands

Competitive

People
Identity

Policy

Culture Investments

Figure N° 3 The Hexagon of Competitive Identity
Source: S. Anholt, 2007. p.2pudS. Anholt, 2003.

Any city that seeks to brand itself, obviously ggles to identify those
core elements that are able to constitute its ctitiygeidentity. Besidegourism
and culture, which have absolutely clear contributions to timque character of
the city and which are also obviously very muchuehced by the administration,
the development of two of the other four elememsestmentsand brandg is
closely related to the locablicy-makers The attitude of the city’s representatives
towards attracting investments and local brand ldpweent is easily visible in the
policies regarding taxation, quickness of compaart-sips, levels of bureaucracy,
friendliness and politeness of public servants,labdity of infrastructure, city
development plans, etc.

Kotler's audit tool for infrastructure, beauty spotourist attractions and
people is quite appropriate and very useful fortlsgsizing the starting points in
the analyses of Cluj-Napoca as a tourist destinatio
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Table N° 2.
Auditing tool for infrastructure, beauty spots and people
Current Improvemen | Potential
state t Possibilities | Influence
(@)] +—
~|Elo|&| o > 0|8
- Q| £
8lz|8ls| 5| 8| 5|5/5|2
alglo|Rz|L =22
N L
INFRASTRUCTURE
Housing resources
Roads / Transportation system
Water Supplies
Energy Supplies
Quality of the environment
Police and fire protection
Education
Accommodation and feeding
facilities

Conferences facilities
Services provided for the visitors|
BEAUTY SPOTS
Natural beauty and the characteristi
features
Historical past and celebrities
Shopping / Commercial areas
Cultural attractions
Recovery and leisure possibilities
Sportive arenas
Special events and occasions
Buildings, monuments angd
sculptural ensembles
PEOPLE
Friendly, nice and helpful
Competent
With civic spirit

Source: Philip Kotler, Donald H. Haider, Irving ReR001. pp. 148-149.

c

Recent researches revealed the fact that Romaisaors of Cluj-Napoca
perceive the city primarily as an educational degion and a university center,
secondly as a business destination and, only lytala cultural city:
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Table N° 3.
Romanians’ Perception of Cluj-Napoca Destination
Personal Professional | Business | Cultural Leisure Transit Other
Interest / =7 . . . . Type of
. Training Tourism | Tourism | Tourism | Tourism ;
Educational Tourism
24 % 21 % 18 % 13 % 12 % 7% 5%

Source: S. A. Cosma, A. L. Negay 2008: 403-413.

On the other hand, foreign visitors tend to asseci@luj-Napoca to
business tourism, while the rest of Transylvanie]uding the recent European
capital of Culture of 2007 — Sibiu, is associatasrerto cultural tourism, than to a
business type of tourism [M. M. Diul, 2005]. Moreover, both native and foreign
subjects, when asked to mention three things thelkel or consider negative
about Transylvania and Cluj-Napoca as tourist dastins, the questioned people
(a sample of 1105 persons, of which 676 were woameh410 men; the remainder
refused to give personal information; the age itistion was as follows: 722
persons under 23 years; 230 respondents ageingedet®4 and 35 years; 95
persons belonging to the 36-55 interval, and 36 &8eyears; 22 did not mention
their age) mainly focused on aspects such as:

» improper transportation infrastructure, especiedigds and motorways
(376 mentions) and crowdedness (82);

» nature and urban filth, pollution, dirt etc. (279);

» poor promotion and low notoriety were two major cems of the
Romanians (over 200 mentions);

» intercultural and ethnic problems (150 — of whitloat 95% seem to
have something against Hungarians, the rest acegwed with the Gypsy minority);

» another important number of responses (approximaté0) covered
hospitality-related aspects: from service qualitglt guality/price ratio (70 persons), to
tourism branding and promotion, or destination rganagent, tourism development,
organization and signalization, or to tourist prodidevelopment;

» people were less criticized, as they were mainigoaisted to the
positive aspects of Transylvania as a tourist wi#tin; the population was generally
speaking positively described, as: hospitable,,rfitendly, polite, civilized, tidy,
etc.; a previous research revealed a similar pgorepf the foreigners regarding
the local population [M. M. Ddl, 2005]; unfortunately, abroad (especially in the
Western European countries) this is not the casdt & of high notoriety that
Romanians tend to be negatively perceived, regasiedde, aggressive, untrustworthy,
etc. due to the very many cases of unsocial behabiour co-nationals that were
registered in Italy and Spain and not only there;
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» only very few respondents (up to 30 persons) maaticthe lack of
tourists’ safety; concerning this aspect, one ghaildo keep in mind the negative
image of the Romanian population especially in Seaid Italy, but also in other
Western European countries; such associations taidyi lead to the lack of
interest of foreigners for the Romanian touristti@sions;

» cultural aspects mainly referred to the exaggemadioDracula’s myth
(78 persons do not agree with the notorious assaciBracula-Transylvania);

» 68 answers were irrelevant, 65 persons refusedewtion anything,
while 17 people declared that nothing negativelmassociated to Transylvania.

4. Conclusions

After having very shortly discussed general aspesisted to what city
branding is, how it functions and how it can be&lome have revealed a few facts
regarding the manner in which visitors of Cluj-Nap@erceive the city, now we
dare conclude by pointing out how authorities stidalolve public servants in
this crucial attempt of branding the city.

Obviously, up to a point, public servants are hiise who work in any
kind of public institutions, be it a city hall, #ccouncil, a local university, a hospital,
etc. All of these persons are more or less resplensef how the city’s image is to
be created and promoted, and, later on, supportddcansolidated. We believe
that it is highly important to try to involve as mapublic officers of the city hall
in such an attempt as they can provide valuabl&ibotions by:

» distributing questionnaires to the local citizend o foreigners, too;

» collecting completed questionnaires;

» conducting personal interviews with citizens angresentatives of the
economic environment;

» providing information regarding the authoritiesrasegies of city
branding and city development;

» transmitting through their attitudes and behaveorertain — positive —
image as message carriers; etc.

One last remark is related to the fact that succhasces in the case of
city branding increase if public servants are diyeiavolved in this process and if
they fully understand the importance of such attsmip is clear that their direct
involvement also increases their interest and ratibm to support it. Moreover,
public servants, inevitably create a part of thg'siimage, as they interact with
important numbers of locals and foreigners, togrBgenting the first contact of
the people with the institution, they constitutsat of an interface, determining
the way how the public institution itself is penagil, and further on generating an
important part of the city’s image. A well-knownample concerning Cluj-Napoca
is the “Funar era” — when the city was badly peredi(as a hostile business
environment, with a tensed atmosphere, strugglewabse of interethnic conflicts,
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etc. — all in all, the city was basically closedatwy foreign investments); the bad
image (a genuine negative brand) was generatedlgxscthe Mayor and by the
institution that he ruled — the City Hall. Obvioyshs long as the entire administrative
body can generate endless jokes and mockery, if@asure, also contribute to the
creation and promotion of a positive image of titg, ¢0o.
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AN EMPIRICAL RESEARCH ABOUT THE CONTAIN OF
BALANCED SCORECARD CONCEPT IN PUBLIC SECTOR

CRISTINA SILVIA NISTOR?

ABSTRACT. Balanced Scorecard is a hewly recognized conceplieapin the
public institutions system. The purpose of thisgyap to bring forward a concise
perspective over the experience of other countagarding the implementation of
this concept and, as a result, stating a conclushhmut the opportunity to apply the
concept in Romanian universities, starting from thebal identification of the
specific conditions and rules of the notion Balah&eorecard (BSC).

Is this respect we have chosen to identify, usingpatent analysis of 50
articles written on the subject of Balanced Scamkda universities, the ideal
model of this concept for a Romanian public unitgrsvhose actual implementation
will be the subject of a future paper. The analygs an underlying themes type
and it focused on clusters of words regarding Hmaestheme or element/group in
relation to the Balanced Scorecard perspectivapertively the objectives stated
for each perspective; along with the analysis we ated the comparison procedure.

Keywords: Balanced Scorecard Concept, Perspectives, Goals, Underlying Themes,
Public University

1. INTRODUCTION

At an international level, this concept was firaiged by the private sector,
followed by its usage by the public sector as welluniversities of the Anglo —
Saxon states, there have been debates on the tsfdsjeclong period of time in
relation to the opportunity of introducing this cept; these debates have been
supported by pro and against arguments. At a reltitevel, this concept is
virtually unknown in the public higher educatiostitution system.

The reason why we have chosen this subject forpaper is closely
connected to the recentness of the issue concettmnignplementation of the BSC
system nationally, in Romanian public universiti@aken into consideration the
experience of other universities, it is interestiogfind out what would be the

1 PhD Lecturer, Department of Accounting, Faculty Exfonomics and Business Administration,
“Babes-Bolyai” University, Cluj-Napoca, Romania, cristinattr@econ.ubbcluj.ro
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model obtained based on the common points of evergel described by the 50
articles subject to analysis, as part of one usityer

The results will have a special relevance on the leand for those parties
who are involved in assuring strategy and quabigsed performance management
in universities, and on the other hand, it can ttute a model for other public
institutions in implementing the BSC concept.

Our personal contribution to the subject of thigpgrais broadening on
numerous levels. In this paper we would like toartide the first part of this complex
research project i.e. a brief overview of the ditare which would highlight the
experience of other universities regarding the an@ntation of the concept, with
arguments for and against. In order to be ablattoduce the notion into Romanian
universities we find it necessary to familiarizeéhnthe results obtained by other BSC
users. In order to process data based on spenifierlying themes type procedures,
we will develop a Balanced Scorecard model spetifithe Romanian academic
system, whose eventual implementation will be tegtea future research. Thus, in
our future papers, starting from the theoreticabdedge, we will develop a
survey that, following its interpretation, will sply data about the opportunity of
using BSC in universities, the degree of knowledgeut this instrument in the
academic and administrative environment, the inapoe the academic stakeholders
give to essential elements of this instrument. IKinave will analyze the results of
the empirical research and if the conditions averfable we will start developing
and implementing the BSC system in Romanian pulsligersities.

1.1 THE BSC CONCEPT IN THE PUBLIC SECTOR

The public sector applicability of the concept haen discussed (Tonge,
1996) and numerous examples of successful pubtiisapplications have been
documented.

For the public sector, Kaplan and Norton propoaéghccess for government
and not-for-profit organizations should be measubsd how effectively and
efficiently they meet the needs of their constitties. Tangible objectives must be
defined for customers and constituencies. Finanmbasiderations can play an
enabling or constraining role, but will rarely e tprimary objective." (Kaplan &
Norton 1996) Compared to the original BSC in irtdas, there are some basic
differences (Ferrari & Tausch, 2002). These diffees evolve from the organizational
and general framework.

For public sector, financial measures are not thstrrelevant indicators of
whether the organization is delivering on the radle for its existence. Instead,
public-sector organizations need to measure hoectely and efficiently they
are meeting the needs of their constituencies. fillamcial perspective, which is
affected by its restrictive character, consequetatkgs a back seat compared to its
leading position in the enterprises’ BSC (Joneal.e2004).
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The purpose of BSC also for public sectors is falément organization goals
and vision in practice. This model assumes thesgaadl strategies by translating the
organizational goals to key success factors irBBE four perspectives, as a center
of organizational performance control system (Ka@aNorton, 1996).

Frieder Naschold (1998) described strategic managerms the missing
link in internal modernization that contributes ttee redesign of the interface
between administration and its political, econoamd social environment (Naschold
& Daley, 1999). Naschold, Oppen et al. identifyrftaey competencies of strategic
management: (1) value management, (2) managemsiiuofures, (3) management
of change, and (4) strategic evaluation (Naschola.e1998). Value management
involves addressing the behavior of employees, elsas their attitudes, values and
beliefs. Therefore, Naschold argues, it is crititmllink cultural change programs
within an organization to organizational strategiher than simply basing them upon
organizational development processes. He argueasptbaesses of cultural and
organizational change have to proceed in paralith employees involved at every
stage and in every aspect of these processes @hsehal. 1997).

A recent empirical analysis of these processes theit effects in an
international range of municipalities (Schiller, 08) identified certain factors
associated with the success of change management:

» A common understanding of strategic objectives si¢ede established
and institutionalized between politicians, publiendce managers, citizens and
employees. In practice, this may be achieved thrdagums of politicians, public
service employees and citizens.

»  A'fit" between the shared strategic objectives #radstructure of the
organization, which means that, for example, wgrkiommittees on the organizational
level are aligned with municipal authority commtse

» Resource allocation needs to be related to thedlabjectives.

» Evaluation of goal achievement needs to includeldaek channels
with users, for example via user panels.

» Evaluation also requires feedback channels witizesis, in that
capacity, in addition to their capacity as cust@nehich means that local institutions
of direct democracy need to be in place.

» Double-loop learning processes need to be ingitatized, for
example through networks of city governments.

Public sector is predetermined directly or indiedty politics, thus the
degree of the closeness of politics to the orgaioizatrongly influences the design
of the BSC (Horvath & Partner, 2001). As a restilthee strong interconnection
with politics, it may be reasonable to synchrortize timeframe of BSC with the
one of a parliamentary term (Konig & Rehling, 2002)
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1.2 THE BSC CONCEPT IN UNIVERSITIES

Amaratunga and Baldry used BSC in measuremengb&hieducation sector
performance, then they confirmed the relation betwgerformance measurement and
performance quality based on BSC model (2000).

Cullen et al. (2003) propose the use of BSC in stpio underscore the
essence of performance management instead of pparioe measurement, Sutherland
(2000) reported that the Rossier School of edusaiahe University of Southern
California adopted the balanced scorecard apprtmaahsess its academic program
and planning process.

The purpose of Papenhausen and Einstein (2006¢yswas to show how
the balanced scorecard approach, a performancegeraeat system, could be
implemented at a college of business.

Umashankar and Dutta (2007) used the balancedcacdreoncept and discuss
in what way it should be applied in higher educagpitograms in the Indian context.

Nayeri et al. (2008) in their paper, pursue theppse of developing the
BSC strategic model, to assess the strategic emnant of Business higher education
in Iran. The model is customized and implementedHte case of six top Iranian
business schools and then the position of eachédws defined in comparison with
the others in the setting.

As stated by the specialty literature, a traditmusing the BSC was
established in the Anglo-Saxon Universities. Susfaégxamples in this idea are the
Universities from the USA, Australia, Finland arh#.

Through the Balanced Scorecard, the university &nmonitor both current
performance and its efforts to provide teachingrdang and research activities of
the highest quality, improve customer servicegastline key processes, provide
an environment in which its employees are motivated developed, and enhance
information systems. (Cribb & Hogan, 2006)

There is a series of pros and cons concerningnipbementation of the
BSC instruments in universities. This hesitantwat# related to the implementation is
connected with the difficulty of gathering the merhance indicators (Hahne,
2001) and the diffuse definitions concerning thgeotives (Kraft, 2004).

The development of a BSC is only reasonable if ssion statement is
available, if it is considered that the effectsthe field of education have to be
observed in the long run and they cannot easilgxypost attributed mono-causal
(Hahne, 2001)

In respect to the four perspectives defined by Kaphnd Norton, the
financial perspective is not necessarily seen adfitht one, but it has more and
more relevance. Partly, the perspective of theipwantract is demanded as the
top perspective, in which corporate, social anducal goals are brought in (Alt,
2003; Vogt et al., 2004). The Customer Perspeatiust be enlarged so that it
contains students, alumni, external partners akagedtaff. The measurement, for
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instance in the field of students, should be cotatliby means of evaluations and
fluctuation rates.

The Learning and Growth Perspective suggests ¢jkalsising information
technology’s options more intensely and the intmiden of human recourses
management by objectives. (Gerling et al., 2005)

2. MATERIAL AND METHODS

We based our scientific research on two fundamémyadtheses:

H1: The Balanced Scorecard concept can be impleshé@mRomanian public
universities, part of the public system;

H2: The development of the Balanced Scorecard méatethe public
system (in this case public universities) is différthan the model specific to economic
entities.

In order to reach the paper’s objectives and issuepinion regarding the
stated hypotheses, we resorted to:

1. A fundamental research of the theories regardirghlighting and
implementing BSC in universities. Out of the sostdences methods used within
this research we could mention: document analttsescomparison method and the
observation method.

2. Using digital libraries through accessing certaimathases (EBSCO —
Academic Search Complete, EBSCO — Business Sotgogd?, Emerald Management
Extra, ProQuest Central, Science Direct, SSRN) eemntified a number of 50
representative articles on the subject BalancedeSaod concept in universities,
published between 1998 and 2008. We have choseartitdes with a detailed
analysis of a strategic map, strategic targets,asalarticles that include measurable
indicators of different perspectives.

3. Using the underlying themes type of content analy& identified the
order of the perspectives according to the stratagip developed for each model
specific to each university;

We determined the category variable: number of weages in the first,
second, third or fourth place related to the totamber of occurrences. The
formula used to determine the category variable was

C = &
TNR

Where

C; — category variable, based on number of rows &ngses/enumerations
N¢; — number of occurrences of category i

Tnr — total number of analyzed articles
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4. Using the underlying themes type of content analys identified the
multiple objectives and key performance indicaspscific to each perspective.

We determined the category variable: number of weoges of a
word/cluster of words which reflect an objectiveesific to a certain perspective
related to the total number of occurrences. Depgnalh the statement, words/clusters
of words with similar content were considered ag pathe same category. The
formula used to determine the category variable was

C = &
TNR

Where

C; — category variable, based on number of rows ngses/enumerations
N¢; — number of occurrences of category i

Tnr — total number of analyzed articles

Afterwards, we determined the perspective varilgleombining category
variables part of the same theme, using the formula

T = Zn:Ci
=

Where
T; — category variable, based on number of quotaiioasticles

5. Depending on the score obtained in the previouseobranalysis and
after the compilation of information, we finally\dgoped an ideal model for Romanian
public universities.

6. The study ended with discussions about previousitdd results,
conclusions, research limits and perspectives.

3. RESULTS AND DISCUSSIONS

Establishing the perspectives in the public systeay be different from
the system for economic entities. Taken into carsition the specific nature of
the public sector i.e. supplying services for anthie benefit of the population, it is
our opinion that the most important perspectivgdastomers”. The main purpose
of public institutions is working for the generallgic, by providing high quality
services and professionalism. Of course, this tspoegsible without an important
financial support.

This is the reason why we consider that, in thegrecontext, the financial
perspective gain a lot of ground and it is now alaeser level to the customers’
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perspective. Nowadays the majority of public sedétastitutions tend to become
entrepreneurial units, in which public funds areosgjly sustained by extra-
budgetary sources. Financial profitability has lmean essential requirement also
for the public sector.

In this respect, after analyzing the 50 articlepresentative for the
research subject i.e. implementing balanced scatecauniversities, the following
standing of perspectives has emerged, considammgumber of occurrences in a
certain order (table 1):

Table 1.
Standing of perspectives
Per spectives First Second Third Fourth | TOTAL
place place place place
Financial Perspective 23 20 5 2 50
0.46 0.4 0.1 0.04
Internal Business 2 7 26 15 50
Perspective 0.04 0.14| " 0.52 0.3
Customer & Stakeholders 26 20 3 1 50
Perspective 0.52 0.4 " 0.06 0.02
Employees & Organization 1 2 17 30 50
Capacity Perspective 0.02 0.04| " 0.34 0.6
TOTAL 50 50 50 50 100%

Taken into account the fact that the implementatibthe BSC concept in
university is still at an early stage, we triechtome each perspective closely to the
perspectives in the Kaplan and Norton model, ineord ease the subsequent
documentation of the individuals willing to implentghe method. However, given
its initial focus i.e. economic entities, we comsidhat the model can not be
identically undertaken for public institutions. "uwe named the Customers’
Perspective as Customer & Stakeholders Perspedive, the Innovation and
Learning Perspective became Employees & Organiz&iepacity Perspective.

As a result, depending on the scores obtained steblished the following
hierarchy:
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.
Cutomer &Stakeholders
Perspective

Financial Perspective

Internal Business
Perspective

Employees & Organization
Capacity Perspective

Figure 1. Hierarchy of BSC per spectives

Customer & Stakeholders Per spective

The University has identified customer satisfactiprovision of ‘value
added’ educational services, superior employmentomes for graduates and
improved relationships with parents, employersmaduand other stakeholders as
its objectives for this perspective. (Cribb &Hoga2006)

Using underlying themes type of analysis, we idieatifor this perspective
the following key objectives which could be quaietif

* Increasing customer (students) satisfaction through
quality of theoretical and practical education

« Adequate training to market demands

Customer & » Increasing the impact of university recognition apo

Stakeholders customers (students, donors, alumni)

* Improved relationships with parents, employers,
alumni, donors and other stakeholders

» Communication between academic staff and students

» Tracing the post graduation evolution

Perspective

Figure 2. Customer & Stakeholders Per spective
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Based on a content analysis of a set of 50 speethhrticles published in
international data bases, the following standingedévant terms has emerged,
according to the number of occurrences, sortecebgahding order, on this segment:

Table 2.
Scor e of Stakeholders per spective
Objectives/ Stakeholder s per spective Score (humber of Variable of
occurrencesin indicator in the
article) total of thetheme

Increasing customer (students) 43 0.86
satisfaction ~ through  quality  df
theoretical and practical education
Adequate training to market demands 36 0.72
Increasing the impact of university 28 0.56
recognition upon customers (students,

donors, alumni)
Improved relationships with parents, 16 0.32
employers, alumni, donors and other

stakeholders

Communication between academic staff 10 0.2
and students
Tracing the post graduation evolution 5 0.1

Financial perspective

The necessity of implementing BSC in Romanian usities is underlined
by the fact that they are transforming from ingiitns funded exclusively from
budgetary funds into entrepreneurial companies,seh@nge of business may
focus on diverse processes. This makes financi@cis become essential, as it
also happens in the case of economic entities. Aemouniversity may no longer
be sustained from public funds. Its financial pploust draw in funds in order for
it to function at high standards.

Using underlying themes type of analysis, we idledtior this perspective the
following key objectives which could be quantified:
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Clearly identified budgets

Increasing incomes from other sources than the dbudg
(including financing contracts, donors or grants)
Decreasing costs

Average life cycle of facilities and equipments

Ensuring the cost-effectiveness ratio when allogati
resources

Average cost of educational/ administrative staff
Modern accounting system

Raising attractiveness levels through a reasorzdiley
for tuition taxes

Developing a financial plan

Figure 3. Financial per spective

Based on a content analysis of a set of 50 speedhhrticles published in
international data bases, the following standingeévant terms has emerged,
according to the number of occurrences, sortecebgahding order, on this segment:

Table 3.
Score of Financial per spective
Indicators/ Financial Perspective Score Variable of
(number of indicator in
occurrencesin  thetotal of the
article) theme

Clearly identified budgets 42 0.84
Increasing incomes from other sources than |the 38 0.76
budget (including financing contracts, donors|or
grants) 32 0.64
Decreasing costs 18 0.36
Average life cycle of facilities and equipments 15 0.3
Ensuring the cost-effectiveness ratio when
allocating resources 10 0.2
Average cost of educational/ administrative staff 6 0.12
Modern accounting system 3 0.06
Raising attractiveness levels through a reasonable
policy for tuition taxes 2 0.04
Developing a financial plan
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Inter nal Business Per spective

The Internal Business Perspective describes eakentérnal processes
which lead to stakeholders’ satisfaction and tofithencial results of the university.
The internal business processes offer value prepfusestakeholders and lead to
financial efficiency. Detailed analysis highlightélde fact that internal business
perspective in universities could be renamed ashiregand Learning, Scholarship and
Research, but given the arguments mentioned earligre paper i.e. insufficient
acquaintance with the model in the case of publities, we chose to keep the name
initially proposed by Kaplan and Norton, in orderdase future research. For the
internal business perspective the following objediwere identified:

« Continuous improvement of quality and service
¢ Adequate monitoring and evaluation
¢ Adequate infrastructures
« Policy effectiveness
e Ensuring an efficient educational process by
Internal continuously assessing the students’ training level
Business ¢ Increasing the degree of adaptability to market
. demand (updating the curricula)
Perspective  Increasing the safety degree of the educationeépso
« Developing a marketing plan that would ensure &utur
generations of graduates (anticipation of the &tur
¢ Increasing the national and international recagmitf
academic staff (through the number of articlesgmiesi
in conferences, ISI, publications/year)

Figure4. Internal Business Per spective

Based on a content analysis of a set of 50 speedhhrticles published in
international data bases, the following standingedévant terms has emerged,
according to the number of occurrences, sortecbgahding order, on this segment:

Table 4.
Scor e of Internal Business per spective
Indicators/ Internal Business Perspective | Score (number of Variable of
occurrencesin indicator in the

article) total of the
theme
Continuous improvement of quality and service 41 0.82
Adequate monitoring and evaluation 33 0.66
Adequate infrastructures 27 0.54
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Policy effectiveness 16 0.32
Ensuring an efficient educational process|by 13 0.26
continuously assessing the students’ trairfing
level 9 0.18
Increasing the degree of adaptability to market
demand (updating the curricula) 6 0.12
Increasing the safety degree of the educatipnal
process 4 0.08

Developing a marketing plan that would
ensure future generations of gradudtes
(anticipation of the future) 2 0.04
Increasing the national and internatiomal
recognition of academic staff (through the
number of articles presented in conferenges,
ISI, publications/year)

L earning and growth per spective

The Learning and Growth Perspective identifies gbe of abilities and
processes which assist academic and administstiffén dealing with the evolution of
science, teaching techniques, usage of the infacsaystem which is absolutely
necessary for a rapid and efficient interactionwleein themselves or with the
external environment, respectively to improve telationship with the business
environment, beneficiary of the educational systerough the graduates but also a
promoter of a direction on the market at a cetigie. The learning and growth areas,
which emerge from the internal business, influetiee stakeholders’ satisfaction
and eventual financial outcomes. We identifieddliewing objectives:

* Increasing the educational degree of academic/
administrative staff

« Encourage intellectual partnership between the

business community and the university

LEARNING AND I Encourage patrticipation in teaching forms
GROWTH « Performance of the informational system

PERSPECTIVE « Employee satisfaction

» Entrepreneurial and innovative culture

» Possibility of implementing the suggestions brought
by staff involved in the educational process

Figureb5. Learning and growth perspective
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Tableb.
Score of Learning and growth per spective
Indicators/ Learning and growth Score (humber of Variable of
per spective occurrencesin indicator inthe
article) total of thetheme

Increasing the educational degree |of 43 0.86
academic/administrative staff
Encourage intellectual partnership between 31 0.62
the business community and the universjty
Encourage participation in teaching forms 22 0.44
Performance of the informational system 19 0.38
Employee satisfaction 18 0.36
Entrepreneurial and innovative culture 9 0.18
Possibility of implementing the 4 0.08
suggestions brought by staff involved |in
the educational process

4. CONCLUSIONS

This paper is only the beginning of an ample radeproject on the subject
of implementing BSC in Romanian public universiti€his system generates,
moreover it justifies, the performance measure<hvhiill indulge a performance
management in universities based on strategy aalitygjurhe experience of other
universities, especially Anglo-Saxon universitiesnphasizes the possibility of
success. As a result, the first hypothesis statdd,- The Balanced Scorecard
concept can be implemented in Romanian public usities, part of the public
system, has proven to be valid. It only dependshenwill of the individuals
responsible for the organization of the higher atioo system to accept a new
system, to start the documentation process folloledhe implementation. We
hope that by continuing research we would be ableffer guidance to successful
implementation of the BSC concept in Romanian pulniiversities.

The level of novelty highlighted by the researckBabject made it possible
for our personal contribution to broaden on vari@spects, out of which we
mention two areas. The first one regards covetiegtheories on the BSC concept
on three levels: the private sector as the promaftéhe BSC concept, the public
sector which successfully undertook and adapteddheept to its own characteristics
and finally, as part of the public sector but vepecific characteristics, the universities.
The second area regards the issue of implemertmd@8C concept in Romanian
public universities, a subject that has not yehlsesearched on a national level.

In order to reach our goals we identified the ofijes with the highest
impact on the models in the universities analyzed described in the 50 articles
we have chosen. This has proven the fact that éhensl hypothesis, H2 - The
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development of the Balanced Scorecard model fopth#ic system (in this case
public universities) is different than the modetaific to economic entities, is valid. If
we make a parallel with the model proposed andldped by the promoters of the
BSC concept, Kaplan and Norton, we notice multibfierences between the model
for economic entities and the model for publiciingons. Some of these differences are:
the fact that the financial perspective has a skgrposition in comparison to the case
of economic entities, the customers’ perspectiveesfirst and it is renamed Customer
& Stakeholder Perspective, according to the spenditure of public institutions, the
development of objectives clearly connected tdquaarities of public universities (e.g.
the financing manner, customers, staff efficiefeyel of demand for services) etc.

In conclusion, we consider that this study has stiap some way the BSC
concept which could be implemented in Romanian ipubigher education
institutions. If we take into account the recomnegiwh issued by the founders of
the concept, Kaplan and Norton, the ideal modelldvoantain 15-25 objectives. It
is up to the persons interested in the subjecet@ldp their own model according
to their option, as this study offers an importsupport by presenting the impact of
each perspective’s objectives sorted by decreasitey.

FUTURE RESEARCH

Based in the study’s findings we want to continesearch by developing a
model suited for Romanian public universities, whpsssible implementation will
be verified through a survey among the represeemtbf Romanian universities,
in order to test their availability, acquaintanciéhwthe model and willingness to
use the BSC concept.

In the case of positive result we will make usethed 9 steps to success
method. Firstly, developing a BSC performance sysiéll focus on: conducting
an organizational assessment (usually by using S\&i@alysis), defining strategic
themes, choosing perspectives and establishingtolie, developing a strategic
map of the university, defining performance indicaf developing initiatives. The
second stage i.e. the implementation of BSC wiltufb on: processing and
communicating information related to performanggeading BSC within the whole
organization, usage of scorecard information feessing and improving performance.

REFERENCES

Amaratunga D. & Baldry D. (2000), “Assessment aflfées management performance in
higher education properties”, Facilities, vol Z3-301

Anthony, R.N. (1965), Planning and control systeenframework for analysis, Harvard
Graduate School of business, Boston

64



AN EMPIRICAL RESEARCH ABOUT THE CONTAIN OF BALANCECSCORECARD CONCEPT IN ...

Bailey, A., Chow, C., Haddad, K. (1999), “Continsdmprovement in business education:
insights from the for-profit sector and businesard®, Journal of Education for
Business, Vol. 74 No. 3, pp. 165-80.

Breton, A. (1996), Competitive Governments. An Ewit Theory of Politics and Public
Finance, Cambridge University Press, Cambridge

Briggs, C.L., Stark, J.S., Roland-Poplawski, JO@0 “How do we know a continuous
planning academic program when we see one?”, Thendb of Higher
Education, Vol. 74 pp. 361-85

Camp, R.C. (1989), Benchmarking: The Search foustry Best Practice That Leads
to Superior Performance, ASQC Quality Press, Milkesy WI.,

Chang, O.H. and Chow, C.W. (1999), “The balanceatestard; a potential tool for
suporting change and continuous improvement in wuing education”,
Issue in accounting education, Vol. 14, No 3, 393-4

Ching, C.T., Hero L., Po-young, Ch. (2005), “Agilindex in the supply chain”, Int. J.
Production Economics

Clewes, D (2003), “A student-centred conceptual ehad service quality in higher
education”, Qual High Educ, Vol 9 No. 1, 69-85

Cribb G. & Hogan C, “Balanced scorecard: linkingupiing to measurement and
communication”, available on line at http://jobftionis.bnet.com/whitepaper.
aspx?docid=139453

Cullen, J., Joyce, J., Hassal, T., Broadbent, D08}, “Quality in higher education:
from monitoring to management”, Quality Assurant&ducation, vol.11: 5-14

El — shishini H. (2001), Integrating Financial aiftbn — financial Performance
Measures: State of the Art and Research Opportsnitivailable on line at
SSRN: http://ssrn.com/abstract=283651

Epstein, M.J. and Roy, M. (2004), “How does youmfubrate?”, Strategic Finance,
February, 25-31

European University Association, EUA statement be Bologna process. Berlin
Ministerial meeting, September 2003

European University Association, Graz declaratiday 2003

Ferrari, E & Tausch, C. (2002), “Balanced scorecardnd die Verwaltung findet
ihren”; vol. Controlling, no. 14: 245-255

Gerling, P., Hubig, L., Jonen, A., Lingnau, V. (®)0 “Software fur die
Hochschulverwatung”, vol Die Verwltung, no. 37: 3995

Hahne (2001), “Balanced scorecard”, Luchterhandivied et al., 15-21

Horvath & Partner (2001), “Balanced Scorecard um@s®t Schaffer — Poeschel,
Stuttgart

Johnes, J.& Taylor, J. (1990), “Performance Indicmtin Higher Education”,
Buckingam: The Society for Research into Higher d&dion & Open
University Press

Jonen, A & Simgen — Weber, B. (2006), “Balancedr8card fur den Mittelstand —
Ausgeslatlungsvorschlage und deren praktische Re#yLohmar, Koln

Jonen, A., Lingnau, V., Muller, P. (2004), “BaladcdT — Decision-Card- Ein
Instrument  fur das Investitionscontrolling von  Prejecten”,
Wirtschaftsinformatik, vol. 46: 196-203

65



66

CRISTINA SILVIA NISTOR

Jones A & Hubig L. (2006), Balanced University Dsonh Support, available on line at
SSRN: http://ssrn.com/abstract=931633

Kahraman, C., Tolga, E. and Ulukan, Z. (2000), tifieation of manufacturing
technologies using fuzzy benefit/cost ratio analydinternational Journal of
Production Economics, Vol. 66, 45-52

Kaplan, R.S. & Norton, D.P. (1992), The Balancedr8ccard — Measures that drive
Performance”, Harvard Business Review, (Januagbriary): 71-79

Kaplan, R.S. & Norton, D.P. (1996), “Using the Batad scorecard as a Strategic
Management System”, Harvard Business Review, (dgnugebruary): 75-82

Karathanos, D. and Karathanos, P (2005), “Applyiregbalanced scorecard to education”,
Journal of Education for Business, Vol. 80 No. 22-300

Karname Haghi, H. and Akbari, N. (2004), “Investiga of social demand for higher
education in Iran”, Economical Research in Irarseeal, No. 20, 115-134

Konig, S. & Rehling, M. (2002), “Zur Ubertragbarkelier Balanced Scorecard auf ein
zukunftsgerichtetes Personalmanagement der offieatli Verwaltung” (01-02),
Oldenburg

Kraft, 1. (2004), “Rechnungs — und Berichtswesanlfuniversitaten vor dem Hintergrund
des Universitatsgesetzes”, Controller News, véi256

Levin, .M. (2000), “Vision revisited”, Journal &pplied Behavioral Science, Vol. 36
pp. 91-107.

Merchant, K.A. (1998), Modern management contreteay: text and cases, Prentice Hall.

Naschold, F. & Daley, G. (1999), Learning from th®neers: Modernizing local
government. Part One. International Public Managendeurnal, vol. 2(1):
25-51

Naschold, F., Oppen, M., & Wegener, A. (1998), Kommale Spitzeninnovationen:
Konzepte, Umsetzung, Wirkungen in internationalarspektive. Berlin:
Edition Sigma.

Nayeri M.D., Mashhadi M.M., Mohajeri, K. (2008), Hiversities strategic Evaluation
Using Balanced Scorecard”, Proceeding of World Arag of science,
Engineering and Technology, vol. 27: 332-337

Norreklit, H. (2000), “The balance on the Balancgtbrecard: a critical analysis of
some of its assumptions”, Management accountirepref, 11, 65-88

Oliveira, J. (2001), “The balanced scorecard: dagrative approach to performance
evaluation”, Healthcare Financial Management, 86lpp. 42-64

Papenhausen C. & Einstein W. (2006), “Insights ftbe'Balanced Scorecard Implementing
the Balanced Scorecard at a college of businessisihting Business Excellence,
vol 10, no. 3: 15-22

Ruben, B. (1999), “Toward a balanced scorecarchigher education: rethinking the
college and university excellence indicators framedy Higher Education
Forum QCI Center for Organizational Development arddership, Vol. 99
No. 2, pp. 1-10

Schiller, C. (2005), Strategisches Management imiainen - untersucht am Beispiel
von OECD-Staaten. Potsdam, Diplomarbeit. Retrie&pd|, 2006, available
on line at http://www.local-governance.de/docs/ggesches Mgt.pdf



AN EMPIRICAL RESEARCH ABOUT THE CONTAIN OF BALANCECSCORECARD CONCEPT IN ...

Simon, H.A. (1997), Administrative Behavior. A Syudf Decision-making Processes
in Administrative Organizations, 4th ed., The Freess, New York, NY,

Smeby, J.C. (2003), “The impact of massificationuaoiversity research”, Tertiary
Education and Management, Vol. 9 No. 2, 141-442

Sutherland, T (2000), “Designing and implementingaaademic scorecard”, Accounting
education News, Summer, 11-14

Tam, M. (2001), “Measuring quality and performamedigher education”, Quality in
Higher education, Vol. 7, No. 1, 47-54

Umashankar, V. & Dutta, K (2007), “Balanced scordda managing higher education
institutions: an Indian perspective”, Internationzdurnal of Educational
Management, vol 21: 54-67

Welsh, J.F., Metcalf, J. (2003), “Faculty and adstmative support for institutional
effectiveness activities: a bridge across the cRésithe Journal of Higher
Education, Vol. 74 pp. 361-85.

Wintrobe, R. (1997), “Modern bureaucratic theoriy’ Mueller, D.C. (Eds),Perspectives
on Public Choice, Cambridge University Press, Céalglar;, pp. 429-54.

Zajac, E.J., Kraatz, M.S., Bresser, R.F. (2000)odeling the dynamics of strategic fit:
a normative approach to strategic change”, Stratdanagement Journal,
Vol. 21 No. 4, pp. 429-53

67



STUDIA UNIVERSITATIS BABES-BOLYAI, NEGOTIA, LV, 3, 2010

CHALLENGES OF THE AUDITING PROFESSION IN THE
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ABSTRACT. The crisis that influences the contemporary wortteveconomy is
the result of the manner in which the financialvemmic system is built and of the
manner in which the patrimonial situation and tleefgrmances of the economic
entities are evaluated and presented. As a re$utheo public interest for the
auditing profession, the financial auditor develtys her activity by respecting
some regulations particularly elaborated for thisfgssion (the code of ethics and
the audit standards) in order for his/ her opirierhave a solid background and,
most important, to be trustworthy.

While the accounting conventions (national andrimgéonal) are based
on two concepts that support the entire accourdtngcture,the going concern
activity and the accrual accountancy structure which is built with the help of
cash flow; the international audit standards (in accordavittewhich the audit activity
is being developed) are built around two main cptecprofessional judgement and
professional skepticism.

In the economic crisis context, the auditor’'s psefenal judgement receives
a fundamental importance in order to provide to tisers of audited accounting
information an acceptable level of trust. Also, #pgpreciation of the going concern
activity is an element which receives differenterales in the new context in
comparison with previous periods of time.

Therefore, in this paper, we propose to analyzedleeof the professional
judgement and professional skepticism in the deraknt of audit activity within
the current economic context. By its nature, thregssional judgement is a concept
that reflects the idea of subjectivity, but theropn that the auditor expresses by
using the professional judgement must be objecTikias, an objective anchor must be
found in order to transform the subjectivity of fessional judgement into an objective
audit opinion.

Keywords: professional judgement, professional skepticismmgyconcern activity,
auditor’s opinion.
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1. Introduction

Lately, many analyses have been made concerningabeomic and/or
financial crisis that affected the global econoiitg/,causes and the instruments that
shall ensure the passage over this unpleasant mopmenarily for the population.
Now we can establish the main causes that triggbieghhenomenon, a year after the
first signs of contradiction between the economfeuntries worldwide have emerged.

Basically, the crisis that affects the contemporarglobal economy is, in our
opinion, the result of the manner in which the finacial-economic system is built
and of the manner in which the patrimonial situation and the performances of the
economic entities are evaluated and presentetiherefore, the causes of the economic
crisis are generated by an amount of macroecoramdiecnicroeconomic factors.

In times of crisis, the trust that people and eoaigooperators have in
economy and state institutions is a very sensigleenent on which depends the
period of time when an economic uplifting and adésoceasonable living standard
for the population shall be ensured. The economs&iscwas generated by human
nature, by the desire of enrichment without fouitatatby a profound moral crisis
that affects the contemporary society, and by thselace of some institutions of
regulation and surveillance of the economic systé&@mur reaction to crisis depends
on the fundamental principles we believe in, orilabke resources, and on institutions
and instruments that we can use”, states Mugtedsu, the Governor of the National
Bank of Romania, Academic PhD Associate Professoan article published in
the Financial Audit Magazine @gescu, 2009).

Regardless of which the causes were, solutions ebehtually be found in
order to pass the crisis, due to a fundamentahcteistic of human species, which is
optimism Therefore, the economic crisis brought into qaasthe manner in which
the systems of accounting reportamgsure a faithful image of the provided information

We tried to present the current economic context aoncise manner and
in a very accessible language in order to highlightvhat follows, the role of the
auditing profession in this context.

2. Research methodology

In order to elaborate this paper we have studiedriternational Standards
on Auditing, the Ethic Code for professional auditeand other papers from the
financial audit domain elaborated by national antkrnational authors. The
authors’ experience in this field, both educatiomadl practical, has an important
contribution in the elaboration of this study.

The main target that we aimed was to settle arcibigeanchor that transforms
the subjectivity of professional judgement intoolfective audit opinion. Therefore, we
have elaborated our own judgements concerningptmeached topic.
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3. Discussions

3.1. Auditing profession in the context of economicrisis

The financial auditor's fundamental role is thatppbviding trust in the
information given by economic operators, and tigsin our opinion, one of the
most important resources that an economic entity g@ssess, alongside capital
and management.

The new legal status of the Romanian auditor, &edréquirements that
result from the institutionalized membership to FAInternational Federation of
Accountants), oblige Romanian auditors to gain isubyedibility. “All the more so
as, in the context of the current internationalreenic crisis, by their manner of
behaving and by the professionalism and objectipityved while accomplishing
the assumed missions, auditors can directly car&ilto inning the economy, to
exceeding some subjectivity conditions, to esthbig a trustful and normal
climate in our daily life”, states lon Millescu, PhD Associate Professor, president
of the Chamber of Financial Auditors of Romaniaan article published in
“Financiarul” journal on October 29, 2008.

Through expressing their opinion, the auditors havehe responsibility
to ensure at a reasonable level the users of accoung information that the
data is in accordance in all significant aspects Wi a general reporting
framework. In order to achieve this objective, the auditor nave solid knowledge
concerning the general framework of accountingnteqp the international standards
on auditing, the specific regulations elaboratedthyy professional organization
that governs this activity, the fiscal, legal, fiwéal regulations, etc. that have an
impact upon the activity of economic entities.

Technically speaking, audit activity involves salestagesplanning — it
ensures an efficient development of the audit agtiand the avoidance of
misunderstandings that might appear with the acigint, and it also means to
establish and to apply the auditing proceduresghalli be used (nature, moment,
scope) in order to obtain sufficient and adequatditgproves that underlie the
substantiation ofwudit opinion, which is the top of the iceberg in an auditor's
activity. The audit opinion is the one to influertbe economic behavior of the users
of audited accounting information, and it ensuhesgain of trust, necessary for the
normal functioning of the economic system (seerfi.1).

Therefore, we can deduce that the auditor's agtigitextremely complex
and at the same time, it has a very stressed diaren§ social responsibility. The
trust that auditors reflect in society is fundanadigtdetermined by the manner in
which the professional organization where the awaditivity is organized and
developed (in our country: Chamber of Financial ifard of Romania) ensures the
activities of member selection, of continuous psienal training, and of audit
activity’s quality control.
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Regarding the quality control of audit activityn“comparison with the
same periods from last years, the qualifiers gimerDecember 31, 2008 reflect a
quality increase of the activities developed by fihancial auditors — members of
the Chamber, by almost eliminating the D qualifiad diminishing the C qualifier,
by the adequate increase of the number of A andudifeers ascribed to the
inspected auditors” (Moldovanu, 2009).

Audit

Procedures Audit

Planning Proves

Misrepresentation
7 Information
Y | Trust

Fig. no. 1 — Stages of audit activity

3.2. Professional judgement and professional skepitsm — audit basic
concepts

While the accounting conventions (national andritvdgonal) are based on
two concepts that support the entire accountingcsire, the going concern
activity and the accrual accountancy structure which is built with the help of
cash flow, the international audit standards (in accordamite which the audit
activity is being developed) are built around twaim conceptsprofessional
judgement and professional skepticism.

R
Accounting F'nan(.:lal
system audit
Going Professional
concern iudeement
activity jude
Accrua.l Professional
accounting skepticism

Fig. no. 2 — Basic concepts on which the accountisgstem
and financial audit are founded
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In the economic crisis context, the auditor’'s pgsfenal judgement receives a
fundamental importance in order to provide to tlsers of audited accounting
information an acceptable level of trust. Also, dppreciation of the going concern
activity is an element which receives differenterades in the new context in
comparison with previous periods of time.

The Ethic Code for professional auditors appresiditat the concepts of
professional judgement and professional skepti@smvery strongly related with
the concept of independence with its two sidp#it independence(state of mind
that allows the issuance of an opinion without bedtfifected by influences that
compromise professional judgement, and that alltvesindividual to act with
integrity, to exert his objectivity and professibjpalgement) angdurface independence
(avoidance of facts and situations that are so rftapb that a reasonable and
objective third person, who is familiar with allegant information, including the
protection measures applied, would conclude iraaaeable manner that integrity,
objectivity or professional skepticism of the eptése or of a member of the
insurance team had been compromised).

Therefore, an auditor is independent as long aproifessional judgement,
integrity, objectivity and professional skepticisme not compromised.

The notion of professional judgement is not expliailefined in the ethic
code, butprofessional skepticism is defined as being an ditide that involves
an interrogatory spirit and a critical evaluation of proves. According to ISA 200
“General objectives and principles that govern aditaof financial situations”,
professional skepticism has an important role thhowt the development of audit
process for the auditor to reduce the elusionafaknusual circumstances, the risk
of excessive generalization when issuing conclissitime risk of using erroneous
arguments when determining the nature, the momuhtlae extension of the audit
procedures and the result evaluation.

The auditor must reveal an attitude of professia@kaipticism as against
audit proves and board statements.

In accordance with ISA 240 “The auditor’s respoiligjbto analyze fraud
within an audit of financial situations”, due t@fild’s characteristics, the auditor’s
attitude of professional skepticism is extremelpamant when the risks of significant
forgery caused by fraud are being analyzed. Prifieslk skepticism involves
having permanently in mind the question if the ol#d information and audit
proves indicate the fact that there could be aifsigimt forgery caused by fraud. In
order to stress even more the auditor’s respoitgitil have an attitude of professional
skepticism, within the international standard owlialSA 220 “Quality control for
auditing historical financial information” it is ated that the responsibilities of the
mission team include maintaining objectivity andaaiequate level of professional
skepticism, and executing the activity that wasedated according to the ethic
principle concerning proper attention.

In what concerns the professional judgement, weaggreciate that it is
the result of knowing and applying the accountimgl @udit conventions, both
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practically and theoretically. Professional skeptitinvolves the manifestation of

professional judgement. Professional judgemenhés dlement that ensures the
functioning of the audit process; it is the linkvieeen theory and practice. Professional
judgement appears in several key moments throughadit process, such as: in

establishing materiality, audit risk, nature, motreamd extension of audit procedures,
in analyzing audit proves, etc.

The problem that occurs is that professional judz@nis subjective; it is
influenced by the auditor's experience, profesdianaining and even by his
personality. In this manner it is advisable to asswrselves that the subjectivity of
professional judgement eventually determines tBaaisce of an objective audit
opinion.By its nature, the professional judgement is a coept that reflects the
idea of subjectivity, but the opinion that the audior expresses by using the
professional judgement must be objective. Thus, aobjective anchor must be
found in order to transform the subjectivity of professional judgement into an
objective audit opinion.

3.3. Instruments of ensuring an objective audit omiion

In order to ensure an objective audit opinion wasider necessary to
cover the following stages:

Stage 1: “Training” the professional judgement

In our opinion this stage involves the passage éxafusive) from the
individual professional judgement to the profesalojudgement of professional
auditors. This step is achievable through the Cleandfd Financial Auditors of
Romania, in the following ways:

- a more frequent usage of the working group by thantber members,
the stated purpose of this structure within the Malber being to analyze and to
propose practical solutions for the problems that@hamber members are confronted
with, to harmonize the Romanian legislation in fie$d and the pro-active attitude
in approaching potential problems;

- organization of some courses within the continuwaming program
of Chamber members with the objective of professijudgement in audit activity;

- elaboration of some papers on professional judgeamehthe organization
of simulations of its application in practice.

“Training” the professional

. judgement

Professional judgement of
professional auditors

Individual professional
judgement

Fig. no. 3 — “Training” of professional judgement Gtage 1)
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Stage 2: Elaboration of quantification indicators egarding professional
judgementin the key moments it manifests: the establishmémateriality, audit
risk, nature, moment and extension of audit proaxjuhe analysis and interpretation
of audit proves.

These indicators can be elaborated by the conwainuttee of audit
quality after a previous analysis and after théalation of a database for the
Chamber. For instance, one can try to establigadionship between materiality

and audit risk, not only theoretically as it isfmgpipresented, but particularly in a
practical manner.

Elaboration of some quantification

indicators —

. Sufficientand

Materiality Audit risk St adequate
procedures .

auditproves

Fig. no. 4 — Levels whereat the quantification of pfessional judgement
is established (Stage 2)

4. Conclusions

Within this paper we have analyzed two aspectsnamily, the role of
auditing profession within contemporary economyrked by a contraction period,
and secondly, the importance of the two fundamesdatepts on which the audit
activity is based on: professional judgement antepsional skepticism. Regarding the
second dimension of the present study, we haveepies$ two stages that
transform the subjectivity of professional judgemiato an objective audit opinion.
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ABSTRACT. The present paper is a mixture between the thealrettions regarding
the procedure of technology audit (TA) and the @rpee the authors have gained
from actually applying it on SMEs, so that the pded viewpoint shall be a realistic
one. It starts with a general presentation of #whriology audit process (TA), its
main parts and subdivisions, emphasizing the nadeimportance of each single one.
There are detailed descriptions of the benefitsrrizrg from performing a TA, as well
as the implication of the analyzed company in tregivities. We have considered
useful to resume the process into a graphic remtasmE, showing the interconnection
between all the parts of a TA, as well as theienrét the end, one has mentioned the
action plan, the component of the TA that provigfeecific solutions for the deficiencies
determined with the help of a SWOT analysis. Last ot least, extending the
procedure to macro level, one has presented som&sofeneral utilities and impacts,
correlated with the cooperation with the local aedtral authorities.

Keywords. SMES, Technology Audit, SMOT, Action Plan

The actual worldwide economic context forces SMitadopt measures to
enrich resistance to potential waves due to nemngaments of the involved actors -
clients, suppliers, competitors, and the stategawernment institutions.

Since the SMEs are the providers for two thirdghef existing working
places, in Romania there is a permanent searckdlotions in order to sustain
them in becoming or maintaining competitive, byemgtifying the contacts between
Government, social partners, National Bank and rofaetors (innovation and
technological transfer network) that can contribisedefining a coherent politic
for the field.

Competitivenesss a complex concept which, at a general levelyesges
the ability of persons, companies, economies, regio maintain competition on
internal and / or especially international scaleg @ get economic benefits, in
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terms of a specific business environment, resulimgconstant increases in
productivity and standard of living.

There are many factors that influence competitisensuch as: material
base, financial means, market information, skiled competent staff, and creative
potential of human resources and expertise levéhefcompany. Still, when you
ask a manager about his business and the influgriagtors, not many seem to
realize that, somehow, not mentioning or diminighihe role of innovation, they
leave out the most important instrument of develepinfior their company.

Whether we are talking about developing new prauart services or
identification of the most efficient already exisgi methods of accomplishment,
innovation brings added value to an organizationthle same time, it allows to
maintain or improve their market share.

Since innovation does not have the proper quotaiionthe life of a
potential competitive company, we have decidednplesize its importance and
the way it can be evaluated and further sustained.

In the same time, we need to correlate innovatidth the other factors
that have strong impact on companies’ good devedopm

The assessment of manufacturing and service SMHEs avitechnology
platform is accomplished through a technology a\@i4), which is in fact a
method for identifying the major company requiretsemeeds, weaknesses and
strengths on both human resources and infrasteiciiithe same time, the TA is a
technique, which identifies the management’s viédmaw the company performs
as well as strong indications of what the compaajly needs. By accomplishing a
TA, one can have a real view over the external iatetnal environment of the
company and, simultaneously, identify the humaousses relation to company’s
performance. The main objective of TA is to provideclear identification of
company’s first priority needs as well as strengthd opportunities that should be
taken under consideration.

The SMEs suited for performing a TA should wislcteate new products,
incorporate new processes, diversify their actésgitand be with growth potential.
Moreover, the SMEs should however have the capacityability to survive and
innovate, and also have a strong will for interoradil cooperation.

An SME can perform a TA in order to:

- generate income (or more income) for the techgoldriven
organizations (e.g. technology based enterprissgarch centers, institutes) from
their available technology;

- improve the productivity of the technological tars;

- improve business competitiveness;

- learn how to optimize the use of current techggio

- learn about company technology options;

-check the technological status against technadbgidteria and to issue
recommendations.

78



TECHNOLOGY AUDIT - GENERAL AND PRACTICAL LINES

The benefits for the SME are obvious. Thus, a TA grioduce an action
plan that, after being applied, will generally Ieadimproved performance of the
company. At the same time, it is important to mamtihat performing a TA does
not necessarily imply success for the company. fait, TA is a tool simply
providing a structure within which a company is mdikely to improve its
potential.

There are some other assessment methods, appmdchinway to the
objectives of a TA, but still different in their ®nces. Among them, one can
mention:

* The innovation management audit. In this case,SME auditing and
analysis is performed with the aim of providingiaetplans concerning mainly
management issues (e.g. strategic planning, HRajawent, marketing etc.)

* The self-evaluation audit, which is a method @erfed in-house,
providing the SME’s relevant existing mechanisms.

» The benchmarking exercise mainly consists ofoadigh analysis, made
on certain criteria, in order to evaluate and camphe considered SME with other
leading or average companies existing in the satiéty sector.

» The company visit. This is a method of gettinganch with SMEs, used
mainly for identifying local RTD needs and/or ofer

Still, many of unauthorized people confuse the nettgy audit with the
company visit. Comparing the two mentioned ones, tdthnology audit is far
more detailed and time consuming than the compasiy. \n a further separate
chapter, this paper will present the complex stmecbf a TA. Last but not least,
the TA mainly aims at delivering recommendatioret tould benefit the client.

At the same time, a TA should not be undertakehawit first completing
a company visit. During the company visit, the sardwvill collect the first information
on the SME, pin-pointing topics for a further exaation and discussion. The
information related to the activities carried ontthe company will show if the
SME really needs a TA. As it was already mentioredy the manufacturing and
service SMEs, with a technology platform, are $lédo performing a TA. In this
respect, the information collected during the comypeisit will give some focus to
the future TA.

Structure of a Technology Audit
From the beginning, one can mention that thereotsanuniversal, fixed
structure of a TA. Still, there are some genemjes, valid for each TA (Fig.1)

1. Pre-Audit phase

The starting point of the technology audit prodegte desire of a SME to
carry out a TA. In this respect, the SME managetaxis an authorized company/
person for performing TAs. At this stage, aftemang an agreement, the auditors
designed for performing the TA start thpreparatory work, gathering information
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about the SME taken from its official website, psiilbd and unpublished reports.
Then, the auditors makecampany visit, in order to have primary discussions with the
manager or different representatives of its bogrgiaff and to explain and agree on
the purpose of the audit and to select the empoy@de interviewed. On the basis
of this company visit, the auditors will assess dpportunity of making a TA at
the involved SME — thpre-audit assessment.

2. The Technology Audit Tool

The TA itself consists of two parts: the questiarmand the TA report.

In this stage, the SME (its representatives thied f@art in TA) is being
interviewed on the basis of a questionnaire, magehle audit company. The
information gathered along the questionnaire wéllphthe auditors to prepare the
TA report.

The guestionnaire generally comprises the follovdegtions:

2.1. Organisation chart and human resources

For identifying the decision makers, the auditosk questions about the
organizational structure of the SME, viewing insteense its organigramme.

Concerning the human resources, the asked quefbicus on:

a) the staff number and its trend throughout theyasts, for emphasizing
the growth potential and investment in human chfetg. material and non-material
compensations for excellence);

b) its distribution to the various (technology retitdepartments/ compartments.
The auditors will check if the SME has a separag&®Rlepartment, relevant for
the innovative character of the company;

c) expertise and education. The questions should reéee to the number
of superior degree employees in the activity fieldthe SME, the personnel
structure on age levels and their expertise irptbéessional field. The information
referring to the preoccupations of the companyirfqaroving the professional level
of its employees, mainly through external or ingrtrainings and, at the same
time, how each employee understands to enhandehigfofessional knowledge.

2.2. Products and markets

The TA questionnaire should contain relevant qoasticoncerning the
developed products or product series and theireshathe company’s turnover, in
order to examine the new product development chparid flexibility of the
audited SME.

The distribution chain, especially major clientsdasuppliers represent
another issue that should be considered in the destipnnaire, for assessing the
vulnerability, flexibility and extroversion on thmarket of the company. Information
concerning SMEs with similar activities existingtime region could be useful for
drawing a map representing the market positiorésdiad competitors of the company.
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2.3. Production and packaging

This chapter of the TA will take into consideratitive following issues
existing in the company:

- Production capacity and machine idle times;

- Increase/decrease of product volume and productpacity in the last
years;

- Production model used (e.g. batch, continuous, flc);

- Automation level (e.g. manual, semi-automatilyfautomatic);

- Standards of the equipment used (e.g. acquiditioe, average renewal
time, etc).

2.4. Quality control

During the TA accomplishment, the auditors will mmkae the certifications
and audit mechanisms available in the companyjdentifying its sensitivity to
quality assurance and the existence of self-audérhal audit tools and mechanisms.

One will consider again the standards of the eqeigs used on the
technological lines, this time for assessing thpdrtance given to the processes
developed in the company and their framing into thehnological and quality
requirements.

This part is also important, since most of the tineepresents, together
with the already recognized quality of products/eess, a “card” for the company,
a guaranty for business excellence.

It is well known that contractors require, as a pateory element for
auctions, recognized quality certificates in thecsfic field.

2.5. Research and technology level

Considered as the core of the TA, the researchitgctiarried out by a
company and the level of the technology appliethenindustrial processes offer a
real overview upon the innovation degree of thatadccompany.

Analyzing the R&D infrastructure, the company magragnt will be asked
about the size of the research department (numbemployees, reported to the
total number of staff) and the current developegaech fields and types.

In order to emphasize the importance given to rebedhe auditors will
ask guestions concerning the annual R&D expendiaxgressed as percentages of
company'’s turnover and the planning for future stagents in R&D.

Of course, a company is not able to rely only anptoper research,
because it is expensive and not always the resldtained are those really
expected. That is why a company which has in iiscaiire a research department
should cooperate with other R&D providers, such rasearch institutes,
universities and other SMEs that develop researtitity.
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Through various national and international progratime Romanian SMEs
are encouraged to participate in R&D projects, doquiring latest professional
knowledge, increasing their potential for new pratduand services or solving their
technological problems. In this sense, informationcerning the participation of
the audited company in R&D projects will be helpful

The audited technology based company has a teapnplortfolio, which
includes innovative technologies and know-how, tped by the research
department of the company.

It is very important if they are protected, usimgellectual Property Rights
such as patents or trademarks (for the developmtlipts).

One will also consider if the company has the appate means for
transferring own technologies / technological krmw to other SMEs or for
importing technologies from other entities, for eomg the company’s technological
needs. If the answer is positive and the compasyahaady developed technology
transfers, the auditors will discuss with the conypaepresentatives about the
difficulties encountered during the transfer preess

2.6.  Marketing policy

The marketing policy reflects the view of the compaconcerning the
evolution of its activity, its guiding options, pdiples and norms, as well its actions for
enhancing its potential, according to the markquirements. It can be expressed
through a unitary and coherent ensemble of stegedactics and specific action
programs, which ensure both its vision for a cenperiod of time and the transposition
into practice of its defining orientations, optiar elements.

The marketing policy is a must for each companyinglto promptly and
realistically receive the market signals and tadigmadapt to the changes appeared
on the market. Thus, the company is abledectly assess the market parameters
and to allocate its resources according to the ne@lirements and, at the same
time, to recourse the uncovered market segmentstarativantages towards its
competitors.

Through his ability, the manager of the companyedsl a restrained
number of limited strategic possibilities, whicmdae delimited as function of the
two dimensions of the vectorial matrix of developiise elaborated by Igor Ansoff:

- mission or markets (public or request);

- technology or product (companies or offers).

This bi-dimensional model has in view the presattyality) and the
novelty, which lead to 4 competitive alternativedasic possibilities:

1. market penetration can be achieved only if encourages the clients to
consume more or it will attract its potential ohet's clients, due to the offered
advantages, such as: price, availability, post-satvices etc.;

2. product development as function of the clients’ preferences;
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3. market development in the conditions in which it maintains the same
technologies, will attract new clients by penetgtinew spatial markets and
discovering new utilities for the existing product;

4. diversification which resembles the bypass or innovation strategy,
high risk option.

The merit of Ansoff’'s matrix is to present, in angple way, a complex
process, which offers the possibility to formulatgategies, starting from the
essential elements (Fig. 2).

Product \ Mission Present (actuality) Novelty
Present (actuality) Market penetration Product tgpmaent
Novelty Market development Diversification

Fig 2. Vectorial matrix of development (Ansoff, 198)

Nevertheless, in choosing a very efficient strategyiant, the manager
should consider the difficulties determined by:radpa rhythm, processual tackling,
market maturity, clients’ technical knowledge aogvpr, enterprise internationalization
etc. and adopt a sliding strategy system in orderoperly align to every single
request/change of the market. This is a very usefhinique that allows the company
to limit the assumed or unknown risks towards t@emic market process.

The auditors will take into consideration the saled marketing procedures
of the company, such as:

e Sales:

- Type: direct, through commissioners or on-line s&pe;

- Policy: bonuses, discounts, raffles.

e Publicity: for the company or for a specific gduzt:

- Own website;

- Fliers and brochures presenting the products ficesV technologies
of the company;

- New products launching events;

- Advertising in newspapers and business magaziadg) or any other
media channel;

- Participation with own stand in regional / natiohiaiternational fairs;

- Promotion of the technology portfolio in conferenead brokerage events;

- Awareness campaigns for the activity field.

84



TECHNOLOGY AUDIT - GENERAL AND PRACTICAL LINES

2.7. Self-assessment

At this point, the representatives of the auditechpany are required to
complete on special assessment grids, with low-urmetigh degrees, their opinion
towards the company’s position compared to compatitegarding the:

e adaptation to technological advancement;

e internal technology audit tools;

e use of new technologies and equipment;

e development of new (technologically) advanced pobst

e access to sources of technological advancements.

3. SWOT analysis

After returning to their headquarters, the auditoralyze the questionnaire
which was completed with the company representtamd, on the basis of the
information gathered, start performing the SWOT Igsia. This is a strategic
planning method used to evaluate the Strength¥\&knesses (W), Opportunities (O)
and Threats (T) involved in a company, project osibess venture. The SWOT
analysis is not a permanent document, but onlyapshot of the company at the
time of the analysis, for emphasizing the strondj\rak points (internal origin) as
well as the opportunities and threats (externalioyifor the company. While the
strong points and the opportunities are helpful achieving the company’s
objectives, the weak points and threats are har(figl 3).

HELPFUL® HARMFUL ®
to achieving the objective| to achieving the objectives

INTERNAL ORIGIN
(attribute of the STRENGTHS WEAKNESSES
organization)

EXTERNAL ORIGIN
(attribute of the] OPPORTUNITIES THREATS
environment)

Fig. 3 Elements of SWOT Analysis

The SWOT analysis should be completed in a boldnagrrelated to the
competition and its 4 elements should be clearlindd, avoiding the so-called
“grey-areas”. Through the SWOT analysis, the congpanuld find out where it is
today and where it could be in the future.

4. Action plan

The Action Plan represents the final report of W&, comprising the
following elements:
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- overview of the company and its activities;

- overview of sectors and markets;

- identification of Strengths, Weaknesses, Opporiesand Threats;
- solutions for solving the encountered problems;

- suggestions for exploiting company’s strengths @pybrtunities.

Moreover, the Action Plan should have:

e a time frame;

e clear milestones for carrying out the proposedtgmis;

e an estimated budget for carrying out the propesdations;
e a list of expected deliverables;

e identification of potential problem solvers.
In a few words, the Action Plan should be a coercset of recommendations
leading to the technological improvement of the pany.

Expected results / benefits of a TA for the company

The expected results of a carefully conducted TAnip@oncern:

- acomplete and comprehensive analysis and evaluatite requirements

of the company for its sustainable growth;

- afair and impartial SWOT analysis;

- thorough Action plan, containing a complete and m&mensive analysis
and evaluation of the points where special ativrgr immediate action is
required and how it should be performed;

- opportunity spotting for new products / new sersiteew technologies /
new markets;

- networking with technology suppliers, technologicaburces, other
companies;

- assessment of its technology portfolio and IPRjsbfs future RTD
projects;

- possible investigation and identification of poi@rftinding mechanisms.

Time spent on a TA
As one could have already remarked, to perform a i$Aresource
demanding and the time spent on its different stagapproximated as it follows:

Stage Activities Time
Pre-audit Preparatory work 2 days
phase - Questionnaire making

- Web research

- Other sources research
Company visit and pre-audit assessment 1 day
TA tool Completing questionnaire concerning: 1-2 days
- Organisation chart and human resources
- Products and markets
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Stage Activities Time
- Production and packaging

- Quiality control

- Research and technology level
- Marketing policy

- Self-assessment

SWOT Identification ~ the  strengths,  weaknesseg 1-2 days

analysis opportunities and threats for the company

Action plan | - - Overview of the company and its| 2-3 days
activities;

- - Overview of sectors and markets;

- - ldentification of Strengths, Weaknesses
Opportunities and Threats;

- - Solutions for solving the encountered
problems;

- Suggestions for exploiting company’s Strength
and Opportunities

TOTAL TIME SPENT ON TA 7-10 days

Conclusions

The Technology Audit is a tool for evaluating teclugical status and
capacity, procedures and processes applied anddecfical needs of a company.
It requires much more detail and effort than a camypvisit and definitely an
active engagement from the company.

The TA has four different stages, each of them wiith specific
importance. If any is not properly approached, phecess of TA itself will be
compromised.

The SWOT analysis resulting from the Technology ifa@ns at creating
an accurate picture of the present moment for th@pany, emphasizing the
weaker parts, that need to be corrected, and tbegsbnes, that give the company
the possibility to boost.

The Action Plan starts from SWOT and provides thES within a
schedule, the necessary managerial and technig@eadn order to improve its
technological level and evolve in such a way thaul at least maintain its
present market share if not rise it.

Extended to the level of a certain domain or regi®A is useful to
establish a specific general problem. If the esdithuthorities would eventually
take into serious consideration these report&adt ifew of the necessary solutions
shall be provided, leading to economic regeneration
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INSURANCE CONSUMER PROTECTION IN ROMANIA

MARIUS DAN GAVRILETEA !

ABSTRACT. A very active sector in recent years (2002-2008)Romania is
the insurance industry. Both individuals and congmmeed protection that
should become more accurate. Given these aspectwmireed by a steady
growth of the insurance market, in Romania thesiggyrotection of policyholders
- as consumers of services (insurance) appeargdelthis paper we will focus
on the regulatory body which supervise the insugdngsiness in Romania and
the insurance contract — the main factor for trigge complaints. Having
access to various statistics between 2002 and 2@9%®rovide an analysis of
complaints relating to insurance; the analysiplis Isy classes, causes at the origin
of complaints and the modality of their finalizatid here will be presented case
studies under the criterion of confidence and trelasions reached are useful for
both insurance companies (to improve the qualithefservices) and policyholders
(awareness of their rights as consumers of insedanc

Keywords: consumer protection, insurance, insurance contract, complaint.

Introduction

A very active sector in recent years for Romaniahie insurance
industry. In addition to the known American phraisat the only certitudes in
life are "death and taxes", we have to add alseé¢hitude of insurance fees.

Because of the low level of importance of insurafaean individual
that start own career, once with the time passimbaavance to higher levels of
the Maslow's Pyramid, the need for protection itedly becomes more urgent.
Similarly there are also companies that along witikir development are
exposed to a wider variety of risks.

Given these issues, sustained by a steady growttheofinsurance
market in Romania, the protection of policyholdes consumers of services
(insurance) grew in importance.

1 Associate Professor PhD, Faculty of Business, Babé&smBoUniversity, email:

dan.gavriletea@tbs.ubbcluj.ro
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1. Consumer protection in insurance

In Romania, the regulatory body empowered to pratearance consumers
(policyholders - insurance customers after sigrirfgcultative or a mandatory
insurance) is the Insurance Supervisory Commigsifarred to as ISC).

Under the Romanian law - the Insurance Supervi€mymission was
established as an autonom administrative authawityy, legal personality. ISC
has its headquarter in Bucharest and operatesgihroanches in several other
Romanian cities: Cluj Napoca, lasi, Constanta, Eindsoara. According to this
law and subsequent amendments, the tasks of ISEstablished and regarding
the insurance consumer protection ISC has the wigpeg position for the
insurers' financial situation. In order to achid¢his task ISC controls continuously
the activity of insurers and insurance brokers.

In insurance field, consumer protection is necagssad justified at the
moment of a loss occurrence to property, persdiability insured. Consumer
protection is reflected in how the compensatiordaage incurred is carried
out (or settled):

- The modality of compensation calculation;

- The odality of dealing with the clients by insurancompany
employees;

- The quality of repairs carried out

Similar, the protection of policyholders is alsfiagted by the maintenance
of an acceptable level of insurers’ solvency, basedhe regulation — insurers
that must pay the future compensations using thesiotly received insurance
premiums.

In order to register a complaint in insurance induyghere must be two
steps that preceded it:

- The existence of the insurance contract

- The occurence of an insured or uninsured risk

The first condition is the one that generatesefjgirement of compensation
therefore it is needed a careful analysis of tlseiiance contract. The insurance
contract is valid under the conditions specifiecCixil Code - a contract become
valid if all the following 4 conditions are simuitaously fulfilled:

- All parties should have the capacity to contract

- The consent given by the parties should be valid

- There must be a specific or determinable objecthef insurance
contract

- The clauses of the contract should be auctioned

The insurance contract is signed between two gaftithe insurance
company (insurer) and the insured person (policdm] there can appear an
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intermediary either an insurance agent or an immgrdorker. The insurance
contract must be in writing form and must include:

a) the name, adresses of the contracting parties;

b) the object of insurance: property, people or diability;

¢) the insured risks and exclusions;

d) the starting and ending time of liability of thesimer;

e) the insurance premiums;

f) the insured amount.

Name and address of the individual, or company reamdéts location are
important for insurers, since it must carry thaecaf correspondence (instalments
announcement, the date when contract expires piheaaence of new insurance
products, initiation of any civil actions) and hetmoment of the complaint.

The object of insurance must be clearly identifigal that no unwanted
situations should appear at the time when damagmsn, as follow:

- in the case of property insurance there is spddifie type of the insured
object (for example, car identification numbeny@nufacturing serial code)

- in the case of persons insurance there is mentitinedoersonal
identification number of policyholders

- in the case of liability insurance is mentioned dalyathe type of
exposed liability, according to the specific adtivi

The category ,insured risks” is important becauselgarly specifies the
type of risk to be compensated. They must be darefescribed in order to leave
no ways for interpretation. Furthermore to stremgttheir capacity to cover any
damage, the insurers mentioned in the contracuttiesured risks inside the
‘chapter exclusions’. Insured risks should be adhefstudied by potential
policyholders to see if they cover their own needs.

The policy of insured risks vary from an insurerarmwother, some risks
that are covered by an insurer, may be insurednbyhar only on the basis of
special clauses. Risks insured under special danseéncluded in insurance contract
through annexes to the insurance policy and bygam additional premium.

Insurance policy (insurance contract) may be issuryl if the relevant
norms of the insurer are fulfilled following a mettology that specifies the
conditions under a property or a person may bepheddo be insured.

In most cases, insurers require to potential pbtitgers to complete a
questionnaire in order to identify their risk expas After completing the
guestionnaire, following the methodology of inssrethe insurance agents /
brokers will make the bidding. If the customer aatsethe insurance premium,
depending on the class of insurance there will banapection of the risks
described in the questionnaire:

91



MARIUS DAN GAVRILETEA

- in case of property insurance there is neccess$armyinispection of
risk for goods which are intended to be insuregédeling on the requirements
of insurers there must be done photos of the inlspireperty)

- in case of person insurance (life insurance, peivegalth insurance,
workers compensations) there might be requiredriduct a series of medical tests.

If the situation described by the potential insuiedhe questionnaire
does not corespond with the reality, a new inswgmemium will be calculated
(based on the new level of exposure) or a refusentterwrite the insurance
contract will be issued.

If the situation described is according to the tioesaire, the insurance
policy will be issued; the questionnaire and ttek ihspection will become an
integral part of the insurance policy. To everyuragce contract, the insurers
can add special clauses to extend certain risksidyng these by the insured,
the terms are part of the insurance contract. &msie supplements have the
similar treatment as special clauses. The insuranpplement is an official
document issued by the insurer at the requestecingured, that bring changes
to the original insurance policy (address changihg,increase of sum insured
for properties or vehicles by adding additional ipments etc). Once the
supplemets were issuaed and signed by the insmekdhaurer, any insurance
supplement becomes part of the insurance contdicthese terms should be
carefully verified because at the moment of a lossurence all the above
mentions represent evidence for paying or refugiegcompensation.

Unfortunately, for many policyholders an insurasoatract is only the
colored part of the policy where amount insured #redinsurance premium are
specified. The most significant contractual relasioip - rights and obligations -
are printed on the back of the policy and usuaiyain unread by the insured
when the insurance policies are signed and sealed.

2. Research Methodology

The research methodology used for this paper ralyhe insurance
literature from USA, Great Britain and Romania, thtistic bulletins of
Insurance Supervising Commission of Romania, ancsfgpublished by
National Association of Insurance Commissioners U&#d also by individual
studies inside three Romanian insurance companies.

The purpose of this paper is the analysis of tlseiremce complaints
(by types of causes) and the given solution.

The objectives followed in the present researctewer

- The acknowledge to the insured persons the exestanan institution
that represents theirs’ rights;
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- The need for a carefull analysis of the insuranmetract by the
insured persons, because the insuance of the corgpaesent the starting point
in case of the complaints;

- The analysis of the causes that generated an sactéa the number
of insurance complaints

- Torealizing a comparisorn between Romania and ({Bé biggest
insurance market in the world) regarding insuraswaplaints

3. Research Results

At the moment of loss occurrence, if the policyleslé found in one of
contractual exclusions, it is pointless to make @laym to the insurer or to the
ISC. If a policyholder considers it has been tréatafairly by an insurer, he/
she may record a complaint/ petition with the 1$8is can be made online or
in paperback form at ISC headquarters. Accordintggislation of complaints
solving, a petition means "a request, complairferral or proposal made in
writing or by e-mail, which a citizen or a legaltpnstituted organization can
address to: the central public authorities, instns, decentralized public
services of ministries and other central agenctesnpanies and national
corporations, companies and independent public eomep”.

According to official information released by IS®et number of
complaints has increased continuously since 2004.

2500
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2000

1296 |
1500 1070 1075 —
1000 732 677 694 -
500110 N
0 —

Year Year Year Year Year Year Year Year
2001 2002 2003 2004 2005 2006 2007 2008

‘ @ Number of Conplaints ‘

Graphic nr. 1 Number of Complaints received by 1ISC2001-2008
Source: Author’s calculation, based on www.csa@sc.
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It can be seen from the chart above that since,2062n an important
increase in complaints number has been recordednsiured persons became
increasingly aware of their rights.

The number of complaints addressed to ISC can tmedfin all classes
of insurance, but most important are those condegieh:

- Life insurance - claims relating to the modality admpensation
calculation for death, survival, insurance withéstment component

- Insurance for accident, illness - complaints rela® the way of
calculation of the compensation paid by the insuredase of accidents. In
addition, due to the rising number of Romaniarzerts traveling abroad, there
is an increase in the number of claims on damages travel insurance

- Motors and Green Card Insurance - complaints rejat payment
refusal/ or delayed payment for claims, poor comoation between the insured
and the insurance company, the level of the congiiems, quality of work in
the specialised car repairshops.

All these claims are generated by incorrect prastend may occur also
due to the lack of ethics among insurer staff.adfgin of facts and contractual
provisions, providing the compensation to a lovesel than appropriate values,
lack of prompt answer to policyholders’ requests.

According to ISC, the majority of the complaintdating to insurance
in 2008 in Romania - 71.63% - was due to non-paymietamages/ compensation
and the delay in payment.

We offer in the following part (because of privaeg will not use the name
of the insured / insurer) an example of actual gatgment of a modest sum by the
insurer to its customer. The insured person fordvoand Green Card policies to
the insurer were to make a trip to Greece via tba af Serbia. At the issuing time
of the policy Green Card, Serbia figured crossederofficial document of the Green
Card. According to its methodology insurer wastiextito charge 1 USD, for issuing
a complementry Green Card with the not crossedftio$erbia, for the period of
travelling/crossing that country. Insured receithe Green Card but this form was
one out of date - Serbia and Montenegro were ligtgéther in one box. Because
of political changes the two countries were sepdratherefore this change has
occurred in terms of security by introducing twdiwdual boxes in the form of
Green Card. At the time of entry into the Custorffc®in Serbia - July 2009, the
insured submitted the purchased form Green Cadibacause the fact that Serbia
does not appear individually in the box, the induneas refused to entry in the
territory of Serbia.

To address this impediment insured sought a repegse of the insurer
in the Moravia representation of which is closed because itSesrday. The
reasons for which the policyholder will need a Gré&ard insurance from the
same insurer were simple:

- Free extension of motor insurance outside Romaypipdying a
Green Card to the same insurer

- Preferential price of 1 USD
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Because the insured was unable to complete a @aghon the same
insurer, was forced to buy one new insurance Gfeam for the minimum
period of 6 months to another insurer that had &ing point in customs and
take new form Green Card for an insurance premiti&50 lei.

At the moment of returning to the country insuredifred the personal
insurer about inconvenience occurred, requiring peEmsation amount of 550
lei overpaid due to negligence insurer. The insun&sinot received any official
response from the insurer within 60 days from theedf application, being
forced in this case to make an online complainiS%y. There was analyzed file
complaint based on documentary evidential and IS@ered the insurer
reimbursement amount of 550 lei-paid by the insuheel to negligence insurer.
However the reason for defiance of the custometimoes after ISC decission,
the insurance company has delayed the settlemdimatohmount by an additional

30 days.

By this example we want to present how some insaresid responding in
writing to requests its policyholders, this leaditg dissatisfaction of the
policyholders, which will lead to a negative imdgebad advertising of this the

case by the insured in his influence areas.

The number of complaints recorded in these claasepresented in the
table below, in the brackets there can be notitedrs share in the total

complaints recorded in that year.

Tabel nr. 1
Complaints Evolution by Insurance Classes
Year 2003 2004 2005 2006 2007 2008
Complaints 1070 677 694 1075 1296 1974
Insurance
Class
21 25 36 88 120 102
- life (2%) (3.7%) (5.2%) (8.65%) | (9.25%) (5.17%)
- accidents, 23 32 29 35 38 51
illness (2.1%) (4.7%) (4.2%) (3.44%) | (2.93%) (2.59%)
208 156 175 282 285 559
- motors (19.4%) | (23.1%) | (25.2%) | (27.73%) | (21.99%) | (28.32%)
- vehicle third 715 386 423 496 737 1076
party (66.8%) | (57.0%) | (60.9%) | (46.13%) [ (56.86%) | (54.51%)

Source: Author’s calculation, based on www.csa-isc.

Because of all complaints recorded most concerimsarance, about 83%
in 2008, we had review complaints related poliGesen Card and Motors policies.
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Graphic nr. 2 Evolution of Complaints in the Motors Insurance Classes

Source: Author’s calculation, based on www.csa-isc.

The trend is ascendant since 2004, but the nunfl@aions for policies
Green Card is almost double than motors policidateeé complaints. A
plausible explanation of these differences is #moasness with which motors
insurance policyholders are treated as customdmsy (have opted for a
facultative insurance product) despise of those dwght Green Card policies
(mandatory insurance, very often chosen on theepbasis and wrong
motivating by the ides that "this insurance isfomeone else").

Another fact that generates this difference in damgs is:

- For optional motors insurance, many cases of damagesettled
within the motors’ official representance serviceistomers in this situation
having fewer objections

- For Green Card policy, files damages are resolvéiaki various service
which cooperate with insurers (there is frustrattwt the vehicle is not repaired in
the official representance service - legislationntilns damage restoration
requirement, but not location - service approveskovice official representance)

However in support of the idea above (insurancécytoblders do not
read the contract before signing it either, notiine of the damage) are the
official figures of the CSA - that only 56.4% oftab complaints in 2008 were
resolved favorably for the policiholders, the renmag 43.6% ISC prevailed the
payment from insurance companies.
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Graphic nr. 3 The Percentage of Solution for Insurace Complaints in 2008
Source: Author’s calculation, based on www.csa@sc.

Thus in 2008, from the toal number of complaintgshe CSA, only
56% - 1,974 were favorable to policyholders. If dend the analysis to the
main insurance classes, we see in the chart abateercentage is similar to
the one for of motors’ insurance. We can thus egipte that an average
between 40-50% of the policyholders did not knoeirthights and obligations
and are doing pointless these complaints.

The number of insurance contracts is increasioign 2005 to 2008, but
increasing number of complaints is much higherarcpntage:

Tabel nr.2
The Evolution of Complaints’ Frecquncy
Year Total Complaint Insurance Policies Complaints’Frecquncy
2005 694 11,629,827 0.00596%
2006 1,075 14,008,597 0.00767%
2007 1,296 14,987,145 0.00864%
2008 1,974 14,816,116 0.01334%

Source: Author’s calculation, based on www.csa-sc.

From the above table we notice an increasing ofdneplaints’ frequency
between 2005-2008, this fact represents a negapexct for insurance companies.

If we deepen our analysis to records of loss fileslasses Green Card,
the number of complaints is not very high comparethe insurance market in
Romania, fact proved by the following table.
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Tabel nr.3
Complaints’ Frequency for Green Card Insurance
Year
Year 2006 Year 2007 2008
Green card Loss File 354,955 391,127 478,517
Complaint 496 737 1,076
Complaints’ Frecquency 0.139% 0.188% 0.224%

Source: Author’s calculation, based on www.csa-isc.

In case of Green Card insurance (the insurance wjtrethe greatest
number of complaints) there can be noticed thathin last three years the
frequency almost doubled. The growing evolutiortha frequency for number
of complaints is a proof that the insured (consupnfeinsurance) is becoming
more aware of his rights and not accept the sedthemf claims in any way.

To help protect policyholders ISC decided to impdeina continuous
monitoring program, for the insurers that undenwgt class Green Card
insurance. In addition, for that purpose, from Jylg010 there will be taken thus a
rate of 1% of gross insurance premiums collectexdtinlpto provide RCA .

In order to offer relevant conclusions for claimsimsurance, we make
further an analysis of similar complaints in th&J.based on data from the National
Association of Insurance Commissioners (the regs@m for this this comparison is
that the U.S. represents the most important insamararket in the world).

It can be seen from the chart above a downwardl irethe number of
complaints in 2009 compared to previous years, ttésnonstrates the
continuous growth of quality services for insurantzms in the U.S..

By deepening the analysis, it is noted that mostaints in the U.S.
are equal for accedent insurance and for mototsanse:
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Graphic nr. 4 — Evolution of Insurance Complaints h USA

Source: Author’s calculation, based on www.csa-sc.
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Tabel nr.4

Complaints Distribution for Main Insurance Classesin USA

Year Year Year Year
Insurance Class 2006 2007 2008 2009
Iliness, Accidents 33% 37% 36% 36%
Motors vehicles 37% 36% 36% 35%
Homeowners 17% 12% 12% 13%

Source: Author’s calculation, based on www.csaisc.

Comparing these percentages with the situatioroimahia, we observe
that in Romania the most important insurance is riftgors one, people in
Romania are putting less emphasis on health arideaits at work - this fact
due to the limited funds but also because of mitptal
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Graphic nr. 5 — Complaints Distribution for Main In surance Classes SUA /Romania
Source: Author’s calculation, based on www.csaesc.

More over, by analysing the reason of insuranceptaimts in 2008 we
see the following situation:
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Conclusion

For an evolving insurance market such as that ahdtdga, research
results are of real use. It shows that policyh@dme becoming increasingly
aware of the importance / quality of compensatiffared by insurers, but also
of their rights regarding the timeliness of theseviees. Also, policyholders
should be aware that ISC is an entity that prosext help theam in delicate
situations in the insurance market and who theycadirwith confidence.

The most unpleasant part for policyholders is thany of them are
unaware of CSA, that entity should have to do satheertise in media, in order
to meet also this objective for which it was fouhdas consumers policyholders
protection insurance ).

Figures, graphs and tables presented throughouiaper is a warning
signal to insurance companies in Romania, they ieistware that the number
of complaints directed against them is a short-tdrreat that will inevitably
lead to a decrease in the rate of market sharéuanavers.

The insurance companies that will improve the hagdyf complaints /
the quality of communication with policyholderslaicns management, will be
the successfull ones in financial and economidscriby efficient settlement of
a loss file, the policyholder is maintained in th&ure, and will further benefit
for free advertisement from it. It becomes tru@ atsthe insurance industry the
assertion that a satisfied customer will returriraga
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EXAMINING THE FIRM BUILDINGS OF THE NEWS PRINTING
SECTOR FROM THE POINT OF ARCHITECTURE
AND CONSTRUCTION

OLCAY CET iNER"

ABSTRACT. The functional features of the news printing ang slystems they
use reflect the printing centers’ architecturallding characteristic. The function of
news printing and the organization schema afféetsnews printing buildings’ urban
locations, plan types, facade design, construggohniques and material choices.

In the article, the lzmir Hurriyet Business Cenbeilding that had been
constructed in the years 1987-1988 and which had b#ended at the construction
phase and also the DPC gam Print Facility Center which has been broughbin
use in 2006 were examined.

Keywords: Izmir, News printing, Firm Organization, BusineSgnter, Building
Features, Construction Techniques and Material iohitecture.

1. INTRODUCTION

As the communication gained great importance atyestage of the daily
life; printing activities are industrialized. Offsprinting workshops are formed. In
addition to the traditional printing methods digitdfset printing systems have
been also developed.

Since 1970s difference in the plan types of newstipg buildings can be
observed by the integration of working environmantl opportunities brought by
advancing printing systems.

With the change of plan types and developing caogtm/ building
technologies, the construction technique and natseiection are also affected.

In the last 20 years, newsprinting have come tactir@emporary level by
computer usage, by setting in of the satellitespigting, folding and packaging
machinery improvements. There occurs a differdntiabn the news printing
organization schema and buildings used for it doethe decreasing human
contribution to the news printing.

“Dr., Yildiz Technical University Faculty of Architture Department of Architecture, Barbaros Str.
34349 Yildizistanbul, Tirkiye, emails: cetiner@yildiz.edu.ttisero@yahoo.co.uk
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2. MATERIAL AND METHOD

Two different news printing buildings of a compalgcated in Izmir
province, Turkey are analyzed in the study. Thasklings are the ones applied
with the choice of the company at different timesl @ifferent locations. One of
these buildings is Hurriyely Merkezi Binasi (the building of Hurriyet Business
Center), located in the center of Izmir province Umurbey locality, Konak
District and the other is an Baski Tesisi (Dogan Printing Facilities) located
the main motorway which is closer to the Izmir aitgn Gaziemir District and on
the city’s south entrance (Table 1, Photo 1).

Photo 1 - The place of the buildings examined in thstudy on the aerial photograph
(Google Maps, 2009)

There are information about news printing’s funetiproperties and
organization chart, architectural properties of bléding, materials selection and
construction techniques in the study.
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Table 1

Building Identity of the examined Buildings (Yapaditimi, Goktepe, Gokerti &

Cetiner, 2009)

Building Identity of the examined Buildings

Architectural  Design

Building Name DPC Dogan Printingizmir Hurriyet Business Center
Facilities Building
Hurriyet Gazetecilik

Employer ve Matbaacilik Hurriyet Holding AS. ve

Birlik A. S.

Architectural Tabanh@lu Architecture

Project/Architect M.Gursel & M. Tabanhglu | Ergin Algim
Hacer Akgiin, Oktay Murat, Cemil Kog, Miijde Ozuk,

Ozan Oztepe, Zeyne

pDianna Sert

Static Project

Group Yildirimoglu, Ali Caliskan | Technical team: Ne Goktepe,
Mehmet Kopruld, Cen
Ozkaleli, Murat Gokerti
Interior Design Tabanli@gu Architecture -
General Coordinator Semi

Altineller Engineering

>0

Kavalall, Mustafa Giindiiz

Kemal Olcum, Biilent Altglu,

>

Mechanical Project Elmak AS Mehmet Yavuz
Doyran Elektric/  Sadettir
Electrical Project: Oneren Project Doyran, Mehmet Ali Bilgili
Engineering
Project Location Izmir, Gaziemir Ilgesi, | izmir, Konak Ilcesi,
Sarnig Merkez/Umurbey
Demirgzs Prefabric, Sahabettin
Production Company | D-Yap Demirgz, Cemil Ko¢ (Const,
Management), Levent Alga
(Civil Eng., Olcay Cetinel
(Arch.)
Building Land Area 35.000 m2 3594 m2
Building Area 17.000 m2 14654 m2
Application Date 2006 1987-1988/1990
Main Structural System} Concrete/Celik Reinforcec€@ete
Number of floors 2 7 (21.80m)

The workflow containing the basic functions of thewspaper building:
The newspaper production is carried out in thremsi@ages.
1.Prepress preparation : it contains the wholega®déncluding even the
moulding process passing from the manually ortedaacally created page to
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obtaining films or electronic files appropriate fadbcking as a result of processing
and using any kinds of articles, photographs asdalimaterials

2. Press: it is the process of printing the newspadewspaper printing
machines with blanket to blanket offset are usedhmm facilities. The printing
blocks required by this printing type are mostlgdarced by using the ctp-computer to
plate machines.

3. Post-press/ Packaging: it is the stage of opiimgithe newspapers (if
any supplements and commercial inserts) preparefblded from the printing
machine for distribution (piling/ insert/packaging)

These main processes in main stages of newspagrgsion can differ in
the enterprises depending on the technology armhsation usedi§ Akisi, 2009).

These differences also give direction to architattproperties, construction
technique and materials selection of the newspayi&tings

3. ANALYZING THE TWO EXAMPLES OF NEWS PRINTING
BUILDING APPLICATIONS

Basic factors in a news printing building are;

- Correlation of printing buildings’ entrance-prodioct and newspaper
output with editorial and administration personseahtrance-working-social need
areas in the best way

- Resolving of the heavy traffic problem generalsd paper storage,
paper distribution and staff

- Isolating the working areas from the press machineise by taking the
necessary preventive measures (Oz, 1999).

Having the headquarters in Istanbul, the news ipgngroup has set up
press facilities in various provinces of Turkegtsure rapid and effective distribution.

Dogan Printing Center is the newspaper productionlifi@s, in which
group newspapers belonging to thego Media Group are printed. The gam
Printing Center Facilities, carrying on activiti@sder the roof of DMG, are located
in six cities in Turkey.

In these facilities, which are located in Istanbhkara, Izmir, Adana,
Antalya and Trabzon, 11 daily newspapers includitigriyet, Milliyet, Posta,
Radikal, Fanatik, Referans, Vata#§gk, Turkish Daily News, International Herald
Tribune, and Bildand the supplements of these newspapers are printed

Apart from these, weekly, monthly periodicals ardamgreed other out-
group newspapers and their supplements are alsegiin DPC facilities.

Dogan Printing Center Facilities are among the ilepdompanies of the
world newspaper industry in terms of technologyd,sgroduction techniques,
machinery and production sizes @m Printing Center, 2009).

The idea of a building that will represent the ngwmting is the main
factor that determines the architectural approdBhyg¢an, Kuban, Konuralp,
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Tabanli@lu, Engindz, Jeanneney). The news printing buildimgometry consists

of two big rectangle parts which in general enceurgre-press and pro-press
activities within them. The simplicity in the geakrapproach and functional

solutions in the interior units take place. It d@mobserved that on the floor plans;
service, stair, elevator and closed/open officecapaare placed according to
functionality. Facade and architectural expres$ovmed with a plain and simple

understanding in parallel with its function. Thetadls are produced by handling
the aesthetic and technical solutions together.

One of these facilities, Hurriyet Business Centeilding, is located in the
district Alsancak irizmir. The building is located in a region which wased to be
the entrance of the old city and today became #re gf the city center having
university and commercial buildings in it.

The design realized taking into consideration & thinctioning of the
building. The function of the building is formedrdlugh the organization chart of
the company and the units in the organization chfiect the design (Figure 1).
The departments that require being in close relatie placed to be on the same floor.

General Mimager |
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Figure 1 - Organization Chart (Begeg, 2005).

At the Izmir Hurriyet Business Center Building; on the Grodloor: Golden
Pages, security, administrative departments; onRingt floor: the advertising
departments, central area, transport service; ersdtond floor: DPC department,
data processing department, technical service tmeeat, the golden Pages
department, health room; on the Third floor: neweries, editorial department,
archives; on the Fourth floor: VIP, Cafeteria, @ammt on the Fifth floor: General
Manager, deputy general manager, secretary, DBpgrtieent directorates; on the
Sixth floor: guest house, gym, cafeteria, Ternawiés are placed (Figure 2).
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Figure 2 - The Plan, Section and the elevation ofi¢ building (Goktepe, Gokerti &
Cetiner 2009)

Construction of the building began in 1987, firlge tconstruction of the
printing section was completed in 1988 and the timgn department started
working. Then in 1990 the construction of the entiuilding was completed and
the building started to serve as a business c@dégrec, 2005).
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The building is placed on a rectangular parcel Whias the long side in
the direction of north-south. There are office fo@n the front part and print
sections on the back part of the parcel. The mairaece of the building is from
Sehitler street whereas the staff entrance, didgiohuand service units’ entrance is
from the entrance on the street number 1501 (P2joto

Photo 2 - General view of thdzmir Hiirriyet Business Center Building (Aksoy,
Gokyllmaz, 2009)

In the interior of the building, each floor is died into two parts by the
core unit consisting of vertical circulation unigilets and mechanical-electrical
facilities unit (Photo 3). Different departmentdoahted in these two separated
parts. The interior spaces have a 2.60m heightBédec, 2005). Office areas are
used as open and semi-open offices and cabinedaamed as separators (Photo 4).
The construction system of the lzmir Hirriyet Besia Center is realized by
applying reinforced concrete construction systerafdbricated structure system is
used as a structure system.

The precast stair elements are used for the veioaulation. Roof is
realized as a flat roof and part of it is benefiemdan open resting area. On the
facade, horizontal band windows are realized utijprefabricated elements. It is
observed; marble flooring and plasterboard suspkodiing materials are used at
the entrance area.
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Photo 3- Entry to management department and an example a mayer office
(Cetiner, 2009)

Photo 4- An example of semi open office (left photo) and aexample of open office
(right photo) (Cetiner, 2009)

Actual printing part has been renovated in 1997 hrmlight in to use
again. Following the increasing requirements; tlesv rplace with a 16.000m2
closed area is realized in the year 2006 (Hakkiagi2809, DPGzmir, 2009).

Like the counterparts in Ankara and Istanbul, thetimg facilities in 1zmir
was constructed as an innovative industrial bugjdinranged around a wide linear
printing hall 100 m in length and 16,5 m in widffhe building is located in a
strategic location on the city’s entrance, on thairmmmotorway and near the
airport. The strong horizontal emphasis in the igctural form signifies the
function of the Printing Center (Projeler, 2009)g(ke 3).
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=

Figure 3 - The Plan and Section of the building (Y@ Tanitimi, 2009)

With the production flow’s having a rational struiet, the pre- and post-
press activities located in both sides of the prinhall form the geometry of the
building. There is an area in the form of a roafdga that can be reached through
the staff dining hall and the administrative offideetween the printing hall and the
post-press block. With its wooden floors and greesa arrangement, this area
forms the recreational area.

Reinforced concrete and steel were used togetheibuilding system of
the DPC D@gan Printing Facilities. Insulated monochrome mptaiel and exposed
concrete were used in the siding application (Mamutimi, 2009) (Photo 5).
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Photo 5 - General view of the DPC Dogan Printing Falities (Yapi Tanitimi, 2009)

In both of the buildings;

The flooring materials in the office spaces arejiteate parquet strips in
the semi-open office areas, ceramic tiles in thenopffice areas and carpet in the
executive offices. In the part where the printingdtion is realized hard flooring
material is used as flooring.

There is a central heating and ventilation. Compadatrolling is applied
for the building’s heating, air conditioning, vdation, fire safety system, lighting,
entrance-card reader system, security camera tamiticelevator systems.

Different suspended ceiling forms are applied itragrwe, executive offices,
open offices and common-area spaces. DifferentifigHixtures are observed in
spaces formed together with the different suspecdéithg forms.

Lighting fixtures differentiation with suspendedilcgy applications is
observed in different spaces.

4. CONCLUCION

Today, in the news printing buildings, it is tritml benefit at a maximum
degree from the development of the systems uses\ivs printing. The business
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centers constructed for news printing and newstipgnbuildings are equipped
with the new communication systems and techniques.

This can be observed that the Izmir Hirriyet Busin€enter Building
which has started to be constructed in 1987, dffewtad by the developments.
Actual printing part has been renovated in 1997 hrmught in to use again.
Following the increasing requirements; the new @haith a 16.000m2 closed area
is realized in the year 2006. In the Izmir Hurriygtsiness Center Building,
contribution to the news printing activities with the functions except only the
printing function is continuing.

As these improvements increase the overall funictiprate of the spatial
functions, on the other hand brings along some@patale differences. The news
printing organs that provide the information flobyild up their centers by taking
advantage of the technological developments amtitehave new spatial structuring.
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CRISIS — TIME FOR PURIFICATION AND CHANGE

SARKA BRYCHTOVA *

ABSTRACT. The present article aims to provide an uneconomeiv of the current
economic crisis. The text deals with the substafitke crisis in its wide connections
and creates a parallel between a general crisishendconomic crisis. It perceives
the economic crisis like a kind of illness and aadés a possible solution in the future.
The article also contains a hidden philosophicaimirey.

Keywords: economic crisis, crisis like an illness, the causésrisis, the way out
of the crisis, balance.

Introduction

The global economic crisis is one of the most comlspn@ncountered
phrases used at present. Time impact is perceirgdigally in all aspects of life,
and even quite fatally by a certain part of the ytafion. The crisis affects the
whole society as far as the economic, social, ipalias well as ethical sphere is
concerned. It is clearly seen in the regional ak ageglobal dimension. The crisis
has actually had an essential impact on most ecensettors. The Economic
Chamber indicates that more than one half of comgaim the Czech Republic
expect their economic results to end in red numb@re third of all firms have
been forced to reduce the numbers of their empkoged every tenth company is
planning to dismiss some of its workers in the fature. Figures signalling that a
number of firms do not really have any contractsndt produce anything and are
therefore forced to get rid of their workers ararading. The economic crisis is
rather concrete, depressing and, simply speakiferta the mere existence of the
whole society and any individual.

1. Crisis — it had to be expected ...

The general public therefore asks a justified qaestVhat was the cause
of the crisis and how could the crisis be overcaviih losses as low as possible?

M. Poticek can see above all two essential circumstan@ctimtributed
to the origin of the current financial and econougrtisis [7]:

1 RNDr., PhD, Institute of Public Administration ahdw, Faculty of Economics and Administration,
University of Pardubice, email: sarka.brychtova@apzr
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» articulated interests of the financial capital soipg the neo-liberal
ideology, which successfully won recognition in faditical decision-making arenas,

e poor competence of social sciences in understarttiiegharacter of
the current stage of human civilisation development

And he adds:

The huge and articulated economic interests ofgtbbal financial capital
must be viewed as the background for the succetbe afeo-liberal interpretation
of present civilisation problems. These interestsewfocused, with considerable
resources invested, on direct as well as indirappsrt for the academic and political
circles that applied such concepts in preparatimstification and implementation
of reforms of the economic (de)regulation as welsacial state removdl7]

Certain economists had warned against this darfgdeve@lopment already
before — nevertheless they had been in a consigerabority and had not actually
managed to affect the reality.

Some authors also warned of a dangerous changdations between the
public and private sectors. The state had gradwediiyed a number of decision-
making powers which it had gained in market ecomsnafter World War Two.
The process may be summed up in three areas:

» institutional deregulation, i.e. restriction of raging and decision-making
powers of the public sector bodies,

» privatisation which concerns large state-controllechpanies, communal
housing, health care, school system, social aref grvices,

» completion of the full price liberalisation, e.grégulation of the rents
in the residential sector.

Thus the policy of deregulation is often referrec$ decentralisation from
the public sector to the market. [3]

Keller writes in connection with deregulation tkahsequently the minimum
possibility of democratic control disappears anel deregulated activities transfer
to the spheres that are entirely non-transparenhépublic. [4]

Although expert circles were most probably awaréhefcrisis, it occurred
in fact all of a sudden and without any warning fioe general public — namely
both for people in America and also e.g. for a camnTzech citizen, who had
enjoyed the market system for nearly twenty yeadstead certainly compared it in
media and the public as well as private life whb period before 1989. Naturally,
with regard to our previous experience nobody daredriticise the capitalist
system, let alone to call it in question, withoatréng a suspicion of enthusing
about communism. Intellectuals commonly do thatydner, in the countries to the
west of ours. E.g. Noam Chomsky, the most frequejutbted intellectual in the world,
is of the opinion that:... what is called capitalism is a system of corporate
mercantilism, in which the private tyrants who a@ obliged to render accounts to
anybody have a huge and vast control over the enognpolitical systems and social
and cultural life[1] Chomsky openly reminds that the system in the Boeiad in
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democratic countries works in principle on thediaihg basis: 20 % of population make
decisions; 80 % are wanted to carry out orders BomeApproximately 80 % of the
United States population deem that the state israted by a few large interest
groups looking after themselves — meaning aftgp@@tions, not after people. [2]

Strictly speaking, nobody can say that the socreplly works in this
simplified way, but the system — as it is existitayv — must necessarily go through
a crisis; it actually generates the crisis in fdt it should also be mentioned,
however, that N. Chomsky can see a great hopdééowhole society in the current
development — in the awareness of humanity andagipeal to human rights and
real meaningful democracy. Nevertheless there iquastion concerning the
tendency of the development — economic, politisadjial etc.

2. A slightly different point of view on the crisis— the crisis of the
system as the crisis of the organism

The economic crisis is not a single crisis, howeVde crisis is found in
different variants and in connection with otherexgp of life — one speaks about a
personal crisis of man, crisis of identity, crisit middle age, existential crisis,
artistic crisis, intellectual crisis, etc.

The economic crisis is an integral part of the raadystem and capitalism
as the life crisis is part of life and mdiVe must learn for the whole life how to
live,” said Seneca more than two thousand years auph,what may make you
wonder even more, we must learn for the wholenlife to die[5] While thinking
about the nature of the crisis and what it actuadiggs about, we cannot avoid two
quite different points of view:

» The first one is a view of the crisis as somethinge bad, something
to get rid of as soon as possible, after which ikl get back on the rails again.

e The other view of the crisis is a positive one msthing new and
above all a promise of change is sought even ictises.

While the first view is not possible for ever, thther one hides the growth
potential in itself. And like any other growth cgvcelopment, it brings about a time
of changes in itself which no development can dilvauit unless the system is so
far-sighted that it continues to clean itself aodaok for new ways already while
the old rooted and temporarily prosperous ways estist. And no system and no
person (but for exceptions, naturally) does thiofdssor Zeleny expressed an
interesting idea in this lin&/e must learn how to carry out the crisis functitres
are purgative — without any crisis and without rigghce of natural regeneration
and renaissancd8]

It is clear that while comparing the economic erigith a life crisis of a
man, | can see a certain parallel between the lfn.man wants to overcome a
personal crisis, he must give up something, mussdenething die in his life,
waive something in order to be able to move forwagdin, and a bit differently, in
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a different way, and changed a little himself instnoases, and the system will
have to do the same thing similarly as the mathdfsystem fails to do it, it will
not move ahead any further.

3. What in fact is the crisis?

The Dictionary of Foreign Words for the New Centsays that the crisis
is a culmination, decisive moment, turn in the depment, dangerous conditions
in the development or a hard precarious situatioablem, confusion. No matter
whether it is a phenomenon or a condition, thescdees not occur out of the blue,
but is a result of a long-term development or nathiong-term development, a bit
erroneous in certain aspects. It is apparenthequemmon. Capitalism is a system
for which crises are natural issues, as for angrolgstem that is not perfect — and
nobody or nothing is such.

But what about the essence of the crisis, the esseh the undesired
development resulting in the crisis? President MukK compared the current crisis
to a mild illness — flu. On the other hand, a numtifeeconomists and politicians
including e.g. M. Zeman, the former prime minis@ppose that flu can also result
in death. If we keep to such comparisons — thednisrill. But it is already a long
time ago it fell ill (has it ever been healthy BPp— at least | cannot remember any
period in history when it was not ill. The untredteontinuously not purged world
prepared the optimum conditions for the crisis teal out. K. Tepperwefn
considers any illness (meaning that of a man) tddronstration of disharmony,
breach of integrity and unity. [6] If this statemés considered a paradigm and is
transferred to the outlined sphere of problemswillaeceive an interesting view.

4. Causes of the crisis (general view):

» loss (or breach) of balance,
» eruption of long-term problems and errors ontosiindace,
» deviation of development to the descent, decliak, f

The depth, length and intensity of the decline pithbably be appropriate
to the depth, length and intensity of errors thavehcollected in the course of
development since the last purification. In thergévad a human body, it is usually
the whole organism that suffers, although e.gbtiekbone scoliosis was caused by a
bad life style, sedentary way of life and lack réreise. It is not only the backbone
that is ill, but the whole organism is affectedthy results of the previous imbalanced
development. Our world is also an organism, unkabé/ interlocked and
interwoven — one cell depending on the other. Igvemtirely out of the system is
impossible. But the system is ill ... The systemmishie crisis ... We cannot pretend

2 Kurt Tepperwein is a senior lecturer at the AcagemSpiritual Sciences, doctor and therapist, and
has written more then twenty books that have besrstated into many world languages.
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that it is a coincidence, that something capdtehedand we can continue. It is not as
simple as that as a rule. If we want to move reatigad, we must learn a lesson.

5. What does the crisis say?

* Something is wrong — the system must look for &t balance.

» ltis clear that the balance must be new — probablg higher level of
development.

» It is necessary to find and define imperfectionsd@avelopment that
have resulted in the crisis, to eliminate them tanfihd out qualitatively new ways.

Is there any way out of the crisis? Certainly yesth from the general
viewpoint and in the real situation of the curreabnomic crisis. The only issue is
which way is to be selected. Shall we take a pdiarkand continue as before?
Shall we select a radical method of treatment —@&pgration? Or shall we leave
the illness to its fate and let the body recovaétsrself-treating manner similarly as
we let the bark-beetleonsumehalf of the forest and wait till a new more reasigt
forest with natural immunity against the bark-begglows from its ruins?

6. Way out of the crisis

In fact we could sum up the ways out of crisis bying the three
possibilities below:

1. patchingof problems that have occurred, and search fortisaki on
the current level of the system without any qualieatransformation,

2. resignation, submission to the crisis, waitingttik crisis itself makes
the system clean,

3. change — deep and comprehensive.

For somebody who is not an economist, it may adgtade difficult to
engage in a discussion whether or notghmpingof state finances into companies
going bankrupt (for which there are certainly gowedsons too — social shocks get
reduced) is meaningful, or whether or not the sridiould be left to carry out its
purifying functions which liquidate those not abtesurvive. This market selection
may also simply do away with a number of people wioald take the rap for the
crisis caused, in essence, due to the greedindgbe dhancial capital, however. If
these reasons are considered, state interventidradse be important then.

The third point mentions a deep and comprehensigage. What does this
mean? | am of the opinion that a mere change in@ui thinking, the entering of
innovating projects, new modern environmental tebbgies, new types of
ecologically driven cars will not be enough — thndition is necessary but not
sufficient. The mankind, at least in the civilisedrld, has already appeared in the
stage when people start to understand the mearfingumanity, democracy,
responsibility, value of quality life, health, peaand prosperity; they should learn,
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however, how these values are to be fulfilled anedl as well. The present man
continuously balances on the edge between whatldshm done because it is
correct and what is expected from him by the madaimg and controlling reality.
Therefore | claim that a change in thinking as suct only economic thinking but
also the overall view of the world, is necessarhddwise the mankind will always
be in a permanent crisis and economic recessiofisonly be their medially
attractive output — a visible part of a diseasmilarly as patient’s ulcers may be
seen — they only indicate the scope of the illfedden inside, however.

If the man concerned wants to recover for evermhst usually change
many of his rooted stereotypes — e.g. stop smokirigking alcoholic beverages,
loose weight, increase physical activities, andngeahis life, approach to life,
thinking essentially at dll... The ulcers may disappear all by themselvest, wel
you may know that famous statemaatean the chalices from the insideAnd that is
why | feel fears that the simple market purificatigill not be sufficient, it is necessary
but may not be enough. It cannot be sufficientaféong time because if the mankind
appears to be in permanent evolution, and it céyta, it is a matter of any individual,
not only of a large car making company or the gowvemnt of the most powerful
country in the world whether or not they will dsfla little step to the new centuries
and whether or not the crisis will purge or destilogm, improve their position or
do away with them, or whether or not they get duthe crisis stronger or ruined,
or whether they hget out of it at all.

Conclusion

Actually, a crisis is a loss of balance. Thereflotleink that purification is
necessary, but establishing a new balance is soirgsortant, may be even more
crucial. If this does not occur, the subsequenticigof the crisis may have even a
dangerous sequel — dirt that is much larger thanditt that was there before the
crisis often settles in the cleaned space. Framettonomic, political and social
viewpoint, | mean even higher concentration of tdpiero regulation or, on the
contrary, improper radical interventions by theesthoth being incorrect), huge social

3 Note: An interesting opinion, which in fact copesads to what the present article aims to say, was
formulated by Tomas Ba Sr. in 19321t is above all moral misery that is the causeheférisis. Turn of
the economic crisis? | do not believe in any tuwrassed all by themselves. What we have got used to
calling the economic crisis is just another namenfioral misery. Moral misery is a cause, economic
decline is a consequence. In this country, theeeraany people who are of the opinion that economic
decline may be recovered with money. | fear thaltesrising from this error. We do not need any
genius turns and combinations in the position waeapto be in. We need moral opinions about people,
work and public property. We should not supportdoapts, not create debts, not throw away values for
useless things, not exploit workers, do what imgmloaur position from the post-war misery, work and
save, and make work and saving more profitablératés and honest than idling and wasting. You are
right, it is necessary to overcome the crisis aofficence, but it cannot get overcome through teethni
financial or credit interventions, confidence ipersonal matter and may be restored only by mebas o
moral viewpoint and personal examy.
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differences, even harder and unfair political tiyatising extremism, helplessness
in dealing with migration or situation of minortieoverall vulgarisation of the society
and resignation from decency, ethics, thoughtfidraesl sentiment. And this is the
society that reminds us of an unkind technocrattare of sci-fi films. Prediction
of the future always has an alternative solutiont Bausality of processes is
usually merciless. If the system that has genertitectrisis is not changed from
inside, the problems will return or other ones watur in a certain period of time.
Today is the result of yesterday and tomorrow hdllas we prepare it today.
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TOURISTS ATTITUDES, PREFERENCES AND OPINIONS
REGARDING THE SERVICES PROVIDED BY HOTELS LOCATED
IN THE ROMANIAN CENTER DEVELOPMENT REGION

ERIKA KULCSAR !

ABSTRACT. This paper belongs to the category of quantitatieeketing researches,
because its objective is the systematic descrigi@hanalysis of multiple features
and relationships specific to marketing in touri$melied on quantitative descriptive
research to find out the characteristics of thgetasegments of the market, estimating
the percentage within the population of participawith certain characteristics or
behavior, defining opinions and perceptions abloetf¢atures of the offered products
or services, determining the degree of associdt@ween marketing variables and
the dependence and interdependence among themhetqresent research was
based on the survey method that involved a compsalgequestionnaire (39 questions)
and an established probability sampling, repreteatar the studied population.

Keywords: attitudes, preferences, bivariate analysis, multivariate analysis.

Introduction

‘Attitudes have great importance for understanttiegoehavioral mechanism
of the consumer. In terms of marketing, the subjdcthe attitude may be a
product, a tourist unit, an advertising poster, stedf from the selling points, etc.'
(Catoiu and Teodorescu, 2004:74-75). 'Preferenceveryaimportant dimension of
consumer’s behavior, representing one of the deelements in motivational
research' (Florescu, Malcomete and Pop, 2003:5%Peapressedpinions is what
people say about a topic. 'Study of consumer pafars is made by using a broad
arsenal of methods, techniques and investigatiots tdeveloped over the recent
decades within marketing researches.' (Floresclgaviete and Pop, 2003:552-553)

Methodological considerations concerning the perfanance of research

The general hypotheses of the research “Touristadss, preferences and
opinions regarding the services provided by hoialsthe Romanian Center
Development Region" were based on the followingmagtions of major importance:

! Assistant PhD, Faculty of Economics and BusinessiAistration, BabgBolyai University Cluj-
Napoca, Romania, elerhetetlen@yahoo.com
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» Alarge number of tourists had planned to staynfore than five days
in the Center Development Region.

» Most tourists have a positive view about the areamgnt of hotel rooms.

» A relatively small part of tourists consider théie toffer of culinary
preparations does not meet their expectationgitotiation they most often have meals.

* The majority of the respondents would recommend hbiel where
they stayed to friends and acquaintances.

The main research objectives were:

v' To determine the expected time of stay in daykénGQenter Development
Region.

v' To determine the scale of the tourists’ positiv@wbn the arrangement of
hotel rooms.

v" To determine the scale of the tourists’ positieswon the food offered.

v' To identify the scale of the tourists’ recommeratafior the hotel where
they stayed at.

Choice of the sampling method

Most marketing researches, including the presesgameh, aim to obtain
information about the studied population. (Malhpt2805:400). 'The population
covered by a marketing research is a well-defingye at a moment or during a
period, consisting of a given set of simple or cterpnits." (Lefter, 2004:166).

As the studied population being given, the sampling is the tourist, the
observation unit where primary data is derived frama the Romanian or foreign
tourists as well. Research results will be extendetthe entire studied population,
i.e. to all tourists who visited the Centre Devetgmt Region in 2009 and stayed
in the hotels of the counties belonging to thisargf Romania.

I chose the probability sample because of the adgas of these sampling
methods including ensuring a high level of accuratyhe selection and a good
representativeness of the research sample as weiffering the possibility to
generalize such findings on the studied commuf(@§toiu et al, 2002:486)

Theoretically, the sampling base necessary to iibleapility foundation of
the sample is the complete list of tourists whdtetis the Center Development
Region in 2009. The total number was 666,396 pe@pteiously, such a number of
data is not available for this research. Therefidentification of other opportunities
to obtain a sample base in order to obtain a pitityabample was necessary.

Due to the organizational and financial limitatimighe author an equivalent
of the sample database was created and used, e@sigrprovide a probability
sample to ensure acceptable statistical and staleckpresentativeness levels.

The starting point for establishing the samplingebavas the creation of a
probability sampling group because each hotel ssus a group of tourists even
though their structure may be different. Thus,ajithe 144 hotels in the six counties
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of the Center Development Region, | randomly sete&6 hotels (38.9% of the total),
in proportion to the share of each county’'s hoialsall hotels of the Center
Development Region.

In this respect | ensured the representativenesbeofjroups of tourists,
therefore that of the hotels, in the Center Devalept Region.

Further, the procedure for establishing the sarbpke and of the sample
was as follows:

I chose simultaneously two methods of carryingtbatsurvey by sampling:
the direct interview method, face to face and tei-isquiry method since the
guestionnaires were filled out by tourists, sifweytwere handed by the staff in the
hotel receptions. Half of all questionnaires (nam203) was obtained by auto-
filing, and the other half (207) based on direteiviews. The direct interviews were
conducted based on an algorithm upon walking out the restaurant.

The requirement of representativeness was achievedgreat extent by
the fact that primary data collection period wasveen 15.05.2009 and 17.10.2009,
i.e. over 5 months.

The actual sample size of the sample obtainedeagtid of the mentioned
period of time was of 410 questionnaires. In tlase; the random sampling error
calculated based on the percentage estimatiod 84t

Validation of the sample

Validation of the sample was achieved through tateesompare differences
in percentages. One practically possible variabés waken into consideration,
namely, the counties that form the Centre Developiniegion. Other variables
such as gender, age, country of origin etc. canbeotsed because there is no
statistic for them considering one year for theirenpopulation studied in the
Center Development Region.

The validation of the actual sample refers to ttnecture of the sample
effectively carried out per counties, as compardét the structure per counties of
the number of tourists who visited the Center Deprlent Region in 2009.

Data from the last column of the table, based @ dhlculations made,
show that the observed values of z, in each cohate a lower value than the
theoretical value z = 1.96 (table no.1), with alyadaility of 95%. This shows that
the sample can be validated against the variabigioned, since it is representative
for the studied population in the Center Developinfagion.
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Table no. 1

The structure per counties of the number of tosiastthe level of the population of Centre
Development Region and at the level of the sample.

General population Sample
No. of No. of
Counties tourists Percentagg Counties| tourists | Percentageg Obs.z
0,
Alba 20.777 3.12% Alba 17 4.15%
1.05
0,
Brasov 256.377 3847 % Bsav 170 41.47%
1.23
0,
Covasna 46.801 7.02% Covaspa og 6.83%
0.15
. 0 .
Harghita 40.473 6.07% Harghita og 7 07%
0.79
0,
Mures 129.179 19.39% Muse 70 17.07%
1.25
. 0 .
Sibiu 172.789 25.93% Sibiu 96 23 41%
1.21
TOTAL 666.396 100% TOTAL 410 100%

Results & Discussions

Tourism trends in human society are practices dime@rehistoric periods.
Tourism in ancient societies developed due to sitgiof individuals to know new
things, places and people. Cevat and Dallen opiva tourism is not only
associated with aristocracy. Today even ordinamg@es can afford to hang out
some places for recreation purpose. With the passfigime, the tourism has
become almost a part of our normal life. In thekigemund of its growing popularity,
tourism has become a mass phenomenon. (Shambuatabinowdhury, 2009: 22-26)

Considered social-economic phenomenon specificademn civilization,
in recent decades, tourism has become one of th& mportant economic
activities.( Gabroveanu, Stan and Radnenatu, 266%8%

Tourism as a general phenomenon of this centurypéas the first activity
that assumed global dimensions.( Cerovic, 2006)9-16
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Undoubtedly, the most financially influential domaif tourist industry is
hotel industry, whose policy is to transfer itstoemf attention to the tourist-customer,
as the latter is responsible in forming a compieésv from departure to arrival
back home. Therefore, hotel services are considasetlital element of tourist
products. (Karagiannis and Nedelea, 2006:5-13)

The hotel industry has become an important cultamdl civilizational need
of the modern man.( Grzinic, 2008:122-128)

Tourism companies that consistently deliver positustomer experiences
across all touchpoints Marketers in the hospitafiustry have to face interesting
challenges to offer great tourist experience andeldp long-term customer
relationships.(Puttea and Paul-Ria, 2009:71-90)

'In tourism we can not speak of persons "individehavior" and highly
heterogeneous and complex motivations, successivalgd, in an order determined
rigorously. Therefore the overall satisfaction éegobtained from tourist consumption
is not the mere sum of partial services consumptidearly, the assessment of the
quality level of the entire services offer coulddmbrersely affected by poor quality
of one component of the offer. In other words,oif §ome subjective or objective
reasons, at a given time or place, one of the linkke chain of services does not
meet the demands of the domestic or foreign tqunisther unhappiness has no
longer effects on the moment, but may distort theoley picture of the offer.
Therefore all services must be impeccable.' (Tomex@00:19)

Next | will also present the analysis of the raviadeollected. Within this
research the raw data were entered into SPSS Ws&snsoftware.

Analyzing the average number of days spent by stiin the Center
Development Region, | found that it was 6.65 dalys,recorded minimum being
of one day and the maximum, 36 days.

By testing the existence of a difference betwespaadents aged up to 45
years and respondents over 45 years regardingpeeted number of days for the
stay, it was found that there are differences betwespondents aged up to 45
years and those aged over 45 years regarding ffecid duration of stay in the
Center Development Region. At the sample level alerage stay was 7.23 days
for tourists under 45 and for those over 45 ydaesaverage was 5.62 days.

By analyzing the answers of respondents regardiegstatement "The
room offers a pleasant, familiar atmosphere", lehfpund the following:

Total of 404 persons from the interviewed respotelemswered to this
question. 43.1% of the respondents totally agreittl thve assertion that the room
they are accommodated in offers a pleasant, fanalimosphere, by contrast to
14.6% of the respondents who chose the intermediaiant. (Table no. 2)
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Table no. 2
The room offers a pleasant, familiar atmosphere
Valid Cumulative
Frequency| Percent Percent Percent
Valid Total disagreement 4 1.0 1.0 1.0
Disagreement 15 3.7 3.7 4.7
Neither agreemerl g 14.4 146 19.3
nor disagreement
Agreement 152 37.1 37.6 56.9
Total agreement 174 42.4 43.1 100.0
Total 404 98.5 100.0
Missing System 6 15
Total 410 100.0

A complete picture of these assessments is givehebdjollowing histogram
(figure no.1):
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Frequency
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The room offers a pleasant, familiar atmosphere

Figure no. 1
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The vaulting indicator has a positive value (0.88flcating a leptokurtic
distribution, which can be seen from the graphgresentation by the help of the
previously presented histogram.

The results of the bivariate analysis, by applytimg Kolmogorov-Smirnov
test, showed that there are no differences betwsle and female respondents
regarding their views on their accommodation durihg stay in the Centre
Development Region, if its offers a pleasant, fem@tmosphere.

By interpreting the results (table no.3) regarding respondents' opinion
on culinary preparations it was found that: morantt85% of the responses
assessed the quality of the culinary products ag geod or good; 11.8% pointed
for the intermediate level (neither nor); 3% of ttespondents considered the
quality of food as being bad.

Table no. 3
Quality of food
Cumulative
Frequency Percent | Valid Percent Percent
Valid Bad 12 2.9 3.0 3.0
Neither good 7 115 11.8 14.8
nor bad
good 197 48.0 49.5 64.3
Very good 142 34.6 35.7 100.0
Total 398 97.1 100.0
Missing System 12 2.9
Total 410 100.0

The following histogram (figure no.2) presents atall the opinion of the
tourists with respect to the quality of the disbedered.

The vaulting indicator is set to 0.752, indicatendeptokurtic distribution,
which can be also seen in the chart shown abover Applying the Nonparametric
Kolmogorov-Smirnov test it was found that there aignificant differences
between the views of those who have been theredeaiud of those respondents
who are for the first time in the Centre DevelopimRegion as compared to the
assessment on the quality of food.
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Mean =4.18

Std. Dev. =0.752
N =398

Regarding the assessment of the serving manndrecbridered meals it
was found that (table no.4) the vast majority spomdents (66.1%) considered totally
appropriate, and respectively appropriate the Wiagerving for the ordered dishes.

Table no. 4

How do you appreciate the serving manner of theedi®rdered?

Valid Cumulative
Frequency| Percent Percent Percent
Valid Totally inappropriate 7 17 18 18
Inappropriate 29 7.1 7.4 9.2
Neither inappropriat( 96 23.4 246 33.8
nor appropriate
Appropriate 137 334 35.1 69.0
Totally appropriate 121 29.5 31.0 100.0
Total 390 95.1 100.0
Missing System 20 4.9
Total 410 100.0
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From the table of frequencies as well as from tlstogram type chart
(figure. no.3) a distribution around the level 4w scale can be noticed, representing
the “aborooriate” alternative.
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How do you appreciate the serving manner of the dishes ordered?

Figure no. 3

| have started with the assumption that the avech@ssessments on how
the meals are served is 3 points followed by tgdfite hypotheses in the case of
the median. In order to test this hypothesis, ti8tudent test was applied. The
results obtained showed that the average of thessisents on how the dishes
ordered are served differs by 3 points.

By evaluating the responses of the interviewed greysregarding the
services offered by the hotel restaurant, | fourat:t77.8% of the valid responses
indicated the fact that the respondents were vatigfied and satisfied, in general,
with the services provided by restaurant. Intermtedilevel (neither-nor) was
indicated by 15.7% of those who answered to thisstian. 6.4% of the tourists
have a negative opinion on the restaurant services.

The data in the table no.5 reflect these results.
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Table no. 5

How satisfied are you, generally, with the servioHfered by the restaurant of the hotel?

Cumulative
Frequency | Percent | Valid Percent Percent
Valid Totally _ 4 1.0 1.0 1.0
unsatisfied
unsatisfied 21 5.1 5.4 6.4
Neither
unsatisfied no 61 14.9 15.7 22.2
satisfied
Satisfied 199 48.5 51.3 73.5
Very satisfied 103 25.1 26.5 100.0
Total 388 94.6 100.0
Missing  System 22 5.4
Total 410 100.0

Deepening the analysis of these variables througltivariate data analysis,
discriminate analysis — the dependent variablegottia type of tourist (Romanian
tourist / foreign tourist) | have found that: indegdent variables are not significantly
differentiated in the case of the two groups. le tase of Romanian tourists the
average of opinions regarding the serving way oélmé 3.68, and with foreign
tourists it is 4.14. Also, the average referringhte degree of satisfaction regarding
the services provided by the hotel restaurant weetoamong Romanian tourists
(3.82) than among foreign tourists (4.18). Frons¢heesults it was concluded that
Romanian tourists are more "rigorous" than foreigas

Both variables have a significant discriminatingvpa "How do you assess
the serving manner of the ordered meals?” hashehdjscriminating power since the
"Wilks' Lambda” coefficient is lower and the valieis greater than in the case of the
variable “How satisfied are you generally with gevices of the hotel restaurant?"
The position obtained has a significant discrimimapower. Based on coefficients |
calculated the correlation between the discrimomafunction and the independent
variables, which are ranked according to the sizehose coefficients. It was
noticed from these results that the variable "Howydu assess the serving manner
of the ordered meals?" has a greater discrimingimer than the variable "How
satisfied are you generally with the services eftibtel restaurant?"

Next the factorial analysis will be carried out dxyrrespondences between
the following two variables: intention if the resments interviewed regarding
their return to the Center Development Region anthties constituting the Centre
Development Regian
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Figure no. 4 The correspondences between the cateigs of response

Following the analysis of the chart (figure nr.4),strong association
between respondents from Sibiu and "yes" answéanawas noted, but also an
association between the answer variant and theomespts in the counties of
Harghita, Mure, Brasov, Alba. Also, | found an association between'thgo not
know" response variant and tourists in @aCounty.

The factorial analysis of correspondences betwermists’ "attitude"
towards the hotel and age of respondents is pezbembre detailed in the following
figure:

This factor analysis of correspondences showsréigu.5) that there is a
fairly strong concentration of "yes" responses agnpeople aged 26-35 years and
between 36-45 years and of the answer "do not kreowdng respondents between
46 -55 years, or up to 25 years. In the case poregents aged 56-65 years or over
65 years a concentration around "yes" alternatigsvar is noted.
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Figure no. 5 The correspondences between the cateigs of response

Conclusions

In conclusion, as a result of the analysis undertak this research, | can
say that the vast majority of tourists appreciaeofably the services offered by
the hotels in the Center Development Region.

Regarding the question referring to the sourcésfafmation the respondents
used to select the Center Development Region, ritegnet was found to be the
most important source among the respondents sudy#éyie channel of advertising
was mentioned by 49.5% of sample participantspfadid by word of mouth of
friends, colleagues, acquaintances and relative$%4). There is no debate upon
the importance of these channels of advertisirgy dre extremely important, and it
is also true that the use of television as a medilocommunication is costly, but it is
considered that the realization of documentary dilfor the promotion of the
Center Development Region and their broadcast onchidhnels popular among
"consumers" of tourism products both domesticatigt anternationally (e.g. National
Geographic) could "erase" from the potential tasiriminds the grey color Romania is
most commonly associated with and of course theuldvielp to increase the
number of tourists.
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Today, new consumers are influencing the pace aedtidn of underlying
changes in the industry. The “new tourists” arearexperienced travellers. Changes
in consumer behaviour and values provide the fumddah driving force for the
new tourism. The increased travel experience, ik and independent nature of
the new tourists are generating demand for betialityy, more value for money
and greater flexibility in the travel experien@eupan and Mykola, 2007:38-42)
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